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Publishers Give 
No Ground at 


Postal Hearing 


Offer No Counter 
Proposals on Increases; 
Senate Hearings Ahead 


WASHINGTON—Newspaper and 
magazine publishers warned the 
House post office and civil serv- 
ice committee last week that the 
proposed $125,000,000 increase in 
second class postage rates is many 
times more than they can absorb 
or pass on to advertisers. 

Spokesmen for the National As- 
sociation of Magazine Publishers 
said the unprecedented rate pro- 
posals—quadrupling the publish- 
ing industry’s mail bill—would 
have more than wiped out total 
magazine publishing profits of 
1948 if applied last year. 

Reporting profits and linage on 
the downgrade, Allen Grammer, 
chairman of the board, Street & 
Smith, said Wednesday that “any 
further increases in advertising or 
subscription rates would not only 
fail to produce the _ increased 
postal revenue but would further 
depress a declining income trend.” 


# On Monday, Elisha Hanson, 
general counsel, American News- 
paper Publishers Association, had 
reminded the committee that the 
Post Office Department now han- 
lles the smallest volume of news- 
papers in history, proportionate to 
total circulation. 

Newspaper spokesmen protested 
a“one package” rate system which 
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dealers 
yn-adver- 


usiness is 


financial 
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requires them to pay for transpor- 
tation and distribution functions 
performed with their own trucks. 
“Once the department is in a po- 
sition to know the actual value of 
the service it performs for us, we 
will be happy to talk rates,” the 
newspaper publishers said. 

House committee members lis- 
ened attentively to the protests 
he publishers, but were clearly 
mpatient when witnesses failed 
© submit counter-offers. Under 
hirp prodding of Rep. Tom Mur- 
a. (D. Tenn.), House committee 
‘irman, Mr. Hanson conceded 
h t “some kind” of a straight per- 
‘¢ tage increase might be accept- 


ommittee members pressed 
mM: ‘azine industry witnesses for 

res on per copy mailing costs. 

publisher of farm bulletins, 

r oying the low rate for “ex- 

it” publications, admitted he 

d mail as many as 16 for a 
‘ t. Other publishers of state 

1 journals were mailing for a 
\ or less per copy. General 
azines were paying from three 
‘xX cents per copy. 
‘p. Harold Hagen (R., Minn.) 
e in at one point. “I’m against 
‘ases, but many members feel 
thing must be done. 

Suggest that your witnesses 
nent on the possibility of a 
; of increases over a number 
ars.” Rep. Hagen mentioned 
Continued on Page 6) 
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AT WO INCREASE IN PRICE/ 


BIGGER AND BETTER—That’s the good 
news Mars, Inc., gave out last week with 
this 1,000-line newspaper ad, through 
Grant Advertising. (Story on Page 2.) 


Tea Men Set Up 
$2,500,000 Campaign 


New YorK—Major international 
tea growers, packers and distrib- 
utors have reached an agreement 
whereby at least $2,500,000 will 
be spent annually for the first 
United States industry-wide pro- 
motion campaign, Robert B. Small- 
wood, president of the Tea As- 
sociation of the U.S.A., and of 
Thomas J. Lipton, Inc., announced 
late last week. No agency has been 
appointed as yet. 

The industry plan includes an 
intensive ad campaign designed to 
sell the advantages of tea, a simul- 
taneous campaign stressing its 
health qualities, operations with 
food-serving outlets to teach prop- 
er methods of making and serving 
tea, and establishment of a U.S. 
tea center in New York along the 
lines of a similar one opered in 
London. 

Tea Bureau, Inc., U. S. repre- 
sentative of the growers, dees not 
plan any immediate increase of 
its $350,000 yearly promotional 
budget. The account is handled by 
William Esty & Co. 


ws Mr. Smallwood stressed that 
this program would be in addition 
to individual selling programs car- 
ried on by distributors and pack- 
ers. 

He predicted that current con- 
sumer tea prices would continue 

(Continued on Page 8) 
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Schenley Will 


Continue Full 
Payments to LBI 


New YorkK—Schenley Industries, 
Inc., has decided that it would be 
good public relations to continue 
its present payment of $250,000 a 
year to Licensed Beverage In- 
dustries, Inc., over-all national as- 
sociation of the liquor and wine 
industries. 

Schenley’s decision, it was re- 
ported, followed swiftly the publi- 
cation of a story in AA, March 7, 
headlined “Schenley “Token’ Basis 
Would Cut LBI Budget 24.” That 
story pointed out that in the event 
of a planned reduction by Schenley 
to less than $100,000 for LBI’s 
fiscal year starting next May 1, 
other major distillers probably 
would follow, and LBI’s income 
would be reduced from about $1,- 
000,000 to perhaps $350,000. The 
curtailment would have affected 
all LBI’s activities, including an 
advertising program through Ful- 
ler & Smith & Ross. 


ew At an LBI executive committee 
meeting here on March 11, Schen- 
ley reversed its position. The com- 
mittee decided to recommend to 
the board of directors at a meet- 
ing April 20 a budget of $850,000 
for the new fiscal year-—which 
would be the same as at present. 
(AA erred in saying it was $1,- 
000,000.) 

The board is expected to ap- 
prove the committee’s recommen- 
dation. 

In the new fiscal year, the ad- 
vertising budget is expected to be 
increased from the present $250,- 
000 to $300,000. Life and business 
papers currently are scheduled. 

Rear Admiral F. E. M. Whiting 
(ret.), executive head of LBI, also 
is now expected to continue on his 
present $50,000-a-year salary. Ad- 
miral Whiting’s present contract 
will expire in June. 


aecire 
Congo Squares 


NEW RECIPE—In the most concentrated 
push ever put behind Nestle’s semi- 
sweet chocolate, Peter Cailler Kohler 
Swiss Chocolate Co. will feature a 
Congo Squares recipe in this color copy 
in May issues of national magazines. 
Cecil & Presbrey, New York, is the 
agency. 


NATA Discloses 
Data from Study 
of FM on Buses 


DuLuTH—Bus riders’ opinions 
here on FM bus-radio commercials 
were the subject of study by Al- 
fred Politz Research staff last 
December for the National As- 
sociation of Transportation Ad- 
vertising, results of which, now 
published for the first time, in- 
dicate bus radio has made a favor- 
able impression on a majority of 
riders. 

While 77.9% of 769 persons in- 
terviewed in Duluth-Superior said 
they would like to see bus radio 
continued, only 38.4% of 565 who 
had heard commercials could re- 
call a particular commercial an- 


nouncement, against 61.6% who 
could not. However, 74.4% said 


they had heard advertisements, 
compared with 25.6% who had 
(Continued on Page 82) 


Last Minute News Flashes 


‘Will Give Up Control of Stations’: Richards 


WASHINGTON—G. A. Richards, owner of Station KMPC, Los An- 
geles; WJR, Detroit, and WGAR, Cleveland, notified the Federal Com- 
munications Commission Friday that he will within 30 days file ap- 
plication to surrender voting control of the stations. Licenses for the 
three had been subject to a hearing set for March 23 on charges that 
Mr. Richards ordered his employes to slant news. The hearing has been 


postponed. 


Biow to Handle P&G's New Lilt Home Permanent 


CINCINNATI—Procter & Gamble has appointed Biow Co., New York, 
to handle advertising of Lilt, its entry in the expanding home perma- 
nent wave field. Biow, which plans a limited test campaign for the new 
product, also is testing Joy, a new liquid detergent for dish washing, 


in a few markets. 


NBC Giveaway Replaces Heidt April 24 

New YorK—National Broadcasting Co. will introduce its new give- 
away show at 7 p.m., EST, Sunday, opposite CBS’ Jack Benny when | PIB’s report. The company spent 
Philip Morris’ Horace Heidt moves back to his old time—10:3C p.m., | $6,774,593 in radio, $4,501,268 in 
EST, on April 24. The details of the format and size of the jackpot— | general magazines and $433,966 in 
said to be plenty big—-are closely guarded NBC secrets. 


Ameritex to Start Telecasts This Spring 
New YorkK—Ameritex division of Cohn-Hall-Marx Co. will join the 


list of TV program sponsors soon. 
telecast will be carried in major 
probable starting date. 


Placed through Dorland, Inc., the 
markets, with late spring as the 


(Additional News Flashes on Page 77) 


P&G Again Top 
Advertiser, PIB 
Report Shows 


840 Companies Spending 
$100,000 Listed by AA; 
P&G Total: $26,620,335 


Cuicaco—Some 7,000 companies, 
advertising about 20,000 products, 
invested a total of $430,573,299 in 
“national magazines” in 1948, 
$198,995,742 in network radio, 
$46,709,683 in “magazine sections 
of newspapers,” and $38,684,523 
in national farm publications, ac- 
cording to a “parent company” 
tabulation compiled by Leading 
National Advertisers, Inc., and re- 
leased by Publishers’ Information 
Bureau. 

Leading National Advertisers 
measures the advertising appear- 
ing in 69 “general magazines”; six 
“national farm magazines”; six 
“magazine sections of newspapers,” 
including the New York Times 
Magazine, First 3 Markets Group 
and New York Sunday Mirror 
Magazine, in addition to The Am- 
erican Weekly, Parade and This 
Week Magazine; and the four ma- 
jor radio networks. 

A complete list of the 840 com- 
panies which spent $100,900 or 
more for advertising in all of the 
media begins on Page 60 of this 
issue, and continues for nine full 
pages. The list includes individual 
product breakdowns for all prod- 
ucts on which $25,000 or more 
was spent during the year. It ap- 
pears here through special ar- 
rangement with Publishers’ In- 
formation Bureau and the Maga- 
zine Advertising Bureau, for whom 
Leading National Advertisers 
makes its compilation. (Similar in- 
dividual figures for newspaper ad- 
vertisers will probably appear in 
ADVERTISING AGE in mid-April.) 


a The PIB report for 1948 shows 
Procter & Gamble Co. far in the 
lead, as it has been for years, in 
amount spent in the four media. 
In 1948, P&G’s total was $26,620,- 
335, of which $18,199,384 was in 
gross time billings on the four 
major networks. That was twice 
as much as any other advertiser 
spent in radio. 

In 1947, P&G’s radio time tillings 
totaled $16,652,790, and $17,219,744 
in 1946. The rest of its expendi- 
tures in 1948 were $4,297,441 in 
magazines, $3,372,480 in magazine 
sections of newspapers and $150,- 
670 in farm papers. 

Second largest advertiser in the 
four media last year was General 
Foods Corp., which spent $12,990,- 
741. It was the largest user of farm 
publications, putting $1,280,914 in- 
|to the six publications covered in 


magazine sections. 


|@ Third largest advertiser in 1948 
| was General Motors Corp., spend- 


'ing $11,803,939 in the media. Of 

ithis, $8,281,552 went into maga- 

zine space. In fourth place was 
(Continued on Page 77) 
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WANT TO SEE 
THE NEW LOOK 
IN NEWSPAPERS, 


IN PITTSBURGH 
ON MARCH 27 


Mars’ Bars Bigger, 
Better, Newspaper 
Ad Tells Consumers 


(Picture on Page 1) 

CutcaGo—Those Mars, Inc., nick- 
el and dime candy bars are bigger 
and better than ever—“At no in- 
crease in price!”—the company an- 
nounced last week in 1,000-line 
newspaper copy in 40 major mar- 
kets throughout the country. 

Mars’ announcement was an- 
other harbinger of the approach- 
ing return of “normal” conditions 
in the industry. Another Chicago 
candy maker, Curtiss Candy Co., 
recently revealed it is bringing 
back the penny Baby Ruth bars 
and hopes to increase the size of 
its nickel confections, while several 
others in the industry have effected 
modest wholesale price cuts (AA, 
Feb. 28). 

Mars is still undecided about 
what additional space it will use 
in publications, following the an- 


IF YOU REALLY 


JOIN ME 


IN 


EDITION OF THE 


nouncement ad, but will tell its 
“bigger and better” story to con- 
sumers via three coast-to-coast 
NBC shows, “Dr. I. Q.,” aired 
Monday nights; “Dr. I. Q. Jr.,” 
broadcast Saturday afternoons, and 
“Curtain Time,’ on Wednesday 
nights. 

The company’s selling organi- 
zation is explaining the move to 
the trade, backed by advertising 
in a dozen publications serving 
jobbers, chain and independent 
retailers, etc. 

Newspaper copy boasts that 
every candy bar produced by Mars 
is larger and contains more of the 
major ingredients, including Milky 
Way, Ping, Snickers, Three Mus- 
keteers and Forever Yours, all 
nickel brands, and the dime Mars, 
a toasted almond confection. 

Grant Advertising handles the 
Mars account. 


To Harrington, Whitney 
Charlotte Stroud, formerly with 
WQXR, New York, has joined the 
media department of Harrington, 
Whitney & Hurst, San Francisco. 


housewives buy.. 


Yes, two of every three dollars spent by western housewives go for 
purchases in the Hometown market, outside the six largest cities of 
the region. Each year these Hometown retail sales exceed nine billion 


eight hundred million dollars. 


That is the reason wise advertisers are giving first consideration to 
the great Hometown market of the eleven western states. These adver- 
tisers know that the key to this market is provided by Hometown Daily 
Newspapers, because of their remarkably high coverage and readership. 


Hometown Daily Newspaper coverage, outside the six largest cities, 
includes three-fourths of the West’s population, or more than thirteen 
million persons. Significantly, ninety per cent of the circulation of 
Hometown Daily Newspapers is in the trading zones in which they are 
published. Further, readership of Hometown Daily Newspapers, deter- 
mined by scientific studies, averages seventy-five per cent. 


Many advertisers present their sales messages in Hometown Daily 
Newspapers at a cost of less than one cent per reader. 


This fact is again emphasized by a new readership study of five typical 
Hometown Daily Newspapers. If you would like to have a copy of this 


study, 


Boulevard, Los Angeles 4, California. 


write to Hometown Daily Newspaper Publishers, 2001 Beverly 


PER ADVERTISING 
OMETOWN DAILY NEWSPA 
ons MAXIMUM COVERAGE AND — 


THIS WESTERN HOM 


——— THIR 


ETOWN MARKET IS 
) GREATEST SALES AREA 


Advertising Age, March 21, ‘949 


NEW SPECTACULAR—Coca-Cola Co. has 


just erected this new illuminated sign 


along famed Peachtree St., Atlanta. The 
thermometer is the first of its kind 
ever built. 
Coca-Cola Erects 
New Spectacular 


ATLANTA—The correct time and 
temperature, as well as a reminder 
to drink Coca-Cola, are provided 
in the new spectacular erected on 
Peachtree St. in one of Atlanta’s 
busiest downtown districts. 

The main body of the sign is a 
large red disc, carrying a 28-foot 
reproduction of the Coca-Cola 
trademark in flowing script. A 
scoreboard-type clock shows the 
time in 27-inch numerals illumi- 
nated on a bank of 100-watt bulbs, 
and an automatic spring-driven 
device is ready to take over, for as 
long as eight hours, if the electric 
power fails. The 44’ vertical ther- 
mometer, the first of its kind ever 
built, uses 90 feet of stainless stee! 
tape in an endless belt, operated 
on bicycle chains. More than half 
a mile of neon tubing is used on 
the display, including borders and 
copy line. 

The advertising department of 
Coca-Cola Co. here designed the 
display, which was fabricated and 
erected by Southern Neon Dis- 
plays, Inc., Atlanta. 


Chicago Group Wins 
CCNY Radio Award 


New YorK—City College ol 
New York will give its annual 
award for the outstanding radio 
program of 1948 to the Chicago 
Industrial Health Association. 


The award is one of three bronze 
plaques to be given out at CCNY’ 
radio-television and business con- 
ference March 30. 

The Chicago group won it 
award for “It’s Your Life,” spon 
sored by Johnson & Johnson ove! 
Station WMAQ, Chicago. Earlier 
CCNY had announced that WMA 


would receive the award {f0 
creating the show. (See Story 0! 
Page 55.) 


Conti Plugs New Products 


Conti Products Corp., Brooklyn 
through Murray Breese Associates 
is testing two new products, bab! 
powder and baby oil, in seve! 
cities with local newspaper an 
radio sampling tie-ups. Protes 
sional journals and child-pare! 
magazines are being used aon 
with a trailer on the Conti hu! 
hour show over 17 Mutual stat. on 
Friday nights. 


WFIL Appoints Nolan 


Jack A. Nolan, formerly a: sis 
tant art director of Richard F le 
Advertising Agency, Philadel; 1/4 
has been appointed art directc ° ‘ 
Station WFIL, Philadelphia. 


80.000 


primary teachers 
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Ta Lor Abugeles.-#%- 


You'll look big another way, 
too! The Mirror’s tabloid format mul- 
tiplies the visibility of all advertising. 
1000 lines is a full page in The Mirror 

. . is only 75% of the page size in 
the 2nd evening paper . . . is less 
than 50% of the page size in the 
3rd evening paper. (Added impact 
in today’s buyers’* market!) 


EPRESENTED BY O'MARA. & ORMSBEE, INC. 


« SY as et 


you'i, Look BIGGER 
IN THE MIRROR 


Buyers of advertising have discovered how to make budgets go a |-o-n-g way in 
the lucrative Los Angeles market. It’s a trick that can be done only with The Mirror! 


The chart below gives you an idea of just how far a $5000 budget can be 
stretched by scheduling The Mirror. The plus-space in a Mirror campaign makes a hit 
with jobbers, wholesalers and retailers! Moreover, by providing the extra impressions 
and the hard-hitting consistency of continued advertising, The Mirror makes your en- 
tire Los Angeles advertising and merchandising effort more effective, more resultful. 


HOW MUCH ADVERTISING WILL $5000 BUY IN LOS ANGELES AFTERNOON NEWSPAPERS? 


, : Total 
= L Cost Per Page $5000 Buys Circulation _ Impressions 
MIRROR $250.00 20 pages 140,000° 2,800,000 
Paper 2 831.60 6 pages 293,000 1,758,000 
Paper 3 1680.00 3 pages 410,000 1,231,410 


* Mirror Circulation during first days of March was 140,000 and rising sharply. 
** ABC Statement Sept. 1948 prior to publication of the Mirror and prior to price increase to 7c 
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‘Young America’ 
Drops Advertising 


New York—Young America 
will no longer carry advertising, 
effective with its April 28 issue. 

Eton Publishing Co. will forego 
nearly $200,000 in annual adver- 
tising revenue for the classroom 
“textbook” in social studies be- 
cause educators’ objections to ads 
have kept it from circulating in 


SUPER SALESMAN 


saiary: 50¢ for life! 


i 

t 

' 
Tireless, aggressive. Experienced, 1 
proven sales producer, good will 
generator. Name: MICRO-LITE, the @ 
handsome all-purpose miniature J 
keychain flashlight imprinted with i 
YOUR firm name. Put me to work i 
for YOU! I'm a whiz for new biz. 
For promotional plan tailored to | 
YOUR line . . . literature, price list, J 
sample, write on your business let- 1 


terhead to Dept. A-321 
MICRO-LITE CO., INC. 5 
44 West 18th St., New York City11 ff 


A pata ks dani pca met! *- 


many schools. 

Alfred G. Vanderbilt, Eton’s 
board chairman, and John G. 
Escher, publisher, said, “While we 
fully appreciate the value of ad- 
vertising to our American eco- 
nomic system, we have become 
convinced that Young America 
without advertising will be far 
more acceptable to educators.” 

Eton’s Young America Reader 
and Young America Junior Reader 
have been published without ads 
since the fall of 1947. Circulation 
of Young America is about 400,000. 
Subscription rates to new student 
readers will be raised slightly to 
50¢ a semester. 


Concord Chemical to Buckley: 
Miles Joins Buckley Institute 


Earle A. Buckley Organization, 
Philadelphia, has been named to 
handle the advertising of the Con- 
cord Chemical Co., Philadelphia. 

C. Austin Miles Jr., formerly 
advertising manager of P. J. Ritter 
Co., Bridgeton, N. J., has been ap- 
pointed associate director of Buck- 
ley Institute, a division of Earle 
A. Buckley Organization. 


RADIO WOMEN MEET—At the 6th annual convention of the Association of Women 

Broadcasters in Chicago are, left to right: Theodore Weldon, vice-president, J. 

Walter Thompson Co.; Rosalind Zimmett, Station WKRS, Waukegan, Ill.; Ward 
Weist, J. Walter Thompson, and Alice Friburg, of WJHL, Johnson City, Tenn. 


Pike Joins WJBK-TV Drops Hoffman Account 


Lanny Pike has joined television Dan B. Miner Co., Los Angeles, 
Station WJBK-TV, Detroit, as|has resigned the account of Hoff- 
supervisor of television operations. |man Radio Corp., Los Angeles. 


PAMILY PORTRAIT 


|i / 


i Co 


In Detroit, The Detroit News has been the family’s home newspaper 
for 76 years. It’s as popular with Pop as with Mom and the kids, because it 
contains more features of particular interest to each of them. Pop 


likes the complete news coverage that provides an entire evening’s reading. 
Mom loves the women’s pages. The kids are wild about the 
many children’s features. That’s why The News is thoroughly read, column by 


column, page by page, advertisement by advertisement . . . by over 
400,000 families in this wealthy industrial market that is predominantly a city of 


single homes, requiring greater-than-average purchases of durable 
goods. It is this family readership that makes The Detroit News, with the 
largest A.B.C.-recognized home-delivered circulation of any newspaper 
in America, your most potent advertising medium in the Detroit market. 


432,112—total weekday circulation—again the highest weekday 


circulation ever attained by any Michigan newspaper, 


$43.643— total Sunday circulation 


ABC. figures for 6-months period ending September 30, 1948. 
4th in the United 


@ First in total 
Stotes 


NATIONAL REPRESENTATIVES DAN A CARROLL 110 E 42ND ST. NEW YORK 17 


advertising lineage in Michigan— 


THE JOHN E LUTZ CO 


TRIBUNE TOWER. CHICAGO 1! 
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Curtis Exec Tells 
How Readers Prefer 
Newsstand Purchas«s 


WASHINGTON—Walter D. Full r. 
president of Curtis Publishi ig 
Co., told the House post .; f. 
fice committee last week that «4 
substantial number of Ladi x 
Home Journal subscribers wo |q 


Postal Rates 


prefer to get their magazires 
from newsstands rather than py 
higher subscription rates to cover 
a drastic increase in postage rat.s 

At the same time, Mr. Fuller 
informed the committee that Cur- 
tis is testing three experimenta! 
subscription distribution methods 
completely outside the mail. 

Testifying against Post Office 
Department proposals which boost 
second class rates by more than 
300% over a two-year period, Mr 
Fuller told how he had polled 
1,000 Ladies’ Home Journal sub- 
scribers “with a very fair ques- 
tionnaire” printed on his personal 
letterhead. 


w Of those replying, 170 favored 
a plan which would enable them 
to buy a coupon book, redeemable 
at nearby newsstands; 68 pre- 
fer to buy at the newsstand; six 
are willing to pay the present price 
plus the additional postage; 25 
would drop the magazine. 

Mr. Fuller said Curtis already 
has powerful incentives to sell 
over the newsstand. He reported 
a 3¢ advantage on newsstand sales 
of The Saturday Evening Post— 
$1.46 per year per buyer—and 90¢ 
per year advantage on newsstand 
sales of Ladies’ Home Journal. 


Hooper Tests New 
Device; Nielsen 
Adds New Service 


New YorK—C. E. Hooper, Inc., 
is installing 120 electronic devices 
for determining total audience and 
average audience in as many tele- 
vision homes in the New York 
area. 

The machines will be attached to 
video receivers in homes compris- 
ing the sample, and will be hooked 
up with a central tabulation point 
by means of leased wires. Both 
telephone and non-telephone 
homes are included in the sample 
The ‘“Hooperater,” as the Hooper- 
designed device is called, will be 
used on a test basis until the com- 
pany’s instantaneous recorder 1s 
available. 

At the same time Hooper’s ne\ 
method was unveiled, the A. C 
Nielsen Co. officially announced 
its expansion of the Nielsen Radio 
Index to full national coverage, be- 
ginning March 1. 

March reports will carry data 
on the national audience to al 
sponsored network shows, and ‘he 
projectable ratings will be avail- 
able for four weeks each month 
instead of two weeks, as former!) 


Adds Belden Associates 


International Public Opinion I e- 
search, New York, said last week 
Joe Belden & Associates, Mex ¢ 
City and Austin, Tex., will n 
be available to work with IP)! 
clients desiring research in Mex: 
The Belden company, called * ht 
only full-time research outfit 1 
Mexico,” offers 26 cities for int *!- 
views, and has been in operat 
in the country for two years. 


S. O. Copy Breaks April 17 


The 1949 institutional camp: '#! 
of Standard Oil Co. (Indiana) re 
ported on Page 68 of this iss! 
as due to start April 10 or Apri !: 
will get under way on April ! 
the company has decided. The 4" 
nual financial report is appea 1" 
in ten financial publications, ra he 
than in newspapers. 
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How to go home in Philadelphia 


You have something to sell. Then Philadelphia is your third largest 
market—the trading area of over four million persons that are in and 
around this city of homes. 


Your problem is how to put your products into these homes. 


The one completely satisfactory answer is: Go home with The 
Bulletin. In this newspaper’s company you call on more than four 
out of five Philadelphia families at the time when they have leisure 
for reading. In the 1700 block on Belfield Avenue, 49 of 50 families in- 
terviewed read The Bulletin. That’s how it is in Philadelphia where 
The Bulletin goes home, stays home, is read by the entire family— 
evenings and Sundays. 


In Philadelphia 
nearly everybody reads 
The Bulletin 


ADVERLISING Orrices: Philadelphia, Filbert and Juniper Streets * New York, 285 Madison Avenue 
National Advertising Kepresentatives: Sawyer-Ferguson-Walker Company 
Chicago ¢ Detroit ©¢ Atlanta ¢ Los Angeles ¢* San Francisco 
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Eastern Adwomen to Meet 


The Eastern Conference of 
Women’s Advertising Clubs will 
be held in Philadelphia, April 2-3. 
Members of the Philadelphia Club 
of Advertising Women will serve 
as hostesses, with Nellie E. Quirk 
as general chairman of the con- 
ference. Mrs. Honor Gregory 
House, president of Gregory & 
House, Cleveland, and vice-presi- 
dent of the Advertising Federation 
of America, will preside at the 
meetings. 


\\ \ “And | promise to allow 
him 3 hours’ privacy a month to read TRUE.” 


26% of TRUE readers take three hours 
off per month to read each issue. That’s 
because it brings them scoops, adven- 
ture, sports and the good life in the 
MAN’S world. And that’s why TRUE 
is America’s largest-selling man’s mag- 
azine. 

Send for copy of TRUE, Dept. A4, 67 W. 44, N.Y. 


Eames 


Publishers Give 
No Ground at 
Postal Hearing 


(Continued from Page 1) 
10 or 20% a year for “two or three 
years.” 

E. A. Winger, president of 
Crowell-Collier Publishing Co., 
refused to be pinned down by 
committee members. Maintaining 
that second class is a “service to 
the people,” he said any loss to 
the post office is more than made 
up by benefits to the economy as 
a whole. 


e Mr. Winger warned increases 
could not be passed to advertisers. 
“A committee from the Association 
of National Advertisers is threaten- 
ing to take their business to other 
media if there are further rate in- 
creases,” he said. “Unfortunately, 


the decline of linage indicates they 
may be doing it.” 

Impatiently, Rep. Murray 
pressed Mr. Grammer and Walter 
D. Fuller, president of Curtis Pub- 
lishing Co., for an “offer’’ on the 
part of magazine publishers. 

Mr. Fuller said his organization 
was not authorized to make an 
“offer.”’ Later, testifying in behalf 
of Curtis individually, he said his 
company would be happy to work 
with the committee in the prepara- 
tion of “a moderate rate increase” 
which could become effective 
“gradually over a period of years.” 

Publishers will finish their pre- 
sentation before the House com- 
mittee during the coming week. 
Meanwhile, hearings on the rate 
revisions, totaling over $300,000,000 
in all, got under way last week 
on the Senate side with the ap- 
pearance of post card and parcel 
post users. According to its sched- 
ule, the Senate committee will 
reach catalogs on Wednesday the 
23rd, and books on Friday the 25th. 
Proposed catalog rates amount to 
more than 95% over the rates in 


effect last year. 


a Mr. Grammer, who is chairman 
of the NAMP’s general operations 
committee, led off with a reminder 
that second class rates “are a ser- 
vice to the people.” “It is the 
people, not the publishers, who 
get the advantage. It is these rates 
which have made possible a 
nationwide distribution of maga- 
zines, which, in turn, form the only 
medium of record for developing 
a truly national understanding,” 
he said. 

“Tf the system of low second 
class rates were changed,” he con- 
tinued, “the whole system that 
makes possible the free flow of 
information and ideas would have 
to be drastically changed.” 


w A series of farm paper publish- 
ers warned the committee that 
the proposed rates would wipe out 
the farm press. Among the firms 
represented were Meredith Pub- 
lishing Co., Des Moines, Agricul- 
tural Publishers Association and 
the farm bureau spokesman. 


FUMIRO~ 


CIGARETTES ZS 


“That's nothing. I know a big space buyer who can blow 


‘Solid Cincinnati reads The Cincinnati Enquirer’ in smoke rings’’ 


a 


ALSO SLIGHTLY SPECTACULAR: 


@ The Cincinnati Enquirer has the largest circulation of any 
Cincinnati newspaper, daily and Sunday. 


@ The Cincinnati Enquirer has the lowest milline rate in 


Cincinnati. 


@ The Cincinnati Enquirer carries more advertising linage 
than any other Cincinnati newspaper. 


Represented by Moloney, Regan and Schmitt, Inc. 


ee 
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C. T. Meredith, Meredith Pv »- 
lishing Co., said the bill meant a 
390% increase in the rate 
Successful Farming and _ Bet) »r 
Homes & Gardens. Robert Re qd 
editor of Country Gentleman, } »- 
ported a prospective postage ; \- 
crease from $437,000 to $1,225,0: 0. 
“more than double Country Ge »- 
tleman’s earnings of any year.” 

Under questioning, Mr. Re. 
reported Country Gentleman as 
paying an average of 2.9¢ for ma |- 
ing each of its 2,300,000 copies. Ie 
estimated the cost per copy woi |d 
go to 10 or 12¢. 

Mr. Winger said Crowell-C.|- 
lier’s postage bill had been $¢ .- 
900,000 in 1948. He said it would 
go to $8,100,000, “twice the firn's 
1948 profit.” 

Mr. Fuller said Curtis paid the 
post office $3,962,074 in 1948 
Under the proposed bill, payments 
would go to $19,000,000, he said 
Total profits after taxes in 1948 
were $5,400,000, he told the com- 
mittee. 


GET IN RATE FIGHT, 
MAIL USERS URGED 


Kansas Crry—aAll business mail- 
ers should get in the fight against 
proposed third class mail rate in- 
creases, the Associated Third Class 
Mail Users declared last week. 

The organization, headed by 
John W. Walker, vice-president of 
Postal Life & Casualty Insurance 
Co. here, includes 250 mailers who 
decided to band together when 
third class increases were proposed 
several years ago. 

“ADVERTISING AGE, in its column, 
‘Footnotes,’ by G. D. Crain Jr. 
(AA, March 14) summed up the 
need for action in a nutshell,’ Mr 
Walker said. “We aren’t crying 
wolf. Proposed increases in third 
class rates would definitely cur- 
tail third class business. The smal! 
business man would find postage 
costs prohibitive in many types o! 
mailings. All mailers would face a 
staggering cost problem at a time 
when operating margins are nar- 
rowing.” 

Members of the association, he 
said, will present their case late 
this month before congressional 
committees hearing the Post Office 
Department proposals for rate 
boosts. In the meantime, he added, 
every third class mailer should 
give his own congressmen the facts 
on what the increases would 4d 
to his own business. 


Two Join ‘Bridegroom’ 

Henry Berg III, former asso- 
ciate fashion editor of Appar 
Arts, New York, and Richard 
Blesser, former assistant publi 
information officer for the United 
States Army and Air Force re- 
cruiting service, New York, have 
joined the sales staff of Bride- 
groom, published by Esquire, [In 


Quantity 


is not our forte. 


Quality is. 


FINE OFFSET PRINTING 


The Veritone Co., 2701 Lehmann ( ov" 


Chicago 14 EAstgate 7- '82 
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This upward trend is not confined to MODERN ROMANCES — 


for fastest-growing 


womens magazine 
in America... 


This spectacular success of the February MODERN ROMANCES 
is only the current high point of a long-term trend: 


For 15 consecutive months since December °47, every 

single issue of MODERN ROMANCES has shown a circulation in- 
crease over the same issue of the previous year! (All done on 
the newsstands, not through subscriptions! ) 


In the last six months of ’48, MODERN ROMANCES sold more 


copies than in any such period in its 17-year history! 
the February issue of these three magazines of the Dell 


Modern Group hit a 2144 year peak of 3,064,000! 


To reach young women more profitably than ever . . . sell with DELL! 


“Every Family Starts with Romance” 
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DELL PUBLISHING COMPANY 7 
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Appoints Shutran Mahlin 


U. S. Export Sales Corp., Detroit, 
automotive equipment exporter, 
has named the export advertising 
division of Shutran Mahlin Adver- 
tising, Detroit, to direct its inter- 
national promotion. 


Frederic House, Inc., Moves 
Frederic House, Inc., New York, 
visual education company, has 
moved into the new Frederic House 
building at 351 W. 48th St. 


Craftint Kleen Stik Rubber 3a : 
ment is recommended @& 

for all kinds of mounting, 
pasting or sticking. It is 
crystal clear. Excess rubs 
off with the finger. 

At your dealer or 

write direct. 

THE CRAFTINT MFG. CO. 
1615 Collamer Ave. Cleveland 10, 0 


CRAFTINT 
Kleen Stith 
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Tea Men Set Up 
$2,500,000 Campaign 


(Continued from Page 1) 
unless there were some important 
economic change in the world sit- 
uation. 

Mr. Smallwood, recently re- 
turned from Europe, disclosed that 
while in London, he learned that 
it was the intention of representa- 
tives of tea-growing countries to 
contribute more than $1,000,000 
toward a U.S. campaign which 
eventually will reach the $2,500,- 
000 figure. 

He pointed out that because of 
tremendous costs necessary to re- 
store war-torn tea-growing areas 
in the Far East, growers had been 
unable until now to raise suf- 
ficient dollar funds actively to 
participate in a selling campaign. 

Mr. Smallwood added that he 
believed U.S. importers, packers 
and distributors, which the associ- 
ation represents, will work closely 
with the growers, represented by 
the Tea Bureau, and that for the 


Change Your Records 


ADVERTISING AGE’s New 
York office is now located 
at 11 E. 47th St., and the 
telephone number is MU 8- 
0073. Please change your 
records. 


first time both sides of the indus- 
try, which annually does a $125,- 
000,000 business in the U. S., will 
cooperate fully. 


Lalley Transferred 


Frank E. Lalley has been named 
Pacific Coast manager of This 
Week Magazine, with headquarters 
in San Francisco. For the past 
12 years he has been advertising 
representative in the New York 
office of the publication. 


Names Inland Newspaper 


Inland Newspaper Representa- 
tives, Inc., has been appointed to 
represent the Press, Sheridan, 
nat" in the general advertising 
ield. 


ALFRED R. GOLDBERG 

New YorK—Alfred R. Goldberg, 
57, secretary and treasurer of Ray 
McCarthy Advertising Service, 
died on March 15 at French Hos- 
pital after suffering a stroke at 
his home. 

Mr. Goldberg was a former as- 
sistant sports editor of the old 
New York American and a former 
member of the sports staff of 
the old Tribune. He formed the 
Florida News Service with Ray 
McCarthy in 1922 and joined the 
McCarthy organization, which spe- 
cializes in travel and resort adver- 
tising, when it was formed in 1927. 


CHARLES S. SILVER 

New YorK—Charles S. Silver, 
44, treasurer and partner of Arthur 
Rosenberg Co., New York, died 
on March 15 at his home. 

Mr. Silver joined the Rosenberg 
agency shortly after graduating 
from New York University in 1925. 
During his career he handled 
such accounts as Longines-Witt- 
nauer Watch Co. and Maiden Form 
Brassiere Co. 


premiere of a fascinating motion 


What makes a newspaper great? 
“HURRY UP AND CRY, DON, 


with the Minneapolis Star and 


SO WE CAN GO DELIVER 
OUR PAPERS!" (/* 


All last summer in Blue Earth, 
Minnesota, cameras whirred, actors 
emoted and the shrill call of the 
moving picture director was heard 
throughout the land.Onlookers were 
puzzled when harrowing heart-throb 
scenes broke up suddenly while 
cast and camera crew rushed off on 
bicycles. 

One night this winter a distin- 
guished audience of 300 jammed 
Blue Earth’s Knights of Columbus 
Hall to discover what all the 
shooting was about... the world 


picture, ““The Lonely Heart’’, plan- 
ned, filmed and acted by thirty 
Minneapolis Star and Tribune car- 
rier-salesmen of the Blue Earth 
agency, and produced under the 
supervision of W. W. Murphy, 
their newspaper agency manager. 

Amid the gentle crunch of pop- 
corn and the soft slurp of taffy apples 
the story unfolded on the screen 
before the assembled stars, their 
parents and friends. It was the 
touching tale of an orphan boy and 
his difficulties in learning to accept 
the foster parents who adopted him 
...asad picture with a happy end- 
ing, and a smash hit in the opinion 
of Minneapolis Tribune Movie Critic 
Will Jones, who came to see, re- 
mained to rave. Musical accompani- 
ment was provided by the carrier- 
salesmen’s own band, narration by 
Producer Murphy. 

For some 8,000 young residents 
of the Upper Midwest, affiliation 


Tribune staff of carrier-salesmen 
provides not only interesting, profit- 
able work and sound business 
training, but also opportunities for 
new social contacts, pursuit of hob- 
bies, travel and education. Each 
year twenty youngsters win college 
or university scholarships awarded 
by the Minneapolis Star and Tribune 
while hundreds more earn expense- 
paid trips, excursions and vacations. 
In the great 4-state region served by 
these newspapers one of the proudest 
claims a boy can make is, “I’m a 
carrier salesman for the Minneapolis 
Star and Tribune!” 


Minneapolis 
Star 2x2 Tribune 


EVENING MORNING & SUNDAY 


975,000 SUNDAY - 460,000 DAILY 


JOHN COWLES, President 


Advertising Age, March 21, 


Display Men Hit 
N. Y. Art Directors 


for Awards ‘Insult’ 


New YorK—Lithographers a i 
point-of-purchase companies | st 
week furiously assailed the « rt 
Directors Club of New York o0, 
what they considered a slur ip 
omitting (after admitting entri: s) 
a display classification and awa ds 
in the club’s 28th annua] natio: a! 
exhibition of advertising and e. j- 
torial art. 


1 49 


@ Winners of the Art Direct: rs 


Club medal awards were: 

Magazines, design of complete u 
Life Savers, Inc., via Young & Rubic: 
Harlow Rockwell, art director; Rob rt 
Geisemann, artist. Magazine advertis 
art: Container Corp. of America, via N 
W. Ayer & Son; Morris Graves, art: st 
Leo Lionni, art director. 

Newspapers, design of complete unit 
Ohrbach’s department store, via Grey 
Advertising Agency; art director, R. T 
Gage; Joe de Sasseres, artist. 

Trade papers, complete unit: Columbia 
Broadcasting System; art director, Wi). 
liam Golden; Mr. Golden and Lou Dorfs- 
man, artists. Art in trade papers: Nationa 


Broadcasting Co.; art director, Alle: 
Hurlburt; artist, Adrian Siegel. 

Small ads, complete unit design: David 
Heilwell, via Erik Nitsche Studio; artist 
and art director, Erik Nitsche. 

Booklets, complete unit: NBC; Walter 


Van Bellen and Allen Hurlburg, art di- 
rectors; artist, Mr. Van Bellen. Art 
booklet and direct mail: CBS; Mr. Gold- 
en, art director: David S. Martin, artist 

Periodicals, design of complete unit 
Vogue: Alexander Liberman and Priscilla 
Peck, art directors; Constantin Joffe and 
Raymond Burnier, artists. Art in periodi- 
cals: Seventeen; Cipe Pineles, 
tor; Ben Shahn, artist. 

Kerwin H. Fulton medal for design of 
complete units in posters: Navy Depart- 
ment; Commdr. John B. Shipman, art di 
rector; artist, Rex Reichert. 

John M. Palmer, first vice-pres- 
ident of the Point-of-Purchase Ad- 
vertising Institute, told AA, “We, 
of the institute, wish to protest 
this insult by suggesting that many 
of these art directors who are so 
definitely modern don’t know how 
to make window displays, what 
makes a good window display, and 
what it is all about—the main ob- 
ject of window displays being to 
sell merchandise at the point of 
purchase, generally tying up with 
a national campaign. This class of 
art director seems to compete in- 
ternally for the most weird effect, 
be it a green mouse on 4 pink 
chimney or a Vogue stocking ad.” 

The club has previously given 
display awards, and this vear in- 
vited entries as before. 


art direc- 


@ Asked why no display awards 
were given by the club, Wiil Bur- 
tin, art director of Fortune anc 
chairman of the exhibition com- 
mittee of the club, said entries 
“were of such a low quality the) 
would not stand up against the 
excellent quality in mnewspape! 
and magazine advertising.” He 
said that, while display companies 
were invited to compete, the clu! 
received only about 20 entries, anc 
only one “from a big lithograph 
house.” This entry, Mr. Burtin 
said, was good printing “but bac 
design.” He said the club would 
invite entries next year and tr) 


again. 
Gurdon Simmons, manager 0! 
promotion, Einson-Freeman (0. 


attacked the decision as “apparen! 
discrimination against point-of- 
sale display art...Surely som 
display must have merited ‘les! 
of class’ regardless of how #hé 
jury appraised it on the basis ©! 
general art standards.” 


Detroit PR Group Elects 

William H. McGaughey, pu! ! 
relations director of the Autor \ 
bile Manufacturers Associat 
has been elected president of ht 
Detroit chapter of the Public R¢ .« 
tions Society of America. Ot 1¢ 
officers elected are: William 
Haworth, Nash-Kelvinator Cc ? 
vice-president; LeRoy Cow es 
General Motors Corp., secret 
and Edwin J. Smith, Bord: 
Farm Products Co. of Michi @" 
treasurer. 


a 


Roxburgh Joins Ideal 


Mike Roxburgh, formerly 
Fawcett Publications, has jo 1& 
the Chicago office of Ideal }] vu” 
lishing Corp. 
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for fastest-growing 
magazine in ts field ! 


The April issue of MODERN ROMANCES carries more 
advertising billing than at any time in its history. 


MODERN ROMANCES’ phenomenal circulation growth is proof 
enough of the vitality of this 98% newsstand-sold magazine... 


But the steady growth of MODERN ROMANCES ad revenue 
means advertisers recognize that reader interest in 
MODERN ROMANCES is phenomenal, too. For instance, in a 
recent impartial survey MODERN ROMANCES delivered 
readers at lowest cost in 43 out of 45 tests with 

9 other leading magazines. 


And this amazing gain in advertising is not only in 
MODERN ROMANCES — Dell Modern Group billings for 
April ’49 are up 35% over 48! 


Readers and advertisers both are making this trend —the trend DELL PUBLISHING COMPANY, 
261 FIFTH AVENUE, NEW YORK 16, N. Y. 
to Dell Modern Group. 


MOGerN romances readers yw wb ory family starts with Romance” 


PLEASE TURN BACK TO PAGE 7 
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the SNOWBAI 


Interest aroused in these cities reveals 


coast-to-coast spread of McCall’s ‘‘Yardville” Idea 


Abilene, Texas 
Akron, Ohio 
Albany, N. Y. 
Albuquerque, N. Mex. 
Alexandria, La 
Alexandria, Va. 
Allentown, Pa. 
Alton, Ill. 
Altoona, Pa. 
Amarillo, Texas 
Ann Arbor, Mich. 
Asheville, N. C. 
Ashland, Ky. 
Athens, Ga. 
Atlanta, Ga. 
Atlantic City, N. J. 
Augusta, Ga. 
Augusta, Me. 
Aurora, Ill. 
Austin, Texas 
Bakersfield, Calif. 
Baltimore, Md. 
Bangor, Me. 
Baton Rouge, La. 
Bayonne, N. J. 
Beaumont, Texas 
Beaver Falls, Pa. 
Belleville, Il. 
Bellingham, Wash. 
Beloit, Wis. 
Berkeley, Calif. 
Binghamton, N. Y. 
Birmingham, Alabama 
Bismarck, N. Dak. 
Bloomfield, N. J. 
Boise, Idaho 
Boston, Mass. 
Boys Town, Neb. 
Bridgeport, Conn. 
Brookline, Mass. 
Brooklyn, N. Y. 
Buffalo, N. Y. 
Butler, Pa. 
Cambridge, Mass. 
Camden, N. J. 
Canton, Ohio 
Charleston, S. C. 
Charleston, W. Va. 
Charlotte, N. C. 
Chattanooga, Tenn. 
Chester, Pa. 
Chevy Chase, Md. 
Chicago, III. 
Cicero, III. 
Cincinnati, Ohio 
Cleveland, Ohio 
Coatesville, Pa. 
College Station, Texas 
Colorado Springs, Col. 
Columbia, Pa. 
Columbia, S. C. 
Columbus, Ga. 
Columbus, Ohio 
Concord, New Hamp. 
Cuba, Mo. 
Cumberland, Md. 
Dallas, Texas 
Danville, Va. 
Davenport, Iowa 
Dayton, Ohio 
Dearborn, Mich. 
Decatur, III. 
Denver, Col. 

Des Moines, Iowa 
Detroit, Mich. 
Duluth, Minn. 
East Chicago, Ind. 
East Cleveland, Ohio 
East Orange, N. J. 
East St. Louis, Il. 
Easton, Pa 

E! Paso, Texas 
Elizabeth, N. J. 
Elkhart, Ind. 
Enid, Okla. 

Erie, Pa. 
Evanston, III. 
Evansville, Ind. 
Everett, Wash. 
Fall River, Mass. 
Findlay, Ohio 
Flint, Mich. 

Fond Du Lac, Wis. 
Fort Collins, Colo. 
Fort Smith, Ark. 
Fort Wayne, Ind. 
Fort Worth, Texas 
Fresno, Calit. 
Gadsden, Ala. 
Gainesville, Fla. 
Galveston, Texas 


Garfield, N. J. 
Gary, Ind. 
Glendale, Calif. 
Granite City, Ill. 


Greater Philadelphia, Pa. 


Green Bay, Wis. 
Greensboro, N. C. 
Greenwich, Conn. 
Hamilton, Ohio 
Hammond, Ind. 
Hamtramck, Mich. 
Harrisburg, Pa. 
Hartford, Conn. 
Hazleton, Pa. 
Hempstead, N. Y. 
High Point, N. C. 
Hoboken, N. J. 
Houston, Texas 
Huntington, W. Va. 
Hyde Park, N. Y. 
Indianapolis, Ind. 
Inglewood, Calif. 
Irvington, N. J. 
Jackson, Mich. 
Jackson, Miss. 
Jacksonville, Fla. 
Johnson City, N. Y. 
Joliet, Il. 
Kalamazoo, Mich. 
Kankakee, III. 
Kannapolis, N. C. 
Kansas City, Kan. 
Kansas City, Mo. 
Keokuk, Ia. 
Kingston, N. Y. 
Knoxville, Tenn. 
La Crosse, Wis. 
Lafayette, Ind. 
Lafayette, La. 
Lakewood, Ohio 
Lancaster, Pa. 
Laredo, Texas 
Lawrence, Mass. 
Lewiston, Me. 
Lexington, Ky. 
Lincoln, Il. 

Little Rock, Ark. 
Los Angeles, Calif. 
Louisville, Ky. 
Lubbock, Texas 
Lynchburg, Va. 
Madison, Wis. 
Manchester, Conn. 
Manchester, N. H. 
Manhattan, Kan. 
Marion, Ind. 
Marion, Ohio 
Martinsville, Va. 
Massillon, Ohio 
McKeesport, Pa. 
Medford, Mass. 
Memphis, Tenn. 
Meridian, Miss. 
Miami, Fla. 
Middletown, Ohio 
Milwaukee, Wis. 
Minneapolis, Minn. 
Mobile, Ala. 
Moline, Il. 
Montclair, N. J. 
Montgomery, Ala. 
Morgantown, W. Va. 
Mt. Pleasant, Pa. 
Mt. Vernon, N. Y. 
Muskegon, Mich. 
Nashville, Tenn. 
Newark, N. J. 

New Bedford, Mass. 
New Brunswick, N. J. 
New Haven, Conn. 
New Orleans, La. 
Newport News, Va. 
Newtanbo, Mass. 
Newton, Mass. 
New York, N. Y. 
Norfolk, Va. 

North Bergen, N. J. 
Oakland, Calif. 
Ogden, Utah 
Omaha, Neb. 
Orange, N. J. 
Orlando, Fla. 
Oshkosh, Wis. 
Oswego, N. Y. 


Owensboro-Davies, Ky. 


Oyster Bay, N. Y. 
Parkersburg, W. Va. 
Pasadena, Calif. 
Paterson, N. J. 
Pawtucket, R. I. 
Pensacola, Fla. 


Peoria, Ill. 

Perth Amboy, N, J. 
Petersburg, Va. 
Philadelphia, Pa. 
Phoenix City, Ala. 
Pine Bluff, Ark. 
Pittsburgh, Pa. 
Pittsfield, Mass. 
Port Arthur, Texas 
Port Chester, N. Y. 
Port Huron, Mich. 
Portland, Me. 
Portland, Ore. 
Portsmouth, Ohio 
Portsmouth, Va. 
Pottstown, Pa. 
Pottsville, Pa. 
Princeton, N. J. 
Providence, R. I. 
Raleigh, N. C. 
Reading, Pa. 
Redding, Calif. 
Richmond, Va. 
Rochester, N. Y. 
Rockford, Ill. 

Rock Island, Ill. 
Rome, Ga. 

Rome, N. Y. 
Sacramento, Calif. 
Saginaw, Mich. 

St. Louis, Mo. 

St. Paul, Minn. 

St. Petersburg, Fla. 
Salem, Mass. 
Salem, Ore. 

Salt Lake City, Utah 
San Angelo, Texas 
San Antonio, Texas 
San Bernardino, Calif. 
San Diego, Calif. 
San Francisco, Calif. 
Santa Barbara, Calif. 
Santa Monica, Calif. 
Savannah, Ga. 
Schenectady, N. Y. 
Scranton, Pa. 
Seattle, Wash. 
Sharon, Pa. 
Sharpsville, Pa. 
Sheboygan, Wis. 
Shreveport, La. 
Sioux City, Iowa 
Sioux Falls, S. Dak. 
South Bend, Ind. 
South Gate, Calif. 
Spokane, Wash. 
Springfield, Mass. 
Springfield,,Ohio 
Steubenville, Ohio 
Tacoma, Wash. 
Tampa, Fla. 

Terre Haute, Ind. 
Toledo, Ohio 
Trenton, N. J. 
Truckville, Pa. 
Tucson, Ariz. 
Tulsa, Okla. 
Tuscaloosa, Ala. 
Upper Darby, Pa. 
Utica, N. Y. 
Vicksburg, Miss. 
Waltham, Mass. 
Warren, Ohio 
Warwick, R. I. 
Washington, D. C. 
Waterloo, Iowa 
Watertown, N. Y. 
Weehawken, N. J. 
West Allis, Wis. 
West New York, N. J. 
West Palm Beach, Fla. 
White Plains, N. Y. 
Wichita, Kan. 
Wichita Falls, Texas 
Wilkes-Barre, Pa. 
Wilmington, Del. 
Winston-Salem, N. C. 
Worcester, Mass. 
York, Pa. 
Youngstown, Ohio 
Zanesville, Ohio 


Hamilton, Canada 
Montreal, Canada 
Ottawa, Canada 

Port Arthur, Canada 
Toronto, Canada 

San Juan, Puerto Rico 
Wailuku, Main, Hawaii 


NOT MANY MONTHS AGO, this was just another block of row houses 
on Luzerne Street in Philadelphia. Its barren board fences kept people, 
as well as properties, apart. 


Megat 


i } 


WHEN THE FENCES CAME DOWN, the sunlight of human understand- 
ing streamed in. Now green lawns, fragrant flower gardens and restful 
terraces draw people together in a new spirit of community living. 


The complete 
“Yardville Story” 


as it appeared in the February issi ¢ 
McCall’s, is now available in 12- >a! 
reprint form. Write McCall's Maga “11 
Dept. A, 230 Park Avenue, New 1°) 
17, enclosing 10¢ to cover printing «" 


mailing costs. 
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called 
YARDVILLE, us.” 


One month ago, America read about it in McCall’s... 
Today, 300 cities are showing keen interest 
in creating “Yardvilles” of their own! 


0G 


lary iss! ¢ 
in 12- a 
's Maga “il 
, New 10! 
printing 4! 


‘a is dramatic evidence of the mounting force of 


an idea. 


Two editors of McCall’s set out to demonstrate that 
people can do something — now — where they are —to 
make urban living on moderate incomes more whole- 
some and more satisfying. 


In Philadelphia, with the help of fifteen families and 
the cooperation of several city planning groups, they 
transformed a dreary, crowded city block into a village 


green ° 


The families themselves called their new “suburb in 
the city’ YARDVILLE. 


The change was so exciting—its effect upon com- 
munity life as well as property values so inspiring — 
that civic minded Philadelphians formed a committee 
to extend the “Yardville” idea nationwide. 


Already Mayors, City Planners, Chambers of Com- 
merce, other civic groups and business men in 300 cities 
have flooded McCall's with letters asking for guidance 
in getting Yardvilles of their own under way. 


“Yardville, U.S.A.” is a snowball—gathering size, im- 
portance and momentum as it goes. It is an idea come 
to life—to bring a better life to millions of America’s 
city dwellers. 


It is no accident 


that this idea was sparked by a couple of editors of 
McCall's. 


These editors were simply expressing the editorial 
philosophy of the magazine itself: 


To help make America’s homelife richer in all its 
aspects, by showing people themselves not only what 
to do but how to do it. 


The 3,750,000 women who buy McCall's every month 
can understand readily enough why “Yardville” is snow- 
balling into a national movement. They themselves will 
help to make it so—because they will do something 
about it. 


Just as they do something month after month about 
the new ideas, the new products, they read about on 
the editorial and advertising pages of McCall's. 


Me Calls 


THREE MAGAZINES IN ONE 


NEW YORK 22, NEW YORK... . 444 MADISON AVENUE BOSTON 16, MASS...,... STATLER OFFICE BUILDING 
CHICAGO Il, ILL... . 919 NORTH MICHIGAN AVENUE *LOS ANGELES 5, CALIF. 633 S. WESTMORELAND AVE. 
DETROIT 2, MICHIGAN...... 1007 FISHER BUILDING *SAN FRANCISCO 4, CALIF... . 2020 RUSS BUILDING 


* Blanchard- Nichols, Inc 
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Maybe We Need Some Training Courses 


Thoughtful “old hands’’—that is, 
men old enough to remember those 
long-forgotten days when advertis- 
ing and selling were supposed to 
make sales—are lamenting the 
fact that salesmen, merchandisers, 
copywriters and admen all now 
have to be taught to sell. 

On sales forces, and in advertis- 
ing agencies, there is a whole new 
generation of men and women who 
have never actually had to sell 
anything; in fact, there are multi- 
tudes whose “selling experience,” 
either in person or through adver- 
tising, has consisted of trying to 
sell people on the idea that they 
didn’t really want to buy anything. 

The idea seems extreme and far- 
fetched, but sales and agency ex- 
ecutives assure us that it is not. 
They insist that there are whole 
groups of people in the nation’s 
sales force who have never been 
conditioned, by experience, to the 
actual necessity of hard-hitting 
selling. None of them, of course, 
admits this; none of them thinks 
it hinders him in his ability to sell 
when, as now, the need arises. 

The big league batter who has 
been hitting sand lot pitchers all 
winter or the tennis star who has 
been playing with high school kids 


‘House Organs’ 


A new developement in “maga- 
zine” distribution seems to be tak- 
ing place, this time without benefit 
of an assist from the Post Office 
Department. As reported in these 
columns last week, Spiegel, Inc., 
is testing out the sale of its catalog 
on newsstands, and at least one 
bicycle manufacturer, and perhaps 
others, have their own comics- 
book “house magazines’ which 
they also plan to sell on news- 
stands. 

During the war, newsstands 
tended to become small-scale va- 
riety stores, selling any number of 
items which they did not formerly 
handle, but until now they do not 
seem to have been used for distri- 
buting “private” magazines. But 
it is an interesting possibility, and 
one that will bear watching. 

It is also an interesting example 
of how quickly times and condi- 
tions can change, on newsstands or 
anywhere else. It wasn’t too long 
ago when the how! from distribu- 
tors and stand operators was that 


for a couple of months may not 
realize, either, that he will have 
to reorient himself mentally as 
well as physically when he once 
again meets up with first-rate com- 
petition. But he will. 

“Easy living” in any field has 
a tendency to slow down reactions, 
to stymie initiative, and to engen- 
der a frame of mind which makes 
it more difficult to adapt oneself 
to stern reality. And this is true in 
sales and advertising, as well as 
elsewhere. 

Perhaps it would not be a bad 
idea for everyone in the merchan- 
dising, sales and advertising field 
to do a conscientious job of reori- 
enting himself to the problems that 
now face us. Perhaps this is the 
time when it is foolish to take any- 
one’s ability or adaptability for 
granted, when it would be a good 
‘dea to review basic principles and 
attitudes. 

The generation that has never 
had to really sell anything cer- 
tainly needs such a training course. 
And there is no reason to assume, 
without question, that the rest of 
us can take up where we left off 
in the hard-hitting selling league 
after so long a layoff from active 
service. 


on Newsstands 


there were so many publications 
on the stands that it was impossible 
to handle them all, and a good deal 
of forced distribution took place, 
in much the same way that a good 
many liquor stores were forced to 
stock up on rum and wine if they 
wanted their share of the available 
liquor. Now, apparently, mail order 
catalogs and privately issued 
comics books are at least moder- 
ately welcome. 

In themselves, these evidences 
of ingenuity are not too exciting, 
but they do demonstrate again that 
in advertising, as in all else, noth- 
ing remains static. It is certain that 
as time goes on, and business be- 
comes increasingly competitive, 
new ideas in merchandising and 
advertising, and new ideas for ad- 
vertising media, will pop up all 
over the lot. As is always the case, 
most of them will fail, but not all 
of them. 

It seems like a good time for all 
advertising men to keep their eyes 
wide open. 


“It's that wife of mine—she’s antique crazy.’ 


—Ford Times 


‘ 


History on Tap 

This story is attested by WJW, 
Cleveland. 

Frank Emery, a student at St. 
Cecilia’s School, composed an es- 
say on Alexander Hamilton which 
startled the teachers. 

After sketching Hamilton’s early 
career, young Emery reported, “A 
school friend of Hamilton’s was 
Erin Brew, who was jealous of 
Hamilton and always thought of 
some way to get ahead of him in 
his social life and studies. 

“At the age of 31, he formed a 
constitution and had a hard time 
convincing his fellow men. On 
July 11th, 1804, he was challenged 
to a duel by Erin Brew. They met 
on the field, and Hamilton shot in 
the air, but Erin Brew shot at 
Hamilton and killed him.” 

By no coincidence, Erin Brew 
sponsored the Cleveland Indians’ 
baseball broadcasts over WJW last 
summer. 


Of Course 


The Philadelphia Inquirer re- 
cently carried an ad for the Moun- 
tain Valley Mineral Water Co., ad- 
vocating a drink which helps 
Arthritis, Kidney Functions and 
Acidity. For arthritics “it helps 
many who drink 6 to 8 glasses a 
day for a period of time”; for kid- 
ney ailments “it promotes urea 
clearance and stimulates kidney 
function”; in acidity “it helps re- 
duce excessive uric acid and hy- 
peracidity of the stomach.” 

Butted up against the ad by 
a thoughtful makeup man was 
a Ben Day plate inquiring: 
“Wouldn’t you rather drink Four 
Roses?” 

Three days later the Baltimore 
Sun also put the ads together. 
Only in this ad Mountain Valley 
Water was helping rheumatism 
and arthritis, soothing bladder ir- 
ritation and assisting in discharg- 
ing wastes. 

If you were an arthritic, which 
....but that’s a silly question. 


Guide 


Socony-Vacuum Oil Co. was re- 
cently surprised to learn that the 
Flying Red Horse is highly prized 
by aviators, and not for fuel alone. 

When a power shortage caused 
a brownout in the Seattle area, 
the company turned out a big 
neon sign at the north end of 


Harbor Island. 

Promptly came a letter from W. 
B. Wallace, regional vice-president 
of Airline Pilots Association, re- 
questing Socony to turn the sign 
on again. 

Pilots coming in from the north 
depended on the sign to guide 
them in at night. Pleased company 
officials were quick to get official 
permission and turn on the sign. 

We don’t know what the trans- 
port jockeys say to each other 
these days, but we rather fancy the 
notion that somewhere a tower is 
saying: 

“Control to Flight Nine. Pick up 
Red Horse bearing zero one zero, 
passing Douglas Leigh spectacular 
for Nescafe on port. Begin ap- 
proach on passing Clear Heads 
Choose Calvert painted high spot 
immediately before Watch the 
Fords Go By. Your date with 
photographer for Man of Distinc- 
tion ad is 1430 hours.” 


Kudos from K&K 


Keene & Keene, Seattle agency, 
recently sent to suppliers some 
flossy medals citing meritorious 
service above and beyond, etc. 

The medals are saucer-like, hang 
from a broad red ribbon, and the 
salute has a letter accompanying 
it which says: 

“Without a certain group of 
suppliers who 

—go out of their way to serve 

—squeeze in the ad after the 
book is full 

—call on their own imagina- 
tions to understand our posi- 
tion 

—always make the deadline 

—help make us heroes in the 
eyes of our clients 

—in short, do the impossible 
with regularity— 

Without all this 
bums... 

Art and engraving companies, 
photographers and the Seattle 
Times and Post-Intelligencer re- 
ceived the awards. Shows agencies 
have heroes, too, and not necessar- 
ily clients. 


we'd be 


Jottings 

Pacific Instrument Co., Seattle, 
has a neon sign hanging upside 
down outside its place, saying: 
“Our sign is upside down, so are 
our prices.” Signs of the topsy- 
turvy times?... 


Advertising Age, March 21, 199 


Rough Proofs 


The ad business can’t be so bz | 
—l1l daily mewspapers. turne} 
down a full-page Zenith ad th t 
talked about possible obsolescen: e 
of television sets. 


HOT POTATO DEPT. 

The board of directors of tle 

ABC has decided to start exper - 

menting with auditing unpaid ci: - 

culations of business papers with 
a test study in Canada. 


Druggists who are indignant «t 
the idea of selling Spiegel’s mail 
order catalog at the nice price of 
$1 will now start scanning all the 
magazines on their racks to make 
sure there are no m.o. ads jJurking 
between their covers. 


gee 

“A Confederate deserter’ who 
wants to go back to the South 
advertises his longing for black- 
eyed peas and corn bread. But 
don’t forget those hot biscuits with 
honey, brother. 


“Men,” says True, “have decisive 
opinions on automobiles, appli- 
ances, liquor, sporting goods and 
clothes.” 

Women think their opinions 
about women are decisive, too. 


“It is designed as a primary 
media,” says a business paper in 
its promotion, no doubt planning 
to double in brass for particularly 
demanding advertisers. 


Suggestion for joke department 
of Parents’ Magazine: 
She: What do they call a man who 
doesn’t believe in birth control? 
He: Don’t know—what? 
She: Daddy. 


Following in the steps of other 
golf ball makers, Acushnet comes 
up with a promise of more dis- 
tance with “Dynamite Thread.” 
That leaves a big market for the 
ball which could be labeled, 
“Guided Missile.” 


Pears soap, after all these years, 
is coming back to the United States 
with distribution and advertising, 
but it won’t be offered as “an- 
other fine Lever Bros. product.” 


gee 

Jim Woolf bemoans the ten- 
dency of both national and loca! 
advertisers to substitute entertain- 
ment for sales talk, but perhaps 
his worries will be over before 


1949 is. 


After giving that nice plug ! 
Ovaltine on a recent broadca:' 
Jack Benny spoiled it all by cou: - 
termanding his order to Rochest 
for a hot night cap. 


ges 
“18% of teen-age girls sk } 
breakfast,” headlines the worl 5 


greatest advertising journal. 
It’s a battle between Big B! 
and the makeup kit. 


A classified advertiser is loc <- 
ing for a comic strip artist w) 
can “draw well-known comic st |! 
material in style of original.” 

The Toni twin idea is spreadi £ 
Copy (v3 
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In this great market of more than 4,000,000 
persons, half of the families live outside the 
city limits. THe INQUIRER gives you real pene- 
tration in every one of the prosperous Cities 


and towns that surround Philadelphia. 


The chart at right shows at a glance how 
thoroughly THe INQUIRER covers these impor- 
tant families...in addition to complete circula- 


tion in the city zone. There’s a mighty big 


sales potential in America’s 3rd market. Make 


sure you get your share! 


Remember...Half the Philadelphia market 
lies OUTSIDE the city limits! 


Compare these ‘‘Up-to-Date Figures’ — 


20 MILES“ 

WITHIN 
30 MILES 

ie 


WITHIN 
40 MILES , 


WITHIN 
50 MILES 


NOT JUST THE “HUB'"’— BUT 
THE WHOLE RICH MARKET! 


DAILY SUNDAY 
INQUIRER INQUIRER 
To OF FAMILY COVERAGE 
77.8 86.5 
75.0 87.7 
69.2 84.2 
65.5 82.1 
58.7 75.2 


Exclusive Advertising Representatives: 


TED W. LORD, Empire State Bidg.,N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bldg., Detroit, Cadillac 6005 


West Coost Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 448 S. Hill St., Los Angeles, Michigan 0578 


NOW IN ITS 16TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


Che Philadelphia Inquirer 
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In nearly everyone's mind today the CBS Program Schedule 
is the strongest in all radio...strongest because it pleases 


and serves most of the people more of the time. 


This leadership in network programming is no accident. 
It is the calculated result of vears of planning successfully 


followed through. 


And it has been accomplished in many ways: 

—by inventing great package programs like “Suspense” 
and “My Friend Irma”: 

—by “showcasing” great programs like the Philharmonic: 

—by developing great personalities like Godfrey: 


—by securing them like Benny and Amos ‘rn’ Andy. 
Invention...showmanship... initiative. 


These are the vital elements which CBS has woven into 


this rich pattern of listening inside U.S.A. 


If vou have your own radio program, you can be sure this 
pattern is the one in which it will flourish best. 

If vou need a radio program. vou ean be sure that CBS 
has it for you—for the best new programs will 


continue to come from the Columbia Broadeasting System. 
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Rankin Resigns 
As PR Group Head 


New YorK—Virgil L. Rankin, 
executive vice-president of the 
new Public Relations Society of 
America since its formation, will 
resign in mid-April to direct the 
division of public relations at 
Boston University. 

Before coming to New York, 
Mr. Rankin was a consultant in 
San Francisco, and was chairman 
of the board and president of the 
American Council on Public Re- 
lations, one of the groups which 
formed the PRSA. 

Samuel D. Fuson, chairman of 
PRSA’s executive committee and 
vice-president of Kudner Agency, 


ADS PULL BETTER 
Illustrated with EYE* 
CATCHERS photos. 
Dramatize covers, house 
organs, posters, every 
promotion job. 100 new 
poets monthly. Used 

biggest advertisers. 
rite for new FREE 
proofs No. 108. 


EVE* CATCHERS, Inc., 10 East 38th St.,N.Y.C. 16. 


said Mr. Rankin will continue to 
advise the group and serve as edi- 
tor of the “Public Relations Jour- 
nal.” He recalled that Mr. Rankin 
had originally agreed to serve only 
during a formative period with 
the organization. 

No successor has been selected, 
Mr. Fuson said. 


Morris Car Schedules 
National Drive in May 


Nuffield Exports Ltd., Cowley, 
England, will launch a national 
campaign for Morris cars in this 
country beginning in May. Full 
pages will be used in Newsweek, 
The New Yorker and Time. 

In addition, newspapers through- 
out the country will be used. Dor- 
land, Inc., New York, is the agency. 


Sicily Appoints Gotham 


Regione Siciliana, the official 
government travel bureau of Sicily, 
has named Gotham Advertising 
Co., New York, to handle its radio 
advertising. Announcements are 
running on WQXR and WOR, New 
York, and on Buenos Aires, Argen- 
tina and Sao Paulo, Brazil, stations. 


Issues New Art Magazine 


S. Rosenthal Co., Cincinnati, 
publishing and printing concern, 
will publish Portfolio, a magazine 
of advertising art, design and 
typography, beginning in Septem- 
ber. Charter subscriptions to the 
new publication, which will be 
published four times a year, are 
being offered at the special rate 
of $10 a year. Regular rate will be 
$12. 


R&R Elects Schwemmer V. P. 


F. M. Schwemmer, former mer- 
chandising manager of the Centaur 
division of Sterling Drug, New 
York, has been elected a vice- 
president of Ruthrauff & Ryan, 
New York. Prior to his association 
with Sterling, Mr. Schwemmer was 
with McKesson & Robbins, New 
York. 


Pauker Sets Shirt Campaign 


Pauker Boyswear Corp., New 
York, will launch a spring cam- 
paign for Tub-T shirts for boys in 
Good Housekeeping, Life, New 
York Times Magazine and Parents’ 
Magazine. S. R. Leon Co., New 
York, is the agency. 


450,000 can do what they like 


It’s a pretty good indication of the quality of Star Weekly readers when you 
find that half of the 900,000 families own their own homes. 


It means that in addition to the general market of 900,000 families there 


are 450,000 who can remodel and redecorate to their hearts’ content—happily 


conscious it’s an investment of their own, not a gift to the landlord. 


It’s 


just about a lifetime job too, as anyone who owns a house knows. 


The Star Weekly offers many such specialized markets within the big volume 


market of 900.000 Canadian homes. 


In most cases the Star Weekly alone 


can provide a larger individual group—such as home owners, car owners, 


men, women, or children, than any other Canadian publication. 


in Canada’s biggest volume market as well. 


SO% of Ike Stan Weeklies 100,000 


OusY 


Cost of Advertising in The Star Weekly 


To present a colorgravure page to 42° 
of English-speaking families in Canada 
costs $3300. A low cost per thousand 
families of $3.66. 


And throw 


es 


hore ounce homes 


—_| 


PUBLISHED AT 80 KING STREET, WEST, TORONTO, CANADA. 
Montreal Office: University Tower 
U.S. Representatives: Ward-Griffith Co. Inc. 


THE STAR WEEKLY REACHES ONE OUT OF EVERY TWO ENGLISH-SPEAKING URBAN HOMES IN CANADA 


The story of the short, early coot season in Lake and McHenry coun- 
ties, Ill., only about 40 miles from Chicago skyscrapers, is told in the 
March number of Outdoor Life by Charles O. Puffer, v.p. of Goodkind 
Joice & Morgan, Chicago agency. In his story, called “America’s Strang- 
est Hunt,” the author describes this event, which is held for the benefi 
of the average hunter, who can’t afford trips to distant duck-shootin; 
spots, as “a strange affair—spectacular, colorful, eerie, sporting, down 
right funny at times, deadly serious for some—” but “completel) 
American. . .” 

To celebrate the 20th anniversary of Beaumont, Heller & Sperling 
Reading, Pa., agency, employes gave a testimonial dinner last month fo 
the three principals. Gifts and a wire-recorded history of the agency’: 
first 20 years were presented to Donald T. Beaumont, Robert F. Helle: 
and Louis J. Sperling. . . 


LORILLARD TROPHY—The P. Lorillard Trophy, held by Ray Vir Den, center, 

president of Lennen & Mitchell, goes to the winner in the eighth annual running 

of the Iroquois Memorial Steeplechase May 14 in Nashville. The cup was presented 

by Herbert A. Kent, left, Lorillard president, to Mason Houghland, right, president 

of the Volunteer State Horsemen’s Association. Winner of the Steeplechase gets 

the cup in addition to a $2,500 purse given by Mr. Kent. Lennen & Mitchell is the 
agency for Lorillard’s Old Gold cigarets. 


Another agency, The McCarty Co., which has offices in Los Angeles, 
San Francisco and Pittsburgh, celebrated its 30th anniversary last month. 
Terrell T. McCarty, president, entered the agency field 36 years ago, and 
he still handles two of the accounts that were brought in during the first 
month of operation of the present agency in 1919. . . William F. Malo, 
commercial manager of WDRC, Hartford, Conn., is celebrating his 19th 
anniversary with the station this month... And WOR Account Executive 
Herman Maxwell has just completed his 20th year with the New York 
station. .. 

Hal Nichols, founder of KFOX, Long Beach, Cal., and head of the 
station since its inception, marked 25 years on the air with a silver anni- 
versary broadcast. Participating were a number of radio personalities 
who got their start on the station: Galen Drake, C. P. McGregor, Ted 
Bliss, producer of “Ozzie and Harriet,’ Frank Goss, CBS playhouse 
announcer, and Bill Woodson, “F.B.I.” commentator. 


VACATIONER—Frederic |. Lackens, ad manager of Hays Corp., Michigan City, Ind 
keeps abreast of the news with a copy of Industrial Marketing while he basks i 
this tropical setting on a Florida holiday. 


The American Watch Assemblers’ Association has switched to Grue! . 
with the election of Benjamin S. Katz, head of the Cincinnati compan: . 
as its president. He succeeds Abraham Carnow, treasurer of Bulova. . 
Leonard Ginsberg, pres. of Hearn Department Stores, is chairman, an | 
Henry Rose, Sears, Roebuck’s v.p., is co-chairman of a dinner set for Ma ’ 
14 at the Waldorf to celebrate the 50th anniversary of the National Jew - 
ish Hospital, Denver. This institution has been designated by the Unit: / 
Nations’ World Health Organization as the U. S. training site for inte: - 
national tuberculosis control experts. . . 

John Whedon, Y&R v.p. in Chicago, and Mrs. Whedon are vacatio - 
ing on the Pacific Coast, where John is almost a native son. He spe | 
a good many years there as Hearst Magazines western manager a! 4 
as head of the San Francisco office of Lord & Thomas. . . Walth:r 
Buchen, head of the Buchen Co., Chicago agency, has been in gre 
demand recently for the showing of a 2,500-ft. movie, in color, of } is 
African hunting trip last summer. It’s a thrilling story. . . 
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CASH REGISTER 
RESEARCH 


What Does It Tell 
Grocery Advertisers About 
Chicago Newspapers ? 


How do Chicago grocery retailers know which newspaper to 


choose for their advertising? 


An annual sales-volume amounting to millions of dollars 


swings upon the answer to this single question. 


And the answer is simple: Cnicago grocery merchants 
depend on CASH REGISTER RESEARCH. 


That is why, for years — yes, as far back as records go — 


these merchants have placed more of their advertising in the 


Chicago Daily News than in any other Chicago newspaper. 


Far more! 


xk * 


It's what comes into the till that tells! Each day, each 
week, each month the till is reporting to the retailer what news- 


paper audience is giving him the greatest productivity for his 


advertising dollar. 


That's CASH REGISTER RESEARCH. It’s the research which 
keeps on convincing the grocery retailer that the Chicago 
Daily News is Chicago's TOP-RANK niedium for the profitable 


promotion of grocery sales! 


CHICAGO DAILY NEWS 


For 73 Years Chicago’s HOME Newspaper 
JOHN S. KNIGHT. Publisher 
DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 


NEW YORK OFFICE: 9 Rockefeller Plaza DETROIT OFFICE: Free Press Building 


LOS ANGELES OFFICE: Story, Brooks & Finley, Inc. MIAMI OFFICE: Herald Building, Miami, Florida 
624 Guaranty Building 
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(Reprints of this advertisement available on request.) 
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... is Preference—which grows out of Editorial Impact. Many magazines 
are received in America’s homes and business offices; some of these 
are read, and a very few are preferred. It is only logical that the one 
magazine people are most likely to be influenced by is the one they 
vote their favorite, their first-choice. 
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To help lessen public confusion, TIME recently published the advertisement oppo- 
site in 13 leading U.S. newspapers. Its object was to point out that in measuring the 
advertising worthiness of magazines, there are not just one, or two, or three measures, 
but many. About one of these measures (No. 16) the advertisement said: 


**Not all the measures of advertising worth can be graphed, not 


all can be shown on bar-charts. 


One such measure, and one of the most significant, is ‘Editorial 
Impact’—the intensity with which readers read a magazine; the 
respect and liking they accord what they read there; the way 
they use, talk about, look forward to the contents of each issue. 


Evidence (of different kinds) is available from all magazines on 


‘Editorial Impact.’ Ask for it.” 


Below, TIME offers a very small part of its own evidence--taken 
from actual surveys which are available on requesi. 


TIME is the first-choice magazine of: 


[_] Best customers of leading drugstores in four typical eastern cities 
(selected in each case by the store itself). 


[_] A group of top industrial prospects. 

CJ Best customers of leading food stores in three large eastern cities. 
[_] Men who bought a well-known corporation tax guide. 

[_] Recent purchasers of high-priced home furnishings. 

[_] Atomic scientists. 

[_] Men reporting salaries of $15,000 or more. 

[_] Prospects of a leading eastern travel agency. 

[_] Members of a leading shipping association. 

[_] Top prospects of a metals manufacturer. 

C] Charge customers of two famous midwestern department stores. 
[-] A cross section of younger doctors. 

[_] Policyholders and prospects of a leading mutual life insurance co. 
CJ Leading obstetricians. 


C] U.S. department store executives. 


C] City editors of U.S. newspapers. 

[_] Patrons of a well-known southern air line. 

(_] Younger alumni of a large “Ivy League” college. 
[_] Leading food wholesalers. 

[_] Leading drug wholesalers. 


[_] The customers and prospects of two of the largest U.S. industrial 
chemical companies. 


[_] The customers and prospects of a large packaging manufacturer. 
C] Buyers of a quality men’s wear item. 

[_] Commercial traffic executives. 

[] Seniors in 56 U.S. colleges. 


[_] Consumer, dealer and industrial customers in the 14 different fields 
of operation of a manufacturer of many products. 


[_] State administrators. 
[_] Best customers of two top men’s wear stores in the Midwest. 


["] TIME’s own readers, men and women—who vote TIME their 
favorite magazine over all others they receive and read. 


Poll any group of people like these— any kind of people who most resemble your own best 
customers and prospects. If the group is representative of higher standards of achievement, 
standards of living, or standards of mind, there you will find TIME readers— and there, 
almost invariably, TIME is ‘‘first choice,’’ ‘‘preferred’’ magazine reading. 


Me Favorite Magagine of 
Aucica Bas Cuilomens 


ADVERTISING OFFICES: Atlanta, Boston, Chicago, Cleveland, Detroit, Los Angeles, 
New York, Philadelphia, St. Louis, San Francisco, Montreal, Toronto, London. 
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Advertising Age, March 21, 1:49 


March Advertising Pages and Linage In National Magazines 


—_——— ————Pages——_____ _—_—- —— - Lines —_ — 


os ee. Jan.-Mar. Jan.-Mar. Mar. Mar. Jan.-Mar. Jan.-Mar. ——— s : GENERAL WOMEN S OUTDOOR 
949 948 946 948 GAC - 
General . . eens see 1949 1948 1949 1949 1949 
Ace Fiction Group............. 4.3 6.8 14.6 18.5 970 1,528 3,241 4,128 MARY | 1,007,087 MAR. al 4243 4/8 Mak. P| 157,037 
American gl =a are 11.2 13.4 30.3 29.6 4,690 5,628 12,698 12,418 = ‘ 
American Home ............. . 763 723 173.5 168.9 48.234 45.691 109,688 106764 FEB. y) | 827 594 eB a) 4.072.557 rea. | 117,813 
SSeneen _— eee eeessscess 16.3 13.1 44.3 42.4 6,845 5,513 18,583 17,828 

merican Magazine .....¢.. . 46.2 48.1 117.1 131.1 19,407 20,219 49,187 55,077 1948) 

American Mercury St ies 4.3 3.2 9.9 11.9 780 "581 1788 2°163 1948 1052,.9%6 ry 1411, 905 por /$0,88/ 

DEED Sadansncesccecees ss ces: 16.0 6.8 27.7 12.6 6,882 2,903 11/888 14.395 MAR. |_| 4082, wse.1_] LOU", MAR. ae . 

Atlantic Monthly .............. 18.1 15.8 45.6 37.2 7,591 6,650 19,166 15,610 

Better Homes & Gardens... .. . 157.0 148.8 856.1 330.0 99,231 93.706 225.041 208.538 WEEKLIES 

Christian Herald .............. 45.4 41.8 1223 116.2 19,472 17,930 52,458 49,832 

Columbia eee os, 10.2 6.9 22.0 16.7 6.938 4.662 14.996 11.326 1949 1949 1949 

SE aasdsidiseeeeséssss: 11.0 15.0 . 2,002 2,730 pa 
Cosmopolitan Se aie gaara eta 63.6 67.2 156.3 167.9 27,290 28,848 67,080 72,059 mae [oT ) 38.162 aeaned “ poo anes -_ — 

e en’s Group............ 21.9 20.5 58.9 56.8 9,416 8,820 25,28 24,383 
Dun’s Review ................. 41.5 58.9 117.4 159.1 17.441 22.651 50383 oa835 rea |e) 24762 FEB. Fy) 21,656 aa Ps] 1204, 594 ad 13,128 
moat Magazine ........ i¢abive 4.2 4.5 12.8 11.6 1,759 1,871 5,366 5,398 1946 
a oa i eawiedand’s . 28.0 28.4 73.0 73.8 19.040 19,210 53.040 50.150 —— 1948 ae 
Elks tte eeee Settee eee eres 8.9 5.9 24.5 18.3 8,829 2.507 10,513 7,850 MARI 43,476 ‘ 1a 23,280 rea. | __—«d« 386,490 MAR. | 258,382 
Esquire (Nat'l) ................ 47.8 56.3 138.5 193.6 $2,130 37,828 93,072 130,088 
BOOED casccesccccccsccscess SRl 20.7 55.9 56.0 15,197 14,217 38,434 38,528 
Fortune Cote reese eeereseeees , 109.0 120.9 276.6 $25.1 68,863 76,393 174,723 205.462 on - Pages". - Lines——_————____ 
Grade Teacher, The............ 37.5 45.8 91.4 97.2 16,525 20,201 40,294 42,844 Mar. Mar. Jan.-Mar. Jan.-Mar. Mar. Mar. Jan.-Mar. Jan.-Mar 
Harper's Magazine ...... hoc 19.0 21.2 47.4 58.9 7,987 5,040 19,900 14,028 1949 1948 1949 1948 1949 1948 1949 1948 
SEE vdehargessscosses ae * 48.2 147.8 121.6 42,030 32,796 100,481 82,694 
House Beautiful ............... 118.4 112.2 237.2 254.2 74,834 70,936 149,886 160.65] | Sports Afield ...............++. 75.3 68.0 167.2 159.5 32,289 29,180 = =—_71,700 =—_ 68,418 
House & Garden................ 98.5 104.2 208.6 230.2 62,264 65,869 131,835 145,541 Total Group ......... oes a 366.1 351.7 847.1 828.8 157,081 150,881 363,414 359,805 
Improvement Era ............. 20.4 25.9 49.8 61.8 8,754 11,122 21.387 26,502 
Emstructor .....1..seeceeeeeess 30.1 28.6 68.5 69.2 20,619 19,549 46,838 47,369 Youth 
Macfadden Men’s Grp.......... 14.0 14.6 41.8 42.9 6,005 6,278 17,924 18,431 The American Girl............. 14.0 18.9 30.8 41.2 6,007 8,106 13,239 17,67: 
Mechanix Illustrated ........... 76.4 78.8 240.7 223.5 17,105 17,654 53,888 SE ED ER, cok, ov ecduseencews 14.5 17.8 36.1 41.7 9,894 12,090 24,623 28,361 

Motor Boating ................. 83.0 96.7 318.7 373.2 48,804 56,865 . 186,886 219,398 | Calling All Girls............... 39.4 33.5 70.5 62.5 16,903 14,367 30,231 26,82/ 
- National Geographic .......... 44.9 41.0 99.7 94.8 10,680 9,758 23,711 0 I cance acs usdendaes ce 0.6 5.7 2.4 8.7 274 2,439 1,056 3,712 
Nation's Business aS Lei $11 37.8 87.1 114.5 13,354 16,220 37,376 Se ECE I ao vs Hees dc viacieeica es 11.9 15.1 23.0 33.3 5,084 6,474 9,834 14,24 
i 6 wag aw U 6% 60 2. 3.0 5.8 7.5 1,086 ,287 2.71: 2.2% ’ pa WY om 707 4° r , 00 | 
' Popular Fiction Group.......... 16.5 8.9 41.1 22.1 3,691 2002 e738 ‘O74 pn hy. ADE or — = —— aaa — — 
Popul Mashantos 66 6 o mp4. on" dod h a4 Comics Magazines 

, pular Mechanics .......... P 166.9 175.8 487.9 501.9 37,379 39,384 109,277 112,428 *Archie Comics 4.5 6.0 se amie 1,701 2.268 oe - 
Popular Science ............... 147.5 149.0 433.1 441.9 33,040 33,376 97,023 98.980 > . aes ee Sree ¥ " . P mT 
P nade ‘ a e , ote 95,8 Famous Funnies .......... ee 4.0 4.0 14.0 10.0 1,548 1,548 5,418 3,870 

pei can 0080 deeri 25.0 33.6 74.4 94.6 10,610 14,409 31,834 40,581 ; a ar 2% 

Redbook 26.9 30.1 60.1 73:3 , , 31,8 40, Fawcett Comics Group......... 6.5 8.0 18.5 23.0 2,457 3,024 6,993 8,694 
on ss eeesees 8.2 110 2138 33.5 11,5628 12,915 25,770 31,662 | cHarvey Comics Group......... 5.5 5.0 11.0 7.0 2,079 1,890 4,158 2,646 
| wooo SO ee ay 11.0 21.8 3.5 3,499 4,739 9,352 14,298 | Marvel Comics Group: 

eee Ceesesee ss : aa 58. 8,750 7,409 29,857 24,718 (Total $ Unlts).............. 25.0 9.0 62.5 23.0 9,450 3,402 23,583 8,694 

Se 11 7 16.4 31.3 41.4 5,004 7,038 13,423 17,776 *Red Unit are 7.0 ; 7 21.7 = 2 646 ‘ 8,181 ta 

Sunset ee 69.5 83.4 171.4 199.3 29,194 35.031 72.003 83,522 * . ower er ae rats emits 2" ae ” 
: x : , , es a a Siars's 9.0 19.8 3,402 7,464 
Thrilling Fiction Grp........... 18.5 19.8 62.1 53.8 4,144 4,424 11,656 12,041 . : : 7.938 
, fp mee asa ; : > y] 4, 11,65 04) | 4k ee PPepereery 9.0 - 21.0 — 3,402 ~~— 9 — 
True. Rega ahpiph aay - 71.9 108.6 183.1 262.6 = 48,349 72,989 128,062 176.463 | National Comics Group: 
® ter ar a delat 77 = 5 9.4 13,221 12,989 $2,829 = 34,038 (Total 2 Units).............. 11.0 16.5 42.0 42.5 4,158 6,237 15,876 16,065 
I Sie Pe 89.5 942 302.6 367 5006 3,038 a — << 2. weer 6.0 9.5 24.5 24.5 2,268 3,591 9,261 9,261 
1p GR abso see tanesseoess s> __ 94.2 _ 802-6 _ 367.9 _ 52,626 55,3840 177,929 216,275 aR De <a 5.0 7.0 17.5 18.0 1,890 2,646 6,615 6,804 

Total Group ............ .++» 2,093.5 2,191.4 5,553.3 5,957.8 1,007,087 1,052,976 2,613,136 2,849,013 | Polly Pigtails ................. 8.5 9.6 12.0 17.3 3,440 8,892 4,869 7,023 

Women 4Premium Group of Comics..... 3.2 3.7 6.4 8.7 1,204 1,397 2,424 3,286 
: an « P , : : CRE CD db ccticneseessés 2.0 0.6 4.4 5.2 800 148 1,761 2,090 
Charm ........... teeeeseeees - 187.3 164.3 284.7 411.6 19,341 24,134 82,581 134,530 | Thrilling Comics Group........ 4.0 5.0 12.0 17.0 1,512 1,890 4,536 7,938 
Dell Modern Group: * : ‘ ¢ 6 

Modern Romances ......... 41.4 41.0 103.6 94.6 17,777 17.606 44.449 40.871 eo. es errr _2.8 4.1 _ 2.8 _ 41° _1,116 1,641 1,116 _ 1,641 

“ Modern Screen .............. 42.1 42.8 101.3 97.2 18,040 18395 43.444 41.745 Total Group Cocos esserseevess 67.7 60.5 178.4 148.5 25,848 23,280 67,857 58,216 

Screen Stories ............ .. 86.1 37.9 91.4 88.4 15,487 16,27 39. 37 938 P 
Family Circle (Nat'l) :......... $2.4 3881 781 724 181920 14208 S8ibld  ai'nae pede nono ter-rammie - 
_*All Editions ............... 47.0 49.7 119.4 116.2 20,142 21.307 51 220 49.886 ‘American Weekly ............ 70.1 76.8 124.8 133.6 70,062 76,833 124,713 133,627 
Fawcett Women’s Group: ‘ i Business Week ...... caccsiuce | 286.6 573.6 578.4 123,358 120,390 pny ee Pete 

Motion Ploture .............. 35.8 40.7 95.8 105.3 15.241 74! le a gl i SR Ne ae 119.2 154.3 213.2 302.1 81,073 104,894 145,00 05,319 

og allele 6 88 )|(OokS (lens gt aoe py BEE ET aagecrsgesnstcsessns4ccess 67.8 73.8 145.8 157.8 29,086 31,648 62,313 67,361 

aiwia— 51.3 53.8 132.5 128.1 22/011 23.060 56.853 54981 | Forbes .......... eT 28.7 62.7 60.2 8,935 12'320 26,872 25,845 
EE dake ak ekes eens cece 137.2 127.4 291.8 268.6 58.876 54.658 126.640 115.249 | Gt ..cecee eee cece eee eee eens 26.5 30.5 56.8 53.6 27,805 31,970 59,624 56,208 
Good Housekeeping ............ 179.0 169.6 370.7 361.9 76,786 ~== 72,758 ~=—-158,994 155,304 | bf ----++-eee esse reese eens $52.1 (284.5 460.9 17.6 173,408 195,500 319,508 851,906 

Harper's —“" *) $605 ‘Sone 9680 4668 101652 isles ceeeen | epee | Lesk eegenareeserassssserecsss 87.4 76.9 184.6 126.8 60,419 62,277 191,688 185,864 

illman Women’s Group: : ‘ Ni eae ED «can Ge peb wand ha ates 195.0 194.7 375.3 380. 865 81,773 57, 9,76 

PT  wicde suuben.agaawe 22.1 26.3 64.5 16.3 9,487 11.307 27.644 32.770 1New York Times Magazine.... 130.9 135.8 237.6 227.6 111,295 115,426 201,991 193,520 

Real Romance ............... 22.5 25.1 63.4 65.4 9'660 10,802 27175 28°077 PE POP cist ekereeieneenss 225.8 201.0 422.2 394.5 96,882 86,231 gr eae 

EE See ee 22.5 25.1 63.4 65.4 9.660 0 80% 07°17 92 07 se thecbeans wiceeed ass 36.0 26.3 67.7 44.1 30,564 22,375 57,545 37,545 

en maaan 8S ees 31 23 48 142 ye Be aR ES app erepeneepeneseanes 39.1 32.5 71.1 61.7 16,765 13,957 30,485 26,493 
bilo dened ie xs j; 19.9 27.3 56.5 2.8 3 ¢ 9126 on an yo} Saturday Evening Post......... 299.6 298.4 568.9 576.3 203,724 202,879 386,832 391,836 

; 62. 13,978 19,126 39,675 46,780 ; aoe ; - - 
Household .............. oh 49.1 48.2 1240 117.3 21,043 20,669 53,189 50,311 | Saturday Review of Literature.. 41.4 38.3 83.5 67.1 ye TR a 
Ideal Women's Group: P =e a a EE Rn enw naa eek kd 6 16.7 15.6 34.1 34.9 7,005 6,569 14,318 ,660 

*Intimate Romances ...... 31.0 84.7 i 13.317 ag ar a ee A ee eee 19.5 17.7 36.3 34.6 20,878 18,954 38,900 37,064 

et 333 29.8 867 81.8 14294 12571 37206 35000 | ‘This Week Magazine.......... 54.3 55.6 100.1 96.3 46,117 47,261 85,031 —81,841 

a. iio Weenie 33,2 29.3 86.3 813 14259 12°571 36963 $2008 | EMRE csc cccrenscccerssecess: . 272.3 268.2 521.2 507.8 114,370 112,644 218,888 213,066 

Personal Romances ........ . 37.1 36.8 106.2 91.9 15.896 15 785 45 542 39'434 U. S. News & World Report. wes 93.4 91.2 170.7 185.7 __ 89,207 Bis 38,312 __71,682 __ 77,986 
Ladies’ Home Journal a ae 149.7 164.6 339.2 877.5 ~=—-101,806 ~=—-111.942 =. 230,648 256.729 Datel Gree iicci csc cxeeesis 2,361.6 2,387.2 4,469.6 4,540.1 1,357,592 1,386,490 2,550,744 2,600,229 

actadden omen 8 sroup: — 

Photoplay o seeseeeeees peeeee 51.5 59.0 116.6 142.5 22,093 25,311 50,027 61,104 *Not included in totals. “Larger page size 1949. Group composed of Screenland and Silver Screen. 

ao Television Mirror... —s 45.0 86.6 99.9 15,358 19,305 37,125 42,852 «March-April linage—published bi-monthly. “Seven bi-monthlies March-April 1949; four monthlies 1948. 

rue Experiences ......... ; 35.0 49.0 86.9 111.4 5,015 21,02 37.285 77 Fe “« th li » IFour issues 9; five issues 1948. 

as foe & Beene. 37.1 43.6 92 1 103 fare oe aaa pty yi Bt February-March linage Four issues 194 ve issues 

True Romances ..... 40.4 52.1 99.0 117.6 17.331 22350 42.480 50.444 Canadian 
Mademoiselle .............. 163.3 222.5 394.5 507.3 70,070 95,452 169.276 217558 | Canadian Home Journal...... 46.2 44.4 97.7 110.1 31,406 30,175 66,420 74,810 
MEE Secceesvoccevesecones.s 80.1 101.7 215.5 252.8 54,467 69,150 146.526 171.903 Canadian Homes & Gardens... 47.6 45.4 99.4 106.2 32,020 30,531 66,891 71,393 
Parents’ (Nat'l) .......... 77.9 88.3 172.0 198.6 33.414 37870 73:768 85187 | Chatelaine ................. .. 46.4 49.0 97.7 106.6 31,527 33,286 66,364 72,465 
Parents’ (N. Y. Metro. Ed.)..... 86.8 96.2 197.9 219.3 37,2538 = 41.265 = 84.919 —«-94,057 “| Maclean’s (2 issues).......... - 69.0 78.1 141.7 168.5 = 46,919 = 49,675 = 96,364 = 110,828 
'Sereenland SUD iccdnneuede 16.1 19.9 50.5 59.6 6.893 8,526 21,677 25,580 | Mayfair ...............+--++:- 41.5 47.4 | 94.8 27,898 ooaes andes rp 
tt Stivdeenskeene shes — 28.4 26.6 69.2 67.4 12,184 11.419 29'620 92’ ¢ National Home Monthly........ 31.8 30.2 62. 59.7 21,673 0,552 42, ,640 
a =... | 451.5 «© 136.9 290.7 28210 ~—«-103'046 93°081  197°704 ate Revue Moderne, La............ 28.8 28.6 66.9 65.6 19,572 19,413 45,454 44,586 
(gg § ere 34.5 30.3 83.6 72.6 14,817 13,019 35.871 31.160 Revue Populaire, La..... iokes 30.4 32.9 89.5 96.8 21,266 23,021 62,591 67,699 
True Story on ceecccccveees , 64.7 69.7 161.3 176.3 27,747 29,904 69.102 75.636 RD Fons 4 64 ain 4 5 8048 be _ 23.7 28.4 42.7 43.0 _ 16,580 _ 19,876 _ 29,868 _ 80,076 
Vogue (2 issues)............ 218.5 307.2 568.3 731.2 138,080 194,144 359.141 462.116 Total Group ................ 365.4 379.4 781.3 846.3 248,861 258,382 532,526 576,198 
Woman's Day (Nat’l)....... 52.0 58.0 140.7 138.7 22,326 24,883 60,382 59,522 —— 

*All Editions .............. . 544 60.9 151.5 147.1 23,327 26,125 64.947 63.116 +February linage. 

Woman's Home Companion... 92.0 91.3 214.7 210.8 62,547 62,055 146,015 143.281 . : 7 

Total Group ........ veseees 2,521.6 2,848.6 5,979.5 6,640.6 1,243,418 1,411,905 2,987,425 3,349,697 gy » Ale ena sites enue 

Outdoor EE agog cas tA es cenee es 19.8 27.9 33.2 39.2 19,783 27,881 33,209 39,258 
American i causes 51.4 140.8 135.4 22,453 22,036 60,425 62.376 ET Terre TTT ee ia 26.0 30.0 40.7 49.9 26,002 30,058 40,698 50,029 
Field & Stream .......... 83.4 182.8 178.7 37,405 35,792 78,441 76.687 | Standard ............... ae, 29.7 44.7 54.2 29,294 29,681 44,713 54,189 
Fur-Fish-Game ............ 26.6 67.9 79.2 10,145 11,402 29,137 $0,076 | Star Weekly 2... scccscccccans 46.3 46.9 782 77.4 43,997 44,588 (74,331 173,544 
Hunting & Fishing....... 29.9 64.0 69.9 12,364 12,833 27,494 29,966 MED pases cnsciivencss 121.4 134.5 196.8 220.7 119,076 132,208 192,951 217,020 
ST ED occ cescecseces 70.0 159.4 149.8 31,225 30,025 68,368 64,248 -_— 
ee eral ah iin wigs 22.4 65.0 56.3 11,150 9,613 27,849 24,137 tFebruary linage. §Four issues 1949; five issues 1948. 

March Advertising Pages and Li In F Publicati 
Current Month i 
Commercial  SESSSESIESESSSSSSE Secor 
Bissies. encied- MAGAZINES MONTHLIES SEMI-MONTHLIES 
‘ 7 ing Poultry, 
Total Advertising, In Pages Total Advertising, In Lines Classified and 
Jan.- Jan.- : Jan.- Jan.- Livestock 
— March March March March March March March In Lines 
949 1948 1949 9 949 9 946 ¢ 
; 4 1948 194 1948 1949 1948 1949 1948 HH 699,009 
48 
Capper’s Farmer ..... 65.9 65.2. 166.1 169.2 44,793 44,364 «112,928 115,072 42,746 42,325 fen | —__]e6s.277 
Country Gentleman 125.4 112.7 $21.1 293.1 85,264 76,626 218,299 199,306 82,422 74,006 , 
Farm Journal ........ 115.8 114.3 304.4 305.2 49,682 49,018 130,562 130,920 46,619 45,831 tat tFFtanesosreest tian 
Progressive Farmer: BI-WEEKLIES ; : DAILIES 

Carolina-Va. Edition. 94.0 88.6 233.1 231.4 68,444 64,515 169,749 168,437 63,761 60,004 

Ga.-Ala.-Fla. Edition 95.8 87.3 236.3 222.0 69,747 63,551 172,026 161,589 64,874 59,031 1949 

Ky.-Tenn.-W. Va. FE, 27 a4 

Edition ....... 93.7 84.3 228.3 215.6 68,282 61,344 166,204 199,535 63,666 57,093 8 Bish 227 393 MAR. 518 

Miss.-La.-Ark. 

Edition .......... 91.8 81.7 224.2 210.9 66,805 59,443 163,160 153,480 61,295 56,864 JAW. 272,786 FEB. BS 6/1 989 

Texas Edition ...... 94.8 91.5 238.8 236.0 69,012 66,590 173,867 171,845 63,479 59,584 

*In all 5 Editions... 80.4 71.9 199.1 184.8 58,516 652,341 144,913 134,528 55,727 49,645 1948 1946 1948 

*Aver. 5 Editions.... 94.0 = 87.0 282.2) 195.4 68,446 = 68,883. 168,998 162,713 63,415 58,224 $e [Jes 216 se _lemera ae | _] #7237 
Southern Agriculturist. 47.5 47.2 125.7 132.3 33,220 33,066 87,992 92,630 30,119 30,163 } 
Successful Farming ... 118.1 107.3 295.0 289.3 53,127 48,280 132,712 130,156 50,951 46,156 

Total Group ....... 942.8 880.1 2,373.0 2,305.0 608,326 566,797 1,527,499 1,522,970 569,932 531,057 Current Month 

Commercial 


MONTHLIES Display, exclu: 


ing Poultry, 


Agricultural Leaders’ Total Advertising, In Pages Total Advertising, In Lines Classified and 
i scaeee.s 34.5 36.5 89.8 84.6 6,762 7,154 17,591 16,590 6,762 7,154 Jan.- Jan.- Jan.- Jan.- Livestock 
*American Fruit March March March March March March March March In Lines 
Grower .... 39.2 41.3 116.4 130.8 16,719 17,596 49,617 56,012 16,411 17,037 1949 1948 1949 1948 1949 1948 1949 1948 1949 19 5 
American Poultry 
Journal: Arkansas Farmer .... 10.4 10.9 34.7 34.6 7,848 8,255 26,186 26,189 7,697 7,21 
Eastern Edition 54.5 182.8 177.5 24,380 23,385 78,434 76,180 13,208 12,301 Better Farming 
Central Edition 45.8 150.7 153.1 19,392 19,659 64,646 65,722 12,072 10,838 DE Se ecudyessc 47.9 38.0 108.8 92.6 20,551 16,302 46,656 39,704 20,551 16,3 2 
Western Edition 38.4 125.1 129.0 15,258 16,494 53,663 55,374 9,660 10,100 a, 22.6 23.5 63.5 70.4 9,494 9,905 26,609 29,540 9,494 9,9 9 
*In all 3 Editions 36.0 113.0 118.4 14,238 15,459 48,446 50,807 9,460 9,720 Breeder's Gazette ..... 21.1 21.3 69.6 67.4 9,485 9,591 31,341 30,356 7,129 7,1 3 
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| 248,86/ 


']258,382 


Jan.-Mar 
1948 


68,415 


359,80> 


17,67: 
28,36) 
26,82¢ 
3,712 
14,245 
90,826 


3,870 
8,694 
2,646 


8,694 


16,065 
9,261 
6,804 
7,023 
3,286 
2,090 
7,938 
1,641 


58,216 


133,627 
242,960 
205,319 
67,361 
25,845 
56,208 
351,986 
85,854 
159,761 
193,520 
168,501 
87,545 
26,493 
391,836 
28,796 
14,660 
37,064 
81,841 
213,066 
17,986 
2,600,229 


er Screen. 
hlies 1948. 


74,810 
71,393 
72,465 
110,823 
63,706 
40,640 
44,586 
67,699 
30,076 
576,198 


39,258 
50,029 
54,189 

73,544 
217,020 


936,939 
9,009 


165,97 


/ 


————— 


‘ent Month 
mercial 
lay, exclu: 
Poultry, 
sified and 
stock 

ines 


949 19 5 
697 


551 
494 


dvertising Age, March 21, 1949 


Current Month Current Month 
Commercial Commercial 
iy wl exclud- Display, exclud- 
ing Poultry, i Poultry, 
Total Advertising, In Pages Total Advertising, In Lines Classified and Total Advertising, In Pages Total Advertising, In Lines "Classified and 
Jan.- Jan.- Jan.- Jan.- Livestock Jan.- Jan.- . Jan.- Jan.- Livestock 
March March March March March March March March In Lines March March March March March March March March In Lines 
1949 1948 1949 1948 1949 1948 1949 1948 1949 1948 1949 1948 1949 1948 1949 1948 1949 1948 1949 1948 
California Citrograph. 26.4 27.8 79.8 75.9 17,738 18,648 53.452 50,904 17,514 18,270 Utah F Tr 36.6 37.1 74.6 1 26.676 28.12% 54.375 f 29 947 ‘ 
‘Carolina Co-operator.. 29.0 263 ....  .... 81,444 28,574 ga v... $1,003 28,188 | Wallaces’ Farmer & cu ~~ oe a ee, Se es ae 
Cattleman, The ....... 107.7 98.0 323.1 309.1 45,241 41,191 135,778 129,849 26,201 27,223 I Momestend .... 88.0 81.0 160. 37. 69.127 638.48 ‘ 7 9 . 
Electricity on the Farm 16.4 18.5 47.1 53.4 5,857 6,627 16,748 19,065 5,857 6,627 Washinaten Teome - 47.4 49.4 83.6 er 35822 37388 as is8 e208 32.772 ey tt 
Farm and Ranch ..... 45.0 41.8 128.6 122.7 31,742 29,321 90,353 86,026 26,928 24,329 Western Farm Life... 42.7 34.3 75.8 66.3 33,467 26,899 59,392 52,021 30,205 23,721 
Farmer-Stockman .... 39.6 36.1 109.2 102.5 29,934 27,309 82,791 77,644 «27,089 25,280 4*Herdsman Edition. 13.2 18.4 124.8 138.4 10,367 14,440 97,855 108,520 2,399 2.890 
Florida (Grower eeuhe's 30.4 21.6 0-8 oa5 43.878 yy 40.608 o.aa7 a et Wisconsin Agriculturist 66.5 656.9 111.4 100.2 52,102 44,613 87,295 78,541 48,163 41,539 
"Idaho Granger ...... . ‘ p of Y 9,43 458 7,836 9,983 40% " — wear weivuiny «tna: Se TEon eet Tine DT fl 
Mn Pg nll 257 238 694 726 20113 18671 54407 56911 16307 16543 Total Group ........ 1,233.4 1,147.4 2,214.7 2,099.1 936,939 865,717 1,661,727 1,581,039 800,351 730,452 
Michigan Farm News.. 2.4 1.9 6.2 5.8 5,744 4,476 14,522 13,667 5,618 4,316 
National Live Stock ee cae eee we BI-WEEKLIES—-FEBRUARY 
PrOGUCOP .ccccceces 16. 12. ‘ 35. 11,712 9,338 26,410 25,989 11,308 8,871 P - one g oe 
»Nation’s Agriculture.. 12.0 9.7 19.3 18.0 5,398 4.348 8.658 8.116 5,393 4,343 ay ae ++ 59.9 63.1 116.0 121.2 45,290 47,698 + = 87,700 = 91,658 += 41,506 42,241 
New Jersey Farm and N ore lie as a 
—— oe ; ae orthern Edition ... 53.2 62.2 108.2 122.8 40,201 47,065 81,821 92,522 35,966 40,998 
Qe ee eee ae oe ee ee. oe p Southern Edition ... 51.0 61.6 104.7 116.0 38,575 46,511 79,195 87,740 34,298 40,504 
iat 13.4 188 38.2 50.1 6,007 8,442 17,151 22,444 5,622 8,072 a ee = 
Pacific Poultryman.... 40.1 38.8 120.6 117.8 17.204 16,652 51,760 50,582 8,166 6,764 ~ san ees" 3 art sie we aah aye wen 12,859 _ 6,224 _ 5,881 
Poultry Tribune: otal Group ........ x 94.7 345.2 377.1 131,414 y 0,574 284,779 76,488 87,473 
Eastern Edition 67.2 68.1 208.6 202.5 28,845 29,212 89,468 86,912 17,268 17,265 
Central Edition 56.9 60.7 178.2 183.4 24,412 26,051 76,441 78,677 16,083 17,099 KI i.’ 
Western Edition ....._ 47.1 50.4. «153.1. 148.8 20,216 21,608 65,696 68,775 14,128 14,682 WEE! TES PEBRUARY roe ch clin : 
*In all 3 Editions.. 42.9 44.8 136.9 131.8 18,385 19,210 658,711 56,556 13,336 13,216 5. ah Bact ARE 11.20 110 21.3 21.2 25,062 24,920 47,720 47,461 16,026 = 15,911 
Rural Gravure ....... 5.0 3.3 15.0 9.4 5,012 8,832 15,071 9,415 5,012 3,332 = , ; 
Southern Farmer .... 11.6 14.8 32.6 39.2 12,756 11,500 35.886 31,509 11,216 10,244 Star .seeeeeeeeeeees 27.0 24.5 87.6 _42.4 66,645 60,296 121,828 104,395 50,862 42,081 
Southern Planter ay ig 41.1 40.4 110.1 115.7 28,737 28,282 77,030 80,951 26,365 25,821 Total Group ........ 38.2 35.6 108.9 63.6 91,707 85,216 169,548 151,856 66,888 57,992 
Western Dairy 
i, Fe seszeeens 42.8 49.2 118.8 129.5 17,976 20,685 49,927 54,473 10,004 11,410 | DAILIES FEBRUARY 
SED dees casckous 103.6 101.9 344.8 323.0 43,526 42,801 144,868 135,701 16,436 16,495 | Chicago Daily Drovers 
*Wyoming Stockman- Journal err eee sees 26.6 29.0 55.9 53.6 56,633 61,710 119,013 113,981 33,939 $4,141 
 Sincdevevsnc 9.8 8.0 18.9 14.7 8,736 7,140 16,926 13,146 «6,182 6,440 ._— Oty, Daily a Oe ae os . 
Total Group ........ 1,123.7 1,109.5 3,824.4 3,280.4 563,656 548,213 1,645,009 1,611,466 422,143 412,178 | Omaha Daily Journal. ms ‘9 68,931 79,590 185,407 146,680 36,896 42,897 
Stockman .......... 30.1 40.6 72.2 80.9 638,971 86,441 158,649 172,102 40,219 652,570 
SEMI-MONTHLY—FEBRUARY . St. Louis Daily Live 
amenionm Stock Reporter ..... 17.8 23.6 43.3 36.0 37,858 50,181 92,112 76,487 24,648 34,535 
Sareeetariet, ees * 35.6 34.5 66.6 66.6 25,929 25,099 48,533 48,485 21,763 21,700 Total Group ........ 106.9 130.6 235.0 239.4 227,393 277,872 500,181 509,250 135,702 164,148 
Colorado Rancher an - F 
OT Rrra 30.6 26.3 53.7 51.1 23,104 19,865 40,540 38,625 18,843 17,601 *Not included in totals. *Smaller page size 1949. February linage. °*Larger page size 1949. “This edition 
Cooperative Digest .... 10.0 18.2 54.5 65.2 2,100 3,832 11,445 13,602 2,100 3,832 also carries all linage carried in Western Farm Life. 
‘Dakota Farmer ...... 72.5 60.7 122.8 107.5 56,877 46,922 96,286 83,029 52,726 40,195 
Farmer, The .......... 83.0 70.2 136.3 122.1 65,110 55,074 106,904 95,768 54,709 43,797 
Hoard’s Dairyman.... 51.4 51.5 98.0 988 87,450 37,489 71,355 71,893 31,867 33,200 CANADIAN 
Idaho Farmer ........ 50.6 51.8 88.8 85.0 38,264 389,168 67,171 64,256 35,214 35,389 | fCanadian Countryman 444 38.3 72.5 77.3 31,072 26,806 50,757 54,131 25,882 21,776 
aie Walieees Country Guide, The... 50.4 653.4 119.8 115.3 36,274 38,441 86,286 82,992 36,274 38,441 
Tone 34.7 29.8 60.9 58.1 27,282 23,351 47,794 45,546 19,611 15,534 | tFamily Herald & 
Kansas Farmer ...... 43.3 42.5 74.7 78.0 32,9383 32,269 56,793 59,235 27,024 25,645 Weekly Star: 
Michigan Farmer ..... 59.0 47.2 101.4 68.4 45,301 36,261 77,822 67,890 38,806 30,313 Eastern Edition 92.4 79.7 159.6 136.2 92,446 79,697 159,675 136,150 68,521 55,318 
~ aa | nll 8.4 88 13.9 16.1 6,380 6,918 10,555 12,495 5,936 6,514 _ Western Edition .... 80.4 67.7 141.0 119.1 80,427 67,700 141,064 119,145 63.740 51.808 
Missouri Ruralist ..... 35.5 34.6 61.6 63.5 27,006 26,261 46,870 48,255 22,739 20,522 | Farm & Ranch Review 28.0 25.4 64.5 57.5 20,147 18,297 46,456 41,378 19,182 17,072 
Montana Farmer ...... 55.5 52.0 101.4 88.8 42,046 39,458 76,745 67,265 32,375 29,550 | tFarmer’s Advocate & 
Nebraska Farmer 85.1 78.6 144.9 137.2 64,300 59,435 109,458 103,759 52,096 48,162 mm. _—s reese a3 a7 70.9 1.7 $1,814 38.477 55,186 47,424 25,674 238,466 
New England armer’s Magazine ... y 43. bs t 8,09 ,493 51,740 67,292 26,214 28,503 
Homestead ......... 41.9 43.7 73.4 82.0 29,338 30,569 51,409 57,371 20,241 21,703 | tFree Press Prairie 
Ohio Farmer ......... 62.3 54.5 105.5 97.4 47,862 41,825 81,024 74,7385 41,694 36,402 DOE cca cesiacess 115.9 107.3 212.7 194.1 130,428 120,663 239,379 218,294 70,004 50,841 
Oregon Farmer ....... 47.6 50.2 84.2 82.4 36,022 37,934 63,654 62,262 32,972 34,263 tWestern Producer .. 55.3 56.4 93.7 106.5 59,169 60,392 100,244 114,027 34,169 30,406 
Oregon Grange Bulletin 13.9 12.8 27.8 25.2 14,938 13,776 29,958 27,202 14,988 13,776 Total Group ........ 552.0 612.4 1,080.8 969.3 509,674 470 30 33 369.660 317.12 
Pennsylvania Farmer.. 48.8 45.6 107.9 103.0 37,482 34,990 82,723 79,044 31,268 29,715 oor ates : . — oe oe ee 
Prairie Farmer ....... 82.5 75.2 140.6 142.2 60,071 54,747 102,370 103,543 48,146 44,267 tFebruary linage. 
Gets Cherry Account D M tR b k quency channels open up (AA, New Pulp Process with increased tensile strength 
The Michigan Cherry Commis- u on e u es March 14). and added resistance to tearing 


sion has appointed Chapman Ad- 
vertising Agency, Detroit, to han- 
dle its first national advertising 
campaign, which will be launched 
April 1. Funds for the drive will 
be raised by a small per-pound 
voluntary tax on the growers. 
These collections exceeded $100,- 
000 in 1948. 


Burlington Mills Sets Drive 

Burlington Mills, New York, has 
launched a series of ads telling 
the public what its policies are in 
an increasingly competitive mar- 
ket. The ads will run for the re- 
mainder of the year in newspapers 
in New York, Los Angeles, Boston, 
Kansas City, St. Louis, Dalias and 
Chicago. Hirshon-Garfield, New 
York, is the agency. 


Johnson ‘Dated’ 
TV Sets Change 


NEw YorK—Reassuring televi- 
sion set owners that “sets made 
today will be in use in 1959 or 
1969,”" Dr. Allen B. DuMont, pres- 
ident of Allen B. DuMont Labora- 
tories, -Inc., defended video set 
manufacturers last week against 
Colorado’s Sen. Edwin C. John- 
son’s accusation that sets now be- 
ing marketed will suffer early ob- 
solescense when ultra high fre- 


812 W. VAN BUREN STREET 
HA ymarket 1-1000 @ Chicago 7, Illinois 


Dr. DuMont was the main speak- 
er at the annual awards lunchéon 
of the Art Directors Club of New 
York held Tuesday at the Wal- 
dorf-Astoria Hotel. 

“As has been the history in this 
industry, statements are still being 
made with an effort to confuse 
the public,” Dr. DuMont said. 
“Looking back a few years ago 
we had the standards controversy, 
the frequency allocation contro- 
versy and the color versus black- 
and-white controversy. 

“Now we are told by no less a 
person than a U.S. senator that 
our sets may become junk by the 
end of the year and we should 
put a tag on the set to tell the 
public this fact. This is based on 
the premise that additional chan- 
nels may be opened up some time 
in the future,” he said. All man- 
ufacturers are today making their 
sets to receive the channels now 
allocated and to the standards 
specified by the FCC. 

“IT am going to recommend to 
the Radio Manufacturers Associa- 
tion at its meeting in Chicago this 
week that we hire Dunninger and 
attempt to find out: (1) what 
channels will be allocated and 
where, (2) what standards will 
be used on the new channels, if 
any, and (3) whether color, black- 
and-white or three-dimension pic- 
tures will be specified, etc.,” Dr. 
DuMont chided. 

“Additions may be made to our 
present channels but they must 
and will be made with the protec- 
tion of the public foremost in 
mind,” he concluded. 


Leaves Kindred-MacLean 


Gus Jenssen has resigned as 
western manager of Kindred-Mac- 
Lean & Co., lithographer, to devote 
his time to G. H. Jenssen Adver- 
tising, Chicago, point-of-saie ma- 
terial. His offices are located at 
720 N. Michigan Ave. 


KLX Issues Rate Card 


Station KLX, Oakland, Cal., has 
issued a new rate card, with Class 
A costing $130 for one-hour one 
time; Class B $70 for one-hour for 
one time, and Class C $42 for one 
hour one time. 


May Cut Newsprint 
Costs $5.50 a Ton 


RocHESTER—A saving of about 
$5.50 a ton in newsprint manu- 
facturing costs may be realized 
through a new pulp process, Ar- 
thur H. Ingle, president of Con- 
solidated Machine Tool Corp., said 
last week. 

The process, called “Curlation,” 
was discovered accidentally. 

Mr. Ingle said costs are cut by 
obtaining approximately 11% more 
sulphite pulp from each cord of 
pulp wood. The process made 
newsprint whiter and softer, but 


and breaking, he added. 


Launches Newspaper Drive 


Sebastapol Packing Co., Sebast- 
apol, Cal., has launched a news- 
paper campaign to introduce its 
“4 sauce dehydrated apples” to the 
Los Angeles market. Beaumont & 
Hohman, San Francisco, is the 
agency. 


Starts Frisco Agency 


A new San Francisco adver- 
tising agency has been opened at 
564 Market St. by Vivienne Barnes, 
formerly production manager of 
Roy S. Durstine, Inc., San Fran- 
cisco. 
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‘Lone Ranger 
Getting Set for 
Weekly TV Shows 


MINNEAPOLIS—General Mills is 
expected to announce within 30 
days the entry of the Lone Ranger 
program into television on a serial 
basis, using films made in Holly- 
wood for TV broadcasting. 

Long in the rumor stage, the 
Lone Ranger TV schedule has 
finally been given the green light, 
it is reliably reported. 

According to Ed Smith, director 
of radio and television, the King- 

» Trendle owned Lone Ranger show, 
now programmed over ABC three 
nights weekly, would be the first 
major serial on television and as 

» such might be the biggest news 
in television this year. 

The show is believed to follow 
the old-time movie serial “thriller” 
akin to Pearl White and Tom 
Mix westerns, with each episode’s 
climax hanging in mid-air until 
the next. 


es A number of Hollywood produc- 
ing companies have submitted bids 

® for the job of filming the series, 
believed to be 26 weekly shows to 
start. Reliable estimates indicate 
General Mills must spend from 
$250,000 to $500,000 on the pro- 
gram. Officials admit the TV ex- 
periment will be a gamble, but 
success of the AM operation (its 
high Hooperating includes an adult 
audience which tops even kid fol- 
lowers) indicates the margin of 
gamble may be slight. 

General Mills has the package 
video rights to the Lone Ranger, 
which, when it goes on TV, would 
be the firm’s second video show. 
GM now sponsors the Ted Steele 
show over WABD in New York. 

Lone Ranger now has a 55-45 
ratio favoring adults over children 
for an audience and an AM- 
Hooperating of 10.5. The video 
presentation will likely be a single 
30-minute shot weekly although 
questions of western serials’ pop- 
ularity and frequency of airing 
the show have been debated con- 
stantly at GM. Also, whether the 
show would be an “across the 
board” schedule via a network or 
handled as selective telecasting is 
also being considered. 


(Advertisement) 


Getting Ahead in Business 


Mr. R. G. Hamann has been named 


Manager of Chain Store Sales for 
Sylvania Electric Products, Inc. Mr. 
Hamann is a regular reader of the 
Wall Street Journal. He and 34,562 
other sales executives of American 
industry (of a total audience of 223,641 
business leaders) are making import- 
ant decisions each day with the help 
of America’s only national business 
daily. 


con- 


experiments 
tinue in New York on the Betty 


Meanwhile, 


Crocker television entry, which 
may follow Lone Ranger later this 
year. Mr. Smith said no actress has 
been signed definitely for the per- 
manent role of Betty Crocker, 
when and if the show is expanded 
for TV, nor has thinking developed 
as far as scheduling a network, 
time or format. 


Gets Airex Account 


Newell-Emmett Co., New York, 
has been appointed by the general 


chemical division of Allied Chemi- 
cal & Dye Corp. to handle the ad- 
vertising of its Airex line of aero- 
sol products. The first to be pro- 
moted will be Airex moth killer, 
which is being introduced this 
month. In the near future an all- 
purpose insecticide, an air fresh- 
ener and others will be introduced. 
Newspapers, spot radio and trade 
publications will be used. 


Endurette Appoints Grady 

Endurette Corp., New York, fab- 
ric distributor, has appointed Rob- 
ert B. Grady Co., New York, to 
handle its advertising. 


Join Happiness Tours 

William H. Lind, formerly with 
Sears, Roebuck & Co. and Butler 
Brothers, and Walter E. Baker, 
formerly with Morton Salt Co., 
have joined Happiness Tours, 
Chicago, as special sales represent- 
atives. 


Maclean-Hunter Names Dickie 

D. V. Dickie, formerly advertis- 
ing manager of Motor in Canada, 
Winnipeg, has been appointed ad- 
vertising manager of Canadian 
Automotive Trade, Toronto, a 


Maclean-Hunter publication. 


Advertising Age, March 21, 194) 


Appoints Stocker Agency 

Glee R. Stocker & Associate: 
St. Louis, has been retained t 
handle the consumer advertisin 
of Sutherland Paper Co., Kalama 
zoo, Mich. Staake & Schoonmake) 
Kalamazoo, will continue to han 
dle the trade advertising. 


Paxson Appoints Netedu 

John R. Netedu, advertisin 
manager of Penn Electric Switc 
Co. for the past seven years, hz 
been named executive vice-presi 
dent of Paxson Advertising, Bento 
Harbor, Mich. 


People love variety shows 


it takes all kinds 


..+ best of all they love 
THE TEXACO STAR THEATRE. But that shining 
hour is just one type of program. In drama, sports, 
news, forum, juvenile and nearly every other category 
that comes to mind, you'll find that NBC has the top- 


rated show, seen by the biggest audience. 
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scheduled programs according to latest available 


.dvertising Age, March 21, 1949 


PIX Appoints Simon; 
‘SFO Adds Gaisford 


Lou Simon has been named 
ommercial manager of television 
ttation KPIX, San Francisco. He 
yas formerly in the sales depart- 
rent of KSFO, KPIX’s AM sta- 
ion. 

Harold Gaisford, formerly with 
¢LX, Oakland, has joined the sales 
taff of KSFO. 


Nander to Bowman & Block 


Ray Wander Jr. has been named 
elevision production manager of 


Sowman & Block, Buffalo agency. 


Davis Quits Reading Railway 


William S. Davis, advertising 
agent for the Reading Railway 
System, Philadelphia, has resigned 
after more than 43 years with the 
railroad. He will be succeeded by 
Carl L. Johnson, his assistant 
since 1944. 


Globe-Wernicke Ups Rahe 


Elmer G. Rahe, sales manager, 
has been appointed director of 
sales of Globe-Wernicke Co., Cin- 
cinnati, manufacturer of office 
equipment. He has been with the 
company for 18 years. 
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‘49 Van Camp Push 
Seeks to Sell Tuna 
as Breakfast Dish 


SAN FRANcIsco—The biggest ad- 
vertising campaign in its 25-year 
history will be conducted this year 
by Van Camp Sea Food Co., Ter- 
minal Island, Cal. 

Main feature of the company’s 
1949 promotion is the idea: “Tuna 
’n eggs for breakfast.”” Van Camp 
admittedly is out to capture a 


large portion of the country’s 
breakfast business. 

In a four-color, 16-page portfolio 
soon to be distributed to the food 
trade, dealers will be reminded 
that Van Camp was the first com- 
pany to introduce tuna to Amer- 
ican housewives, about a quarter 
of a century ago. The portfolio also 
points out that, during the past 
15 years, Van Camp has converted 
the original summertime demand 
for tuna to a year-round demand 
by its continuous campaign using 
the slogan: “Some like it hot; some 
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Texaco Star Theatre 


Kraft Television Theatre 
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Feature Film. 


Lucky Strike’s Your Show Time 


Juvenile, Howdy Doody—Mason—Unique . 
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23 
like it cold.” 


ws Now, says Van Camp in the 
portfolio, entry into the breakfast 
market will add another 23% to 
the sales potential for tuna. 

The new magazine advertise- 
ments will first appear in May and 
will continue throughout the year. 
Included on the schedule are Bet- 
ter Homes & Gardens, Good House- 
keeping, Hygeia, Improvement 
Era, Ladies’ Home Journal, Mc- 
Call’s, Parents’ Magazine, Sunset, 
Today’s Woman, True Story and 
Woman’s Home Companion. 


a A total of 114 major market 
newspapers are included on the 
new Van Camp schedule for 1949. 
Many of the papers will carry as 
many as 40 insertions. The Amer- 
ican Weekly, Parade and This 
Week Magazine also will be used, 
in addition to individual Sunday 
magazines. 

In addition, Van Camp will run 
special drives to capture the cock- 
tail party and bridge club mar- 
kets. Emphasizing the “bite size” 
of Van Camp’s White Star and 
Chicken of the Sea brands, copy 
will tell how fast and easy it is to 
prepare tuna dishes. 

Van Camp, which claims to be 
the world’s largest user of “out- 
serts,” will continue merchandis- 
ing these recipe strips, which are 
run off in “editions” of 10,000,000 
copies. Each addition, issued per- 
iodically, contains a new series of 
recipes. The outserts are attached 
to the tops of the cans. 

Brisacher, Wheeler & Staff, San 
Francisco, is the agency. 


‘Architectural Products’ 


Publishes First Issue 

The newly-formed Trade Jour- 
nal Corp., Los Angeles, has pub- 
lished the inaugural issue of 
Architectural Products, controlled 
circulation bi-weekly newspaper 
for architects. First issue of the 
tabloid-size publication contained 
eight pages, with slightly less than 
half the space advertising. 

Originally projected by Robert 
Cron of Arts & Architecture (AA, 
Jan. 17), the new publication has 
been taken over by Trade Journal 
Corp., which includes interests 
represented by Arthur Welch and 
Charles Baskerville, executives of 
Western Journal Co., publisher of 
Building Contractor of California 
and Motorcyclist. Mr. Cron is pres- 
ident, Mr. Welch vice-president 
and Mr. Baskerville secretary- 
treasurer. Offices have been moved 
to 947 Bendix building, Los An- 
geles. 


pen 


You can get the best advertisin 

space free when you print your a 
' on Mystik—the famous patented 
printing material with the self- 
adhesive back. MystTIK is easy to 
put up... right on the store door 
or any choice spot. Peels off easily. 
MysTIk can be printed or litho- 
graphed in colors, die-cut to all 
shapes and sizes. Your salesmen 
get Mystik ads up easily! 
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April Promotion 
Set for Dormeyer 
Power-Chef Mixer 


Cuicaco—Color magazine ads 
and newspaper campaigns in 41 
papers, beginning in April. will 


introduce Dormeyer Corp.’s new 
Power-Chef food mixer, which 
combines mixing, grinding and 
juicing attachments in one unit. 

The new model, described in the 
copy as a “complete food mixer,” 


PROMOTIONAL 
COMICS ARE 
CHEAP & EFFECTIV 


4& 8 page comic leaflets 
for school and dealer 
distribution have been 
prepored for leading 
companies. Ask for samples. 


. PROMOTIONAL COMICS 


> 


Division of the Porents’ Institute, Inc. 
Publishers of Parents’ Magazine, True Comics and 
other comics, 52 Vanderbilt Ave., N. Y. 17 


will make its debut in full-color, 
full-page copy in an April issue 
of The Saturday Evening Post, 
and will be featured in color half- 
pages in May and June in Better 
Homes & Gardens, Life and the 
Post. 

The advertising budget, which 
will exceed $300,000, including co- 
operative ads and demonstrations, 
also provides for a trade publica- 
tion drive. 

The new mixer is priced at 
$39.95, $2.45 above the model it 
replaces. However, the company 
claims that, with the grinder, it 
has a price edge on competition. 

John W. Shaw Advertising di- 
rects the account. 


Gray & Rogers Appoints 


Kampmann; Adds 2 Accounts 

Robert S. Kampmann Jr., for- 
merly with Charles A. White Jr. 
& Co., has joined the contact de- 
partment of Gray & Rogers, Phila- 
delphia. He also has been an ac- 
count executive of McLain Organi- 
zation and Lamb, Smith & Keen. 

Slaymaker Lock Co., Lancaster, 
Pa., manufacturer of padlocks and 
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‘MOST DRAMATIC’—At the 41st annual banquet of the Advertising Club of Baltimore, 

Bert Lytell, center, was named “television’s most dramatic personality.” Presenting 

a plaque representing the honor are Thomas D’Alesandro, left, mayor of Baltimore, 
and A. Lawrence Hammerman, chairman of the club’s banquet committee. 


hardware, and the blanket division | phia, have named Gray & Rogers 
of Proctor Electric Co., Philadel-|to handle their advertising. 


Z 


_OF COTTAGE CHEESE © 


Which, as one might say is a lot of cheese. The ad ran in 
The Detroit Free Press exclusively Friday, February 11, in 
a space 3 col. 


‘This ad 


| Crea 


x 43%", 


Said the advertiser: 


"Sales were far above expectations. Where our ordinary 
volume of cottage cheese averages about 3,900 pounds 
per week ... for the week of February 7-12 with The Free 
Press ad appearing on February 11, the total week’s 
volume reached a high of 10,450 pounds. And this... 
during a season when cottage cheese is normally a 


slow seller.” 


Further comment on this performance is, we believe, quite 


superfluous. 


The Betvoit Free Press 
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Merchandise RIGHT 
..-You Can't Miss 


If you only brought in 
1% of the 425,000 
families who read The 
Free Press, what a 
sales day you'd have 
— 4,250 customers. 


Advertising Age, March 21, 194: 


Chevalier Show 
Is Tailored to Meet 
Apparel Store Needs 


New YorK—Mutual Broadcast 
ing System is making a special ef 
fort to interest department an: 
specialty stores in the new Mauric. 
Chevalier show, its most ambitiou 
cooperative venture to date. 

A technique which has prove 
excellent sponsor bait for the Ful 
ton Lewis Jr. newscast will be ap 
plied to “This Is Paris.’”” Mr. Che 
valier will transcribe individua 
introductions for each advertise 
upon request. 

Transcribed from the Cafe de | 
Paix in Paris, the broadcast, brain- 
child of Raymond Morgan, origina- 
tor of Tom Breneman’s “Breakfas! 
in Hollywood” and “Queen for a 
Day,” will premier over Mutua! 
March 31, at 10 p.m., EST. Bil! 
Robson is in France to produce 
the program, which will offer top 
continental guest stars and the 
music of Paul Barron’s orchestra. 

Schiaparelli, Jacques Fath, Pa- 
quin and other ieading couturiers 
will visit “This Is Paris” regularly 
to discuss the: latest style trends. 
These interviews, a perfect lead-in 
for commercials, MBS salesmen 
point out, will be scheduled im- 
mediately before the sponsor’s local 
announcement. Advertisers will be 
advised four weeks in advance on 
this feature to enable them to pre- 
pare tie-in commercials. 


ws Last week, the network began 
inundating its more than 500 sta- 
tions with promotional material on 
the program, most of it aimed at 
helping the station sell prospective 
buyers. Early last week before the 
promotional barrage got going, 
backers had been lined up in 
Pittsburgh, where Kaufman’s will 
sponsor the program, and in Wash- 
ington, where Hecht Co. has been 
signed. 

It was estimated that MBS will 
have spent $50,000, including the 
introductory campaign budget for 
business paper advertising, on 
“This Is Paris” by the time the 
program gets under way. The net- 
work will spend upwards of $10,- 
000 weekly for the package, Mu- 
tual’s most expensive co-op. 

Talent costs to sponsors will 
range from $3 on WCRK, Morris- 
town, Tenn., to $1,000 for WOR, 
New York. In Canada, regardless 
of groups of stations to be carried, 
the price is $1,500. 


Neustadt] to Paris & Peart 


Victor Neustadtl & Co., New 
York, has named Paris & Peart, 
New York, to handle the adver- 
tising for its new Sweetop choco- 
late flavored creamed frosting. 


Industry's Salesman-- 
Mightiest Sales Force 

Man or Magazine | 

in the Building Products Field 


First choice of top-rated dealers 
as proved by independent sur- 
veys. Largest circulation. Most 
advertising. 


——— American Lumberman & 
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(50) TWO-WAY RADIO 
TRUCK-CALL SYSTEM 


GIVES CHICAGO'S [« 


“RUSH”! 


“Hello ... Lake 
Shore Electrotype? 
This is Wilson— 
Peerless Advertis- 
ing Agency—Need 
a thousand Plastic 
Plates in a hurry. 
How soon can you 
' pick up the form 
\ at Ford Typogra- 
phers?”’ 
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F-L-A-S-H! 


“Hello Wilson... 
I'll dispatch Radio 
Truck 26 and he 
will be over at Ford : ~ 
in about 6 minutes”’ f. 
. “Calling Lake 
Shore Truck 26, 
Truck 26...” 
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“RIGHT”?! 


“This is Lake Shore 
Driver 26—Now at 
Wabash and Ran- 
dolph...A RUSH 


pick-up at Ford THE ONLY CHICAGO PLANT ute 
Typographers?... eee OFFERING A COMPLETE SERVICE 
Sure, be there in 5 * for: Vinylite Electrotypes © Bishop-Stansell Pre-made 
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minutes and back , és © Direct Pressure Plastic Mats and Stereotypes (Day 
to the pla nt in : = and Night Service) ¢ Engraving and Reprint Service 


about 10 minutes.”’ © Complete Filing and Shipping Facilities 


SAVES MINUTES... 


LAKE SHORE “RADIO TRUCK” | 


Mee! £ THAT SAVE HOURS / 


F-L-A-S-H! Waiting time is turned into productive time when Lake Shore Electrotype 
Company is called on your job. 
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April Promotion 
Set for Dormeyer 
Power-Chef Mixer 


Cuicaco—Color magazine ads 
and newspaper campaigns in 41 
papers, beginning in April. will 
introduce Dormeyer Corp.’s new 
Power-Chef food mixer, which 
combines mixing, grinding and 
juicing attachments in one unit. 

The new model, described in the 
copy as a “complete food mixer,” 


PROMOTIONAL 
COMICS ARE 
CHEAP & EFFECTIVE) 


44 8 page comic leaflets 
for school and dealer 
distribution have been 
prepared for leading 
companies. Ask for samples. 


PROMOTIONAL COMICS 


Division of the Parents’ Institute, Inc. 
Publishers of Parents’ Magazine, True Comics and 
other comics, 52 Vanderbilt Ave., N. Y. 17 


2 ee Se Oe! ee 


will make its debut in full-color, 
full-page copy in an April issue 
of The Saturday Evening Post, 
and will be featured in color half- 
pages in May and June in Better 
Homes & Gardens, Life and the 
Post. 

The advertising budget, which 
will exceed $300,000, including co- 
operative ads and demonstrations, 
also provides for a trade publica- 
tion drive. 

The new mixer is priced at 
$39.95, $2.45 above the model it 
replaces. However, the company 
claims that, with the grinder, it 
has a price edge on competition. 

John W. Shaw Advertising di- 
rects the account. 


Gray & Rogers Appoints 


Kampmann; Adds 2 Accounts 

Robert S. Kampmann Jr., for- 
merly with Charles A. White Jr. 
& Co., has joined the contact de- 
partment of Gray & Rogers, Phila- 
delphia. He also has been an ac- 


count executive of McLain Organi- | 


zation and Lamb, Smith & Keen. 
Slaymaker Lock Co., Lancaster, 
Pa., manufacturer of padlocks and 


‘MOST DRAMATIC’ 
Bert Lytell, center, 


a plaque representi 
and A. Lawrenc 


hardware, and the 
of Proctor Electr 


~ 


OF COTTAGE CHEESE 


Which, as one might say is a lot of cheese. The ad ran in 
The Detroit Free Press exclusively Friday, February 11, in 


a space 3 col. 


x 43%". 


Said the advertiser: 


"Sales were far above expectations. Where our ordinary 
volume of cottage cheese averages about 3,900 pounds 
per week ... for the week of February 7-12 with The Free 
Press ad appearing on February 11, the total week’s 
volume reached a high of 10,450 pounds. And this... 
during a season when cottage cheese is normally a 


slow seller.”’ 


Further comment on this performance is, we believe, quite 


superfluous. 


oun) 


The Detroit Free Press 


Advertising Age, March 21, 194: 


Chevalier Show 
Is Tailored to Meet 
Apparel Store Needs 


New YorK—Mutual Broadcast 
ing System is making a special ef 
fort to interest department an: 
specialty stores in the new Mauric. 
Chevalier show, its most ambitiou 
cooperative venture to date. 

A technique which has prove: 
excellent sponsor bait for the Ful 
ton Lewis Jr. newscast will be ap 
plied to “This Is Paris.”” Mr. Che 
valier will transcribe individua 
introductions for each advertise 
upon request. 

Transcribed from the Cafe de }; 
Paix in Paris, the broadcast, brain. 
child of Raymond Morgan, origina- 
tor of Tom Breneman’s “Breakfasi 
in rw ”? an “¢) 0 ‘ 
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Merchandise RIGHT 
..-You Can’t Miss 


If you only brought in 
1% of the 425,000 
families who read The 
Free Press, what a 
sales day you'd have 
— 4,250 customers. 


backers had been lined up in 
Pittsburgh, where Kaufman’s will 
sponsor the program, and in Wash- 
ington, where Hecht Co. has been 
signed. 

It was estimated that MBS will 
have spent $50,000, including the 
introductory campaign budget for 
business paper advertising, on 
“This Is Paris” by the time the 
program gets under way. The net- 
work will spend upwards of $10,- 
000 weekly for the package, Mu- 
tual’s most expensive co-op. 

Talent costs to sponsors will 
range from $3 on WCRK, Morris- 
town, Tenn., to $1,000 for WOR, 
New York. In Canada, regardless 
of groups of stations to be carried, 
the price is $1,500. 


Neustadtl to Paris & Peart 


Victor Neustadtl & Co., New 
York, has named Paris & Peart, 
New York, to handle the adver- 
tising for its new Sweetop choco- 
late flavored creamed frosting. 


Industry's Salesman--, 


Mightiest Sales Force | 
Man or Magazine | 
in the Building Products Field 


First choice of top-rated dealers 
as proved by independent sur- 
veys. Largest circulation. Most 
advertising. 


———— American Lumberman & 
Building Products Merchandiser 
| 


139 N. CLARK ST. © CHICAGO 2 
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(0) TWO-WAY RADIO 
TRUCK-CALL SYSTEM 


GIVES CHICAGO'S [« 
FASTEST SERVICE) 


Phone LAKE SHORE ELECTROTYPE—WAbashi@-3304 
.. + Get FLASH PICK-UP and DELIVERY! 
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ee 2 A Poa 


“This is Lake Shore 
Driver 26—Now at 
Wabash and Ran- 
dolph...A RUSH 
pick-up at Ford 
Typographers?... 
Sure, be there in 5 
minutes and back 
to the plant in 
about 10 minutes.”’ 


LAKE SHORE “RADIO TRUCK” 


Ne (a 
A\° nl "ye 


“RIGHT”! 


SN 


Dah «usu: 
wb R 
te? 
ay 


\\ “Hello ... Lake 


Shore Electrotype? 
This is Wilson— 
Peerless Advertis- 
ing Agency—Need 
a thousand Plastic 
Plates in a hurry. 
How soon can you 
' pick up the form 
at Ford Typogra- 
phers?” 


Af 


i. 


(Se 


PRODUCTION DEPT. 


F-L-A-S-H! 


“Hello Wilson... 

I'll dispatch Radio 

Truck 26 and he 

will be over at Ford ™ 

in about 6 minutes” C.. 
- “Calling Lake 

Shore Truck 26, 

Truck 26...” 


THE ONLY CHICAGO PLANT 
OFFERING A COMPLETE SERVICE 


for: Vinylite Electrotypes ¢ Bishop-Stansell Pre-made 

Ready Electrotypes © Reillytypes @ Reilly Plastictypes 

© Direct Pressure Plastic Mats and Stereotypes (Day 

and Night Service) ¢ Engraving and Reprint Service 
© Complete Filing and Shipping Facilities 


SAVES MINUTES... 


THAT SAVE HOURS. 7 


F-L-A-S-H! Waiting time is turned into productive time when Lake Shore Electrotype 
Company is called on your job. 

With the speed of light the phone carries your voiced instructions to the Lake 
Shore short-wave dispatcher, who contacts the Lake Shore truck fleet, en route, 
by short wave radio. Then, with all the speed the traffic will bear, the selected truck 
short-cuts your pick-up or delivery. Every piece of Lake Shore delivery equipment, 
including motorcycle, is short-wave equipped. 


Give this new, faster Lake Shore Electrotype service a trial. See the difference! 


LAKE SHORE ELECTROTYPE CO. 


418 South Market Street « 


Phone—WAbash 2-3304 « Chicago 7, Illinois 
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Smith, Smalley & Tester 
Agency Elects Officers 

Jefferson Tester, executive vice- 
president, has been elected presi- 
dent of Smith, Smalley & Tester, 
New York agency. Robert Smalley, 
vice-president, has been named 
executive vice-president. Charles 
B. West and Dorothy Reiners have 
been reelected treasurer and secre- 
tary, respectively. 

Mr. Tester succeeds Paul Smith 
who has resigned from the agency 
to open his own agency (AA, 
March 14). 


remember 
Business 
Assoc iates 


Fluid Seal Maker 
to Repeat ‘48 Ad 
Series as a ‘Must’ 


Repwoop City, Ca..—National 
Motor Bearing Co. is going to run 
the same old °48 advertisements 
over again this year—but with an 
eye-catching device that urges ac- 
tion by any manufacturer who 
failed to contact the company last 
year. 

The company will use the same 
black-and-white pages, with re- 
verse copy drop-ins at the top 
containing statements such as 
these: “Many of your competitors 
read this ad last year and took ac- 
tion. Did you?” and “Did you read 
this ad last year? Many who did 
found National oil seals the key 
to an important product develop- 
ment.” 

The °49 campaign, to start in 
April, will run in a list of publi- 
cations which is still incomplete 
but which will include Business 
Week, Fortune and Steel. The log- 


FOR RETAILERS-California redwood blocks 
support a Masonite silk screen center- 
piece in this new display being distrib- 
uted to dealers by H & L Block Co., San 
Francisco sportswear manufacturer. It was 
designed by the company’s agency, Ram- 
sey Oppenheim, Advertising, San Fran- 
cisco. 


otype reminds industry that “Na- 
tional oil seals are products of the 
world’s largest exclusive oil and 
fluid seal manufacturer. They are 
original equipment in most cars, 
trucks and buses...an integral 
part in many consumer products.” 


w National’s decision to repeat 
last year’s ads was based on a 
study of actual responses and in- 
‘terest generated by the copy. Fred- 
erick E. Barth, industrial division 


sales manager, 


told ADVERTISING | 


AGE that the series was considered 
so outstanding that its repetition 
was a “must.” 

The ’48 ads, which made copious 
use of white space, are reduced 
somewhat in the new series and 
are framed by a background of line 
drawings of typical products that 
use National oil seals. 

L. C. Cole Co., San Francisco, 
handles the account. 


Crosley Airs ‘Who Said That’ 


Crosley division of Avco Mfg. 
Corp., Cincinnati, will sponsor 
“Who Said That,” Bob Trout’s 
quiz session, over the entire NBC 
television network starting April 
9. The program, which is currently 
aired as a sustainer on NBC (AM 
ana TV), will be televised at a 
new time—Saturdays at 9:30 p. m., 
EST. Benton & Bowles, New York, 
is the agency. 


Dewees Opens Agency 


Malcolm Dewees, formerly in 
the copy department of Batten, 
Barton, Durstine & Osborn, has 
established his own advertising 
agency at 334 Sutter St., San 
Francisco. 


So |j— 


—and HM = 


MOLONEY, 


REGAN & SCHMITT, 


You get BOTH in the Post-Gazette! Two-way action and the 
BIG Circulation. For the Post-Gazette not only calls on more 
total families by far than any other Pittsburgh daily—but is the 
ONLY newspaper that routes your advertising as you route your 
salesmen to help sell the million central city people—and then 
travels beyond to sing the same selling song to the two 
million more who live in and around the 144 cities and towns 
of 1,000 to 75,000 population. 


89,000 MORE THAN THE SUN-TELEGRAPH 
35,000 MORE THAN THE PRESS 


INC. 


Terwilliger's 
Verse Hooks 
Colonel Springs 


New YorK—What’s this old stor) 
about poets starving in garrets’ 

Around Macfadden, they regar 
poesy with a respectful eye. It 
turns out that the muse is a good 
new business hook. 

That is, it’s a good new busi- 
ness hook if you have an eastern 
ad manager like Charles O. Ter- 
williger Jr., the space peddler’s 
Browning, who knows how to bait 
the hook for Col. Elliott Springs. 

Puzzled and perturbed because 
Photoplay was not on Springmaid 
media lists, Terwilliger and St. 
Georges & Keyes composed a pige 
ad, a valentine in verse to Col 
Springs. The ad went into the Feb 
14 issue of Daily News Record. 


Your ads provoke comment whereve: 
they’re seen. 

Your copy is racy, facetious, and keen 

You've done great promotion. You've 
also had sport. 

But, Colonel, how goes your financia! 
report? 

The girls in your ads, with thei: 
builds callipygian, 

Would banish forever a gloom that 
was Stygian. 

The country esteems your publicit) 
feats. 

But, Colonel, so what? Are you sell 
ing your sheets? 


What price all 
men's acclaim 

Unless you are beating this merchan- 
dise game? 

If selling Fort Sumter’s your target 


your glory in ad- 


‘today, 
Consider them sold when you use 
PHOTOPLAY. 
Of PHOTOPLAY'’s public we pride- 
fully boast: 
Three million young minxes from 


mountain to coast. 

They're lassies who sit in professional 
seats; 

They're housewives whose budgets 
are right for your sheets. 

They're girls filling hope _ chests 
(Here’s plenty of scope 

Because with their chests they have 
reason to hope!) 

They're lady sophisticates, 
things 

Uniquely receptive to copy by Springs 


The PHOTOPLAY reader has a light 
in her eye, 
A feeling for humor, a bosom that’s 


high. 

The PHOTOPLAY lass has a delicate 
air, 

An eye for an ad, and a cute derriere 


avid for 


Your Mrs. van Astor, when down i: 
the mouth, 

Sees Springmaid in Fortune on Sutto: 
Place South. 

Although tickled pink from her nos« 
to her tail 

She'll still 
Supercale. 


Our PHOTOPLAY 
snobbishly rich. 
Our typical reader’s a canny 

witch. 
She wants a good buy, 
yours is a honey, 
Why not make a play 
linen money? 


go on buying her pet 


fans are not 
young 
and since 


for her bed- 


ad vi. abana ad, either D.C. o: 


Is sure to electrify. See Erwin, Wase: 


(We recommend six ads, but that’s 
up to you. 

Results persuade better than adje 
tives do!) 


ws Last week, into Mr. Terwilliger's 
eager hands, came an order from 
Erwin, Wasey. An order for a 
Springs Mills spread, one page of 
which would repeat the poem, the 
other page to feature the four- 
color “Bundling without bungling 
ad, probably for the June issue ©! 
Photoplay. 

Basic economics for aspirin 
poets: Daily News Record’s lin 
rate without discounts would b 
52¢ for the 1,160 lines composin 
the valentine; Photoplay’s one 
time page rate is $3,580, and pleas ° 
remember this is a spread with on 
page in four colors. 

That is why poesy is highly re 
garded at Macfadden. 


Opens Montreal Branch 


R. C. Smith & Son, Toron'? 
agency, has opened a branch offi: ° 
in Montreal. Clement W. Coo. 
formerly director of planning «! 
McConnell, Eastman & Co., S 
been named Montreal manage . 
and Stanley B. Johnston, former } 
an account executive of McCo - 
nell, Eastman & Co., has been a} - 


pointed assistant manager. 
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So you think “Old Faithful” describes 
our product, eh, Judson? 


Judson: Yes, sir, that seemed to have Chairman: But it doesn’t reach enough 
just the right connotation, and it has people. And, speaking of people, you must | 
: 

lots of publicity value, too! / know that nearly 2,000,000 young REDBOOK 


Chairman: Publicity my eye! When families will give us a fine basic market. And 
is it going to dawn on you that what —_for $30,800 we could hit ’em regularly with 
we need most is advertising that will full pages during the last seven months of ’49. 
send a steady stream of That’s advertising—and it’s consistent! And 
customers to our deal- = you can bet your bottom dollar it will se/// 


ers? They can’t live on 
publicity gags! 

Judson: I know, sir, 
but this is inexpen- 


Let’s get busy on a campaign in REDBOOK. 


REDBOOK 


McCalls Corporation + 444 Madison Avenue, New York 22, N. Y. 
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Sugarman Joins Furman 


Elias E. Sugarman, former editor 
and general manager of the eastern 
division of Billboard, New York, 
has joined Furman, Feiner & Co., 
New York, as assistant to the pres- 
ident, Norman B. Furman. He also 
will supervise television activities 
of the agency. 


Join ‘Woman's Day’ 


Sid H. Dunken, formerly with 
Coronet, New York, and Franklin 
D. Clark, previously with Baby 
Talk, New York, have joined the 
advertising sales staff of Woman’s 
Day, New York. 


NFSE Study Reveals 
52% of Sales Heads 
Direct Advertising 


New York—Advertising is either 
the direct responsibility or is su- 
pervised by 52% of 1,013 sales ex- 
ecutives who reported in a survey 
conducted by the National Federa- 
tion of Sales Executives, Alfred 
Schindler, chairman, has reported. 

Mr. Schindler said that further 
results of the study showed that 
66% of sales executives reporting 


1 Phone: 


FREE 


Ics 


J] SEE HOW You™ 


«s STate 2-5977 


With res Planography, printing costs are greatly reduced 
because you share press and plate charges with other 
customers. Hi-quality black and white work on standard 
white paper Wide and striking layout possibilities. But 
see the RCS Black and White Kit for profitable ideas 


rapid copy service, inc. 
123 North Wacker Drive, Chicago 6, Ill. 2am 


CAN USE 
LOW-COST 
PLANOGRAPHY 


(Black and White 
Offset Printing) 


Get our FREE idea-sparking 
kit of samples of actual work 
done by inexpensive plano- 
graphy. Wide range of uses. 


said that they were in charge of 
sales contests, 60% were respon- 
sible for dealer meetings and con- 
ventions and 64% act in a similar 
capacity with respect to merchan- 
dising advertising to the sales force 
and distributors. 

The study showed that many 
sales departments are well organ- 
ized to meet the challenge of the 
resurgent buyer’s market, which 
may well be the key to the future 
of American economy, Mr. Schind- 
ler said. 

He pointed to the educational 
program conducted by NFSE and 
its member clubs which has re- 
sulted in the availability of trained 
manpower for the task. 

In 1948, more than 60,000 stu- 
dents had instruction in selling as 
a career. Clubs affiliated with 
NFSE have sponsored more than 
50 extension and summer courses, 
while key members of other clubs 
have served as instructors and lec- 
turers in established sales manage- 
ment and distribution courses at 


*| Boston College, University of Buf- 


falo, City College of New York and 
others. 


Three Appoint Sudler 


Sudler Co., Advertising, Los An- 
geles, has been named to direct 
the advertising of Independent 
Iron Works, Los Angeles, manu- 
facturer of Paramount bar bells; 
L. M. Cox Mfg. Co., Santa Ana, 
Cal., manufacturer of Thimble 
Drome miniature racing cars, and 
Precision Specialties, Inc., Los An- 
geles, manufacturer of Revell plas- 
tic toys. Consumer and trade pub- 
lications will be used. 


To Gordon & Mottern 


Adelphi Paints, New York, has 
appointed Gordon & Mottern, New 
York, to handle advertising for 
Adelphi’s Redi-Blend paint. 


Copr. 1949—National Comics Publications, Inc. 


47% 


NATIONAL COMICS... .good to the last drop 


Yes they are!—like that well-known brew, National Comics, 
too, are good to the last. And with adults, also! 


of the 21-30 age group; 46% of the 31-45 year group, 
20% of the over 45 bracket—in fact, almost half the people 
over 8, and in almost half the homes . . . comics head the ‘“‘must”’ 
reading list. And, 4 out of 5 of all regular comics readers read 


National Comics. 


Recommendation enough, eh? For an all-family ad medium, 
cutting across economic, social, geographic barriers . 
comics! And National Comics can do the complete job for you. 


"Nuff said! 


THE NATIONAL COMICS GROUP 


Chicago e 


Represented by: 


RICHARD A. FELDON & Co., INc. 
205 East 42nd Street, New York 17 
San Francisco 


Los Angeles e 


.. buy 


e Portland 


Mitchell Calls 
Publicity Men 
‘Racketeers’ 


Cuicaco—Publicity people, “the 
free handout racket” and “so- 
called public spirited organiza- 
tions” were scathingly denounced 
at the sixth annual convention of 
the Association of Women Broad- 
casters, by Maurice B. Mitchell, 
director of broadcast advertising, 
National Association of Broad- 
casters. 

Mr. Mitchell accused the women 
broadcasters of “giving away time 
on their programs before radio 
salesmen can get back to the sta- 
tion with orders for that time,” 
and said that the women, too often, 
are prey to “free time chiselers” 
who “make good use of three com- 
mon human failings—greed, lazi- 
ness and fear.” 

“These press agents,” he said, 
“who are disguised as everything 
from public relations counsellors 
to home economists, are not the 
least bit interested in your wel- 
fare, in your program, or in your 
radio station. They are interested 
only in getting something for 
nothing—and that something is 
the very same advertising that 
our radio salesmen are pounding 
the pavements every day to sell at 
rate card rates.” 


ws He denounced “free loaders” 
who pose as institutes or organiza- 
tions, “free time hounds” who use 
local influence to get on shows 
and “publicity departments of ad- 
vertising agencies and advertisers 
who often ‘infer’ that paid adver- 
tising might follow if you first 
use free publicity, or who ‘sug- 
gest’ that other stations in your 
area will get the advertising now 
on your station if you aren't 
‘cooperative.’ ” 

“The tip-off on many of these 
free advertising chasers is often 
the little return post card that 
comes with their copy. You’re 
asked to let them know how you 
liked the material you received, 
and—here’s the most important 
item—when and how you're using 
the material being sent you. 

“When you fill in and send that 
card back to a press agent or so- 
called ‘information bureau’ you’re 
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| giving someone the data necessar 
to prove that it’s possible to ge 
radio advertising free.” 


ws “Thousands of people,” M) 
Mitchell charged, “make their liv 
ing preying on the susceptibilitic 


of women broadcasters, sports 
broadcasters, disc jockeys, an! 
even radio salesmen and station 
managers. 


“The racket... has been dresse | 
up in all sorts of disguises, the 
most common being the cloak of 
public service. The sins that have 
been committed by publicists in 
the name of democracy, better 
health, morals, beauty, juvenile 
delinquency, veteran’s welfare ani 
many other public service themes, 
are legion...and lots of broad- 
casters just never stop to realize 
how completely they are giving 
away their stations.” 

In conclusion, Mr. Mitchel}! 
warned the women to “beware of 
the growing group of so-called 
public spirited organizations who 
are advising their members in your 
communities that ‘radio has a 
public service obligation under the 
FCC’ and are using this as a lever 
to get free advertising from you 
that is paid for in other media.” 

“I am certain,” he said, “that 
the FCC would join with me, if 
the question were ever put to 
them, in pointing out that many of 
these ‘public service’ enterprises 
are not only commercial in nature, 
but often contain propaganda of a 
most debatable nature.” 


Distilled Spirits Institute 
Elects Gen. Schwengel 


General Frank R. Schwengel, 
president of Joseph E. Seagram & 
Sons, New York, has been elected 
chairman of the board of Distilled 
Spirits Institute, succeeding Ows- 
ley Brown, chairman of Brown- 
Forman Distillers Corp. Mr. Brown 
was elected honorary chairman of 
the institute. Mr. Brown is suc- 
ceeded as a director of the insti- 
tute by his son, George Garvin 
Brown, executive vice-president of 
Brown-Forman. 

General Schwengel has been a 
director of the institute since 1936 
and has served as its vice-presi- 
dent, president during 1945 and 
1946, and chairman of the execu- 
tive committee from 1947 to the 
present time. 


Tipweeve to Miller-Gould 


Tipweeve Corp., New York, 
maker of home weaving kits, has 
appointed Miller-Gould & Co., New 


York, to handle its advertising 
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an army of ice fans packed Chicago Stadium 
to the rafters Feb. 18 at a $3.70 top to thrill 
to The Chicago SUN-TIMES Annual All-Star Ice Show. 
For three memorable hours they were held spellbound 
by a glittering spectacle featuring Barbara Ann Scott 
and other top professional ice stars, local amateur rink 
talent and the Chicago Black Hawks. 


The picture shows only part of the more than 18,000 
SUN-TIMES readers who attended this annual benefit 
for hospitalized veterans. It shows none of the other 
thousands, disappointed in the rush for tickets, who 
enjoyed the complete program at home through facil- 
ities of Television Station WBKB. 


This spectacular success underscores the fact that The 
Chicago SUN-TIMES draws a paying crowd. SUN- 
TIMES advertisers know it, to their profit. For details 
on capturing the attention of the same eager, inter- 
ested readership to move your goods in Chicago, 
contact 


vn 


NCE again—for the 11th consecutive year— 


a SG Oo 


TIMES 


THE PICTURE NEWSPAPER 


Circulation: 


643,339 


Total Average Net Paid Daily 


ABC Publisher's Statement, 9/30/48 
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Along the Media Path 


e Income, education and other 
characteristics of the 9,400,000 
families which read The American 
Weekly, and their response to the 
magazine’s editorial features, have 
been determined by Alfred Politz 
Research, Inc., under the super- 
vision of a four-man committee of 
leading researchers. The foursome 
included Dr. Vergil D. Reed of J. 
Walter Thompson Co.; Dr. Frank- 
lin R. Cawl, Kudner Agency; D. 
E. Robinson, C. J. LaRoche & Co., 
research committee chairman of 
the Four A’s, and Dr. Darrell B. 
Lucas, New York University, tech- 
nical adviser of the Advertising 
Research Foundation. The find- 
ings, said the researchers, present 
“a satisfactorily reliable picture” 
of characteristics of the magazine’s 
market and reader opinion on 
special aspects of the articles pick- 
ed for investigation. More than 
84% of all readers said they found 
The American Weekly “entertain- 
ing and also educational”; 10.1% 
“only entertaining”; 2.5% “only 
educational,” and 3.2%, “neither of 
these.” 


e Buying habits and brand pref- 
erences of teen-age girls are tal- 
lied in Seventeen’s third continu- 
ing study, based on a poll of 3,000 
1948 Consumer Panel members 
and 750 girls who had answered 
previous surveys. The survey, now 
being distributed to agencies and 
the trade, also reveals the use 
and ownership of toiletries, cos- 
metics and other personal-care 
products by the teen-agers. Titled 
“Beauty and Personal Care,” the 
study is No. 9 in a series of Con- 
sumer Panel reports issued by the 
Triangle Publications magazine. 


e Add record-breakers: The 
March issue of Better Homes & 
Gardens is the biggest March issue 
in the history of the magazine, car- 
rying 99,231 lines of advertising, 
5,525 more than a year ago; and 
282 pages, compared with 264 for 
March, °48. 


e Colin Carmichael, who joined 
the staff of Machine Design in 
1942, is taking over the duties of 
retiring editor Laurence E. Jermy. 
Jermy, editor since the Penton 
publication was launched in 1929, 
will continue as a consultant and 


First with the most in 
NEW ORLEANS 


TV Channel 6— 
31,000 watts 
New Orleans’ first 
and only. Transmit- 
ting from atop the 
Hibernia Bank Build- 
ing—the Empire State 
of the Deep South. 
ABC — NBC 
DUMONT —.WPIX 
Television Afhliate 
Affiliated with 
New Orleans Item 


AM 1280 kc — 5000 w 
(effective 20,000 watts in 
greater New Orleans) 


Covering New Orleans, South 
Louisiana and the Gulf Coast. 
FM Channel 287 — 15,000 watts 
(C. P. 155,000 watts) 


WDSU’'s dominant Hooperating, pioneer- 
ing service and high listener loyalty is 
THE buy in New Orleans! 


NEW ORLEANS ABC AFFILIATE 


be Eber a 


contributor... Burton H. Holmes, 
former structural designer with 
Lockwood Greene Engineers, New 
York, has been appointed technical 
editor of Progressive Architecture, 
Reinhold publication... 


e “The Companion Takes the 
Floor” is the twin title of two 
folders issued by Woman’s Home 
Companion pointing up two ex- 
amples of its editorial influence. 
One booklet shows how the mag- 
azine’s public service program has 
been adopted by 2,459 women’s 
clubs throughout the country. The 
second tells how WHC has sparked 
a series of merchandising hits 
with 1,638 department stores. 


e@ The 1949 progress edition of the 
Union-Bulletin, Walla Walla, 
Wash., carried more than 20,000 
inches of display advertising and 


eam 
- ie ; 


totaled 204 pages, with 19 ads run- 
ning in one or two colors and 
black. Publisher John G. Kelly has 
issued such an edition each Feb- 


j| ruary for more than 25 years. 


e San Francisco’s first video out- 
let, KPIX, is acknowledging re- 
ception reports with a _ special 
“KPIX Pioneer Television Club” 
membership card. The two-color 
postcard carries a personalized 
“thank you for the reception re- 
port” from Philip G. Lasky, gen- 
eral manager of the station, and a 
souvenir card bearing the hand- 
written name of the reporting 
viewer. KPIX has mailed hun- 
dreds of them to fans in more 
than 20 northern California coun- 
ties. 


e Britain, despite its austerity 
program, was the biggest adver- 
tiser in the 56-page International 
Travel Section published by the 
New York Times with its March 
6 issue, with a total of seven and 
a half pages of copy. The section, 
inaugurated by the Times last 


year, is considered the biggest 
ever published by a U. S. news- 
paper. Ad volume this year jumped 
to 42,809 lines, a gain of 3,374 
lines over the record-making in- 
augural issue. 


e In a “Thanks to Bill Macdon- 
ald” campaign, KFAB, CBS Om- 
aha affiliate, is completing a 
“Farm Service” contest offering 
more than $11,000 in prizes for 
contestants who write in to de- 
scribe the service programs they 
prefer. The promotion, backed by 
a heavy schedule in out-state 
newspapers and color copy in 
Nebraska Farmer, is built around 
Bill Macdonald, farm service di- 
rector, and his 23 years in radio. 


e@ It looks like the unique “Yard- 
ville U. S. A.” project is going to 
snowball, McCall’s magazine re- 
ports with obvious satisfaction. The 
plan was launched when two Mc- 
Call’s editors, 15 families and 
several Philadelphia city planning 
groups transformed a crowded city 
block into a village green. Now 
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the Philadelphia Junior Chambe 
of Commerce is campaigning t, 
implant the idea in more than 40) 
cities throughout the country. Th: 
“Yardville” story, first printed i, 
the February McCall’s, has bee, 
reprinted in booklet form and wo 
a Page 1 story in Retailing Dail, 
showing how the project opers 
a big field for the merchandising 
of outdoor equipment, garden 
furniture and allied goods. 


Savoye Appoints Parkin 

Savoye Specialty Co., New York, 
has appointed Edwin Parkin Ac- 
vertising, New York, to handle 
advertising for Horner’s liquid 
shave. 


Botstord Advanced 

J. F. Botsford, in the sales de- 
partment, has been appointed 
merchandising supervisor of Hiram 
Walker & Sons, Walkerville, Ont. 


Radio Features Names Girard 

Radio Features, Inc., Chicago, 
has named Paul Girard Co., Dallas, 
as its sales representative in the 
Southwest. 


of corrugated and fibre board. The next time you 
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River Raisin is equipped to supply all of your 
display requirements. A new and different 
service . . . a8 convenient as your telephone. 
Our Creative Staff supplies the basic idea. . . 
our Production Experts produce the finished 
display in our fully equipped Monroe, Michigan 


plant. You can expect economies because River 


Raisin is one of the country’s largest manufacturers 


want dimensional displays that produce immediate 


action call for our ONE CALL FOR ALL service. 


Lisi RIVER RAISIN PAPER COMPANY 


DISPLAY DIVISION 
MONROE, MICHIGAN 
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/ronrite Opens ‘49 
Advertising Drive 


Mr. CLEMENS, Micu.—Ironrite 
jroner Co., having solved its ma- 
‘rial shortages, is launching a 
pational campaign for its ironers 
{ aturing the idea of ending drudg- 
ery with an ironer, and using 
estimonials to assist. 

The spreads, scheduled to run in 
Good Housekeeping and McCall’s, 
use the picture and caption tech- 
I 
I 


, que to describe how and why 
ronrite saves labor. In addition, 
the company has produced a color 
fiim to show how shirts, lingerie 
and pleated skirts can be ironed 
mechanically. 

Brooke, Smith, French & Dor- 
rance, Detroit, is the agency. 


Kilmur Appoints Warner 

Harold Warner Co., Buffalo, has 
been named to direct the adver- 
tising of Kilmur Corp., Kilkenny, 
Minn., manufacturer of Beacon- 
trol for operating vehicle warning 


signals. 


BACKSTAGE CONFERENCE—Principals in “‘Lambs Gambols,” General Foods’ new tel- 
evision show, hold a behind-the-scenes huddle following the NBC telecast. They are, 
left to right: Tom McDermott, director; Herb Leder, Benton & Bowles TV manager; 


Jim Delafield, Maxwell House advertising 


manager; William Goxton, musical comedy 


star, and Benton & Bowles Vice-Presidents Esty Stowell and Walter Craig. 


Western Electric Sales Up 


Western Electric Co., New York, 
has reported sales of $1,132,972,000 
for 1948 as compared to $995,964,- 
000 for 1947. Net income totaled 
$50,848,000 in 1948 whereas the 
total for 1947 was $32,291,000. 


Knollin Closes Branch 


Knollin Advertising Agency is 
closing its Los Angeles office 
March 31. The agency’s San Fran- 
cisco office will take over all 
the work formerly handled in the 
Los Angeles office. 


Jacob Schmidt Names McCall 
General Sales, Ad Manager 


C. L. McCall has been appointed 
general sales and advertising man- 
ager of the Jacob 
Schmidt Brew- 
ing Co., St. Paul, 
brewer of City 
Club beer. He 
was formerly 
general sales and 
advertising man- 
ager of G. Heile- 


man Brewing 
Co., La Crosse, 
Wis 


The Schmidt 
company, through 
Olmsted & Foley 
Advertising Agency, has plans for 
an extensive newspaper and out- 
door poster campaign. In addition, 
the .brewery is planning a com- 
plete redesigning of its label. 


McGraw-Hill Boosts Allen 


Joseph H. Allen, in the Chi- 
cago office, has been appointed 
in charge of the new southwestern 
district office of McGraw-Hill 
Publishing Co., with headquarters 
in Dallas. 


C. L. McCall 
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MEANS TO OUR 
CLIENTS 


ALENTED, sales-wise advertis- 
‘Ta agency personnel is not all 
concentrated in high-priced cen- 
ters. Fortunately, many experi- 
enced people have been able to 
avoid or shed metropolitan ties 
and build successful careers while 
enjoying real living in delightful 
small cities. 


But there are few Cif any) just 
like Champaign . . . a real adver- 
tising oasis. Although more than 
a hundred miles from any metro- 
politan center, it has so much resi- 
dence appeal to so many people 
that we are able to maintain a 
complete, capable agency staff 
(plus a waiting list) with the 
greatest of ease. 


Equally unusual for a small city, 
Champaign is well populated with 
top-notch artists, commercial 
photographers, retouchers, en- 
gravers, printers... all graphic 
arts suppliers needed by a pro- 
gressive agency. As a result, we 
never have to depend upon metro- 
politan sources for a single thing 
in the creation and production of 
publication or direct mail adver- 
tising that sells the goods 

Our clients benefit 


We will be glad to show you the 
many advantages of this non-met- 
ropolitan oasis, in relation to your 
advertising dollar. Write or ‘phone 


GRUBB & PETERSEN 
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Nevada Ad Series 
Wins Merit Award 
for Oldtime Tales 


Reno—Gambling profits pay for 
the advertisements, but that pre- 
sents no moral obstacle to an 
award of merit for a series based 
on Nevada history and run in 
Nevada newspapers since 1947. 

The award, conferred annually 
by the American Association for 
State and Local History, paid trib- 
ute to the series inaugurated by 
the Thomas C. Wilson Advertising 
Agency for its Reno gambling 
house client, Harold’s Club. Copy 
in the series has retold the story 
of Nevada as the fabulous land 
of silver and gold bonanzas, and 
has used historical incidents cover- 
ing almost every hamlet or ghost 
town in the state. 

The unusual ads, appearing 
weekly, now run in 28 Nevada 
newspapers, and a compilation of 
the first 64 was published last 
year in book form. During 1949 
the agency plans to issue 60 addi- 
tional tales in similar form. Copy 
for the ads is written in the 
agency, and directions for art- 
work are checked for authenticity 
before it is completed by the 
San Francisco office of Shawl, 
Nyeland & Seavey. 


ws The citation accompanying the 
award to the agency praised not 
only the original ads, but posters 
which are based upon them; the 
book, “Nevada,” and a historical 
essay contest conducted through- 
out the high schools of the state. 

Most of the space in the large- 
size ads is devoted to the historical 
incidents, such as the “Commotion 
at Como” when woodcutters mis- 
takenly thought the Indians were 
on .the warpath; and “Sutro’s 
Coyote Hole,” a multi-million 
dollar tunnel that drained waters 
from the deep Comstock Lode 
mines and paid off in royalties. 
Readers who want reprints are 
asked, over the signature cut, to 
write Harold’s Club, which has 
“More than 5,000 visitors daily— 
4 out of 5 from outside Nevada.” 


Li Falco Names Richland 


Li Falco Mfg. Co., New York, 
manufacturer of infant’s and chil- 
dren’s clothing, has appointed 
Irwin S. Richland Co., New York, 
to handle its advertising. 


— IN THE 


PANTAGRAPH 


Can You Reach 117,000 
People In Central Illinois 


BLOOMINGTON — 


$1,587.06 per capita 
retail sales. First in 
Illinois population 
30,000 or more.* 


*Copr. 1948. Soles Monagement 
Survey of Buying Power, further 
reproduction not licensed 
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Manages Store Broadcasting 


Station WEAW-F\, Chicago, has 
taken over the management of 
Store Broadcasting Service, Inc., 
which provides music and food 
product announcements to IGA 
supermarkets throughout the Chi- 
cago area. Storadio Advertising Co. 
has been named national sales 
representative. 


Cunard Ups Mulligan 


William J. Mulligan, assistant 
manager of the advertising and 
publicity staff of the Cunard White 
Star Line, New York, has been ap- 
pointed advertising and publicity 
manager of the line. 


Federal Savings 
Associations Open 
New National Drive 


St. Paut—A two-color page in 
the March 14 Time opened Bron- 
son West Advertising Agency’s 
campaign for a group of Federal 
Savings & Loan Associations 
throughout the country. 

The drive, result of an eight- 
month effort in lining up a num- 
ber of savings and loan associa- 
tions in a national effort, will 
continue with large-space copy in 


Better Homes & Gardens, The Sat- 
urday Evening Post and Time at 
seven-week intervals. 

The ads carry an offer of a 
booklet called “Preventable For- 
gettables,” which explains the 
functions and services of Federal 
Savings & Loan Associations, and 
has a checklist for prospective 
home builders or remodelers. The 
booklet is obtained from associa- 
tions listed in the copy. 


Jack Benny Ranked First 
on Pacific Hooperatings 


Jack Benny ranked first among 
the first 15 programs in the Feb- 
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ruary Pacific Program Hoo;- 
eratings. Walter Winchell place ; 
second and Fibber McGee anj 
Molly, third. 

The average evening sets-in-u;s 
of 38.6 reported was down 0j 
from the last report, and up 25 
from a year ago. The average 
evening rating was 10.0, down 0! 
from the last report and down 0 5 
from a year ago. 


NBC Appoints Hancock 


Paul Hancock has been named 
administrative assistant to NBC's 
director of stations departments, 
New York. He formerly was st: - 
tion relations representative for 
Mutual. 
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New Mail Adclub Elects 


Mrs. Lila Casady, of Mail Ad- 
vertising, has been elected presi- 
ient of the newly organized Seattle 
branch of the Mail Advertising 
Service Association. Other officers 
ire: Gerald Cone, Cone Mail Ad- 
vertising Co., vice-president, and 
fred Klein, Alpha-Staunch Direct 
Vail Service, secretary-treasurer. 


Williams Joins Dix 

Robert M. Williams, formerly 
vith the U. S. Rubber Co., Chicago, 
1as joined the Detroit office of 
George S. Dix, exclusive repre- 
sentative of the Philadelphia In- 
juirer in Michigan and Ohio. 


Directs Nighttime Shows 


Gail Smith has been named di- 
rector of radio in charge of night- 
time programs for Procter & Gam- 
ble Productions, Inc., Cincinnati, 
instead of in charge of daytime 
programs as was reported to AA 
by P&G (AA, March 7). 


Popper Opens Chicago Office 


William C. Popper & Co., New 
York, comic book printer and 
creator of picture books for indus- 
try, has opened a Chicago office 
at 55 E. Washington St. Jane Gar- 
field Field will be in charge of the 
new office. 


Grey Agency Names Vitriol 


Herbert A. Vitriol, former direc- 
tor of research of Grey Advertis- 
ing, New York, has been named to 
the newly created position of direc- 
tor of research and media of the 
agency. Harry J. Duffy continues 
as director of media. 


Spencer Heating to B&B 


The Spencer heating division, 
Williamsport, Pa., of Avco Mfg. 
Corp. has appointed Benton & 
Bowles, New York, to handle its 
advertising. The account was pre- 
viously handled by McCann-Erick- 
son, New York. 


New Sheaffer Pen, 


Touchdown, to Bow 


in July Magazines 


Fort Maoptson, Ia.—W. A. Sheaf- 
fer Pen Co. will break a national 
advertising campaign for its new 
Touchdown pen in July—long af- 
ter dealers have had a chance to 


move their inventories of the 
standard merchandise it will 
supersede. 


Sheaffer adopted the new name 
to point up the ease of operation; 
the Touchdown, it claims, empties, 


& local programs are on WEL. - 


In fact, all week long “Columbia 
| riendly voice in Boston” delivers 


‘the biggest rating more often than all 
other Boston stations combined! 


without getting burned in the proces? 
Ask us or Radio Sales to tell you : 
more about one of these mighty 


. attractive programs on. a WE E | 
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cleans and refills to its enlarged 
capacity at a single down-stroke 
of a light finger-touch. Filling de- 
vices of pens, Sheaffer says, pro- 
voke the most frequently-voiced 
objections from fountain pen 
owners. 

The Touchdown, retailing at $10 
and more, will be promoted during 
the July-September quarter with 
full-color pages and half pages in 
15 magazines. The company also 
will use newspaper magazine and 
rotogravure sections, with the list 
still incomplete. 


s The new Touchdown device, 
with the advance approval of a 
group of buyers and merchan- 
disers, will be incorporated 
throughout the Sheaffer “White 
Dot” line. Exterior styling of the 
pens will remain unchanged, how- 
ever, and C. R. Sheaffer, company 
president, said Sheaffer will with- 
hold all national advertising until 
dealers have had ample time to 
move any standard merchandise 
still in their stocks. 

The company is promoting its 
Sentinel line, including the Sen- 
tinel Threesome of pen, pencil and 
Stratowriter ballpoint pen, with 
full-color copy in a number of 
magazines. The Stratowriter was 


introduced in the fall of 1946 as 


Sheaffer’s entry in the ball pen 
market. The first’ model sold at 
$15, but the company since has 
expanded the line to include writ- 
ing instruments from the cheapest 
to the most expensive matching 
pen and pencil sets. 

Russel M. Seeds Co., Chicago, 
handles the Sheaffer account. 


St. Regis Boosts Sales — 


For the fifth successive year, 
St. Regis Paper Co., New York, in- 
creased its net sales in 1948, which 
rose from $143,864,583 in °47 to 
$162,672,926 last year. The com- 
pany, which increased its produc- 
tive capacity at its southern kraft 
paper mill and multiwall bag 
plant in Pensacola, Fla., reported 
net income of $14,859,803 last year, 
compared with $14,631,325 the pre- 
vious year. 


Leo Kennedy Joins B&B 

Leo Kennedy, former copy chief 
of Needham, Louis & Brorby, Chi- 
cago, has joined Benton & Bowles, 
New York, as copy group head. 


Delicia to Paris & Peart 

Delicia Chocolate & Candy Mfg. 
Co., New York, has appointed Paris 
& Peart, New York, to handle its 
advertising for Delicia products. 


(Advertisement) 


Named by Schenley - 


Jeffrey W. Clapp, who has been elected 
a vice-president and director of Schen- 
ley Distillers, Inc. Mr. Clapp is also a 
vice-president of Schenley Industries, 
Inc. Mr. Clapp is a reader of The Wall 
Street Journal. He is one of the 26,020 


decision-making vice-presidents and 
directors of American industry (of a 
total audience of 223,641 business lead- 
ers) who look for vital information in 
the pages of America’s only national 


business daily. A regular Wall Street 
Journal reading habit helps anyone 
who wants to “get ahead in business.” 


If you are an advertiser wanting an 
“alive” readership among executives, 
The Wall Street Journal should head 
your list. 
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‘Newsday’ Clears 
100,000 Hurdle, 
Boasts Ad Gain 


New YorK—Newsday, the Long 


Island tabloid which has added 
circulation at a  1,000-a-month 
rate since its founding in 1940, 
last week revealed with pride it 
had passed the 100,000 mark. 


Newsday also reported with glee 


that: 


New York Daily News), her cousin, 
Col. Robert R. McCormick (pub- 
lisher of the Chicago Tribune), and 
her late aunt, “Cissie” Patterson 
(who merged the Washington 
Times and Herald). 

In pace with its prospects, News- 
day and its 358 employes will move 
into a new plant and offices in 
Garden City this month, leaving 
the converted automobile show- 
room in Hempstead which served 
as headquarters since its founding 
eight and one-half years ago. 


Skycoach Launches 
Newspaper Campaign 


Skycoach Air Travel Agency, 
through White, Berk & Barnes, 
New York, has launched a cam- 
paign in New York, Philadelphia, 
Boston, Chicago, Los Angeles and 
San Francisco newspapers to pro- 
mote its new 50-passenger Curtis 
Curvair. Skycoach offers non- 
scheduled flights from New York 
to California for $99 and New 
York to Miami for $50 plus tax. 

Skycoach has opened a Chicago 
office at 111 W. Washington. 


Arthur Brown Opens 


Largest Art Supply Store 

Arthur Brown & Bro. opened 
a new art supply store at 2 W. 
46th St., New York, on March 15. 
The new art store, said to be the 
largest in the country, covers an 
area of 20,000 square feet. 

In addition to carrying all types 
of art supplies, material in such 
allied fields as silk screen process, 
hobbycrafts, plastics, picture 
frames, art prints, and photo- 
graphic supplies are available. 
Paintings, sculpture, advertising 


Advertising Age, March 21, 194: 


art and other exhibits of interes 
are on display in the exhibi 
room, and lectures, motion picture 
and demonstrations of art method 
and techniques will be held in th: 
lecture theater. 


Boone Appoints Briggs 


Robert M. Briggs, formerly . 
member of the advertising an: 
service department of the Louis. 
ville Courier-Journal and Time:. 
has been named an account exec - 
utive of Boone Advertising Agen - 
cy, Louisville. 


1. It carried more than 14,000,- 
000 lines of advertising in 1948. 

2. Newsday was first in adver- 
tising among all evening tabloid 
newspapers in the U. S. in 1948, 
and second only to the New York 
Daily News among all tabloid 
newspapers. 


a The meteoric rise of Newsday 
was held by the observers to show 
the same flair for newspaper pub- 
lishing in Alicia Patterson as in 
her father, the late Capt. Joseph 
M. Patterson (who founded the 


How to plan, 
produce and use 
PRINTING 
ADVERTESING 
DIRECT MAIL 


most effectively 


'T here's usually one 

best way to han- 
dle each of your printing jobs. Whether you 
should use letterpress or offset, silkscreen or 
other specialized process, a pamphlet, letter 
or both, depends upon a host of factors that 
vary from job to job. Here's the handbook 
that shows you how to choose the right 
printing process for a specific job . . . how 
to plan, produce and use the finished piece 
most effectively. Time and money-saving in- 
formation is compiled in quick-reference, 
alphabetical form for all types of printed 
matter—circulars, catalogs, posters, letters, 
labels, signs, displays, periodicals, etc. This 
handbook is your “production expert’. . . 
your guide to effective printed jobs at a 
cost that fits your budget. 


JUST PUBLISHED! 


PRINTING and 
PROMOTION 
HANDBOOK 


y DANIEL 386 pages, 

MELCHER, illustrated, $6.00 
publishing Here are produc- 
Director, ournal tion “‘tricks of the 
Library nev trade’, tips, pointers, 
and err and information that 
LARRI Young you'll use daily. The 
Editor, a HANDBOOK shows you 
Americe ; . how to plan a 

| Readers complete campaign 
how to plan and pro 
duce specific printed material how to get the 
most out of your cuts and plates . how to take 
full advantage of postal and shipping regulations 
. how to use direct mail advertising—how to 
handle any kind of advertising or promotion piece, 
from developing the original idea to getting the 
finished material produced in the most effective and 


economical manner. 


SPECIAL FEATURES 

The HANDBOOK provides quick, ac- 
curate reference: where-to-buy-it informa- 
tion for every type of printing service and 
product . . . typical prices to help you in 
comparing, estimating, and budgeting . . . 
extensive type specimens . . . suggestions 
on where to get information on specialized 
subjects . . . and actual construction and 
mechanica, 
workings of 
all the print- 
ing processes, 
etc. etc. 


Sollee a 
McGRAW-HILL 
BOOK com. ff 
PANY, Inc., r] 
330 W. 42d St., 

NYC 18, NY 

i Send me Melcher and 
Larrick’s PRINTING AND PROMOTION i 
HANDBOOK for 10 days’ examination on ap- | 


proval. In 10 days 1 will remit $6.00, plus a 
few cents delivery charge, or return the book §f 
BE penveid We pay delivery charge if you send 
cash with this coupon. Same return privilege i 
i Name | 
Address 
i City Zone State y 
Company 
Position AGE 3-21-49 8 
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: : A loss was shown, he said, even| of accounts receivable by shorten-|launched a 13-week advertising 

nibi Home Furnishing though some of the individual|ing mail order credit terms for og - The my pee ag 
stores returned a reasonable profit.| spring, 1949, from 15 months to a| ™"g fost to promote its new top 
nod Stores Show Loss, Management is correcting “im-|limit of 12 months, with certain eb hein ite te mi 
th : portant phases” of the home store} higher priced items as exceptions.” : ” 
Sp iegel Head Say, s operation and expects better re-| Spiegel lists net sales for °48 at aceipnta. 
Cuicaco—The company’s 11/sults in 1949, he added, “even! $134,622,916, a 7.5% increase over 
home furnishing stores were the/though the retail furniture trend| the previous year’s total of $125,- Insurance Publication Bows 

| only group of retail outlets to op-| has not been favorable since last | 188,211. Earnings last year rose to} Insurance Field Co., Louisville, 
> erate at a loss during 1948, M. J.| fall.” $4,404,283 from $2,231,986 in 1947.|has launched a new national 
ale. Spiegel Jr., president and general} Total instalment accounts have — oe — aed n- 
me:. manager of Spiegel, Inc., advised increased, Mr. Spiegel said, and| Koppers Launches Campaign agents, called rhe En ay tn HA VE 
xec - stockholders last week in his an-|“the company has taken further) he piston ring division of pany P. A. Fred C. Crowell Jr. is 
gen - nual report. steps to speed the cash turnover|Koppers Co., Baltimore, has| editor and publisher. 
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MARKET 


La 


the E ig 10 


one of 
© CAPPER'S. “FARMER “ADVANTAGES! 


CAPPER’S FARMER’S BIG TEN 


Mid-America is the best farm market on 1. Largest rural publisher is 

earth. Here are the biggest farms, the rich- in America. South <> 
est soil. Here - the signees farm — 2. Richest farm market in Gincttinete 
—and of late they’re higher than ever! Only the world 

fifteen states, yet they dominate dairying. Largest 


3. Best coverage buy. 
4. Quality circulation. 
5. No mass small-town 


monopolize meat production—they account Serving the rich Piedmont area, 
where employment and incomes are 
highest, and where retail and whole- 
sale sales are greatest in South 


Carolina, Greenville offers you the 


for twice as much grain as all other states 
combined! 


To these same fifteen states goes 92% of Cap- circulation. finest market in the state. 
, M4 4 3 . *Aud vreau irculation es 
per’s Farmer circulation. 6. Farm-tested ed itorial “> ° eau of Circulations latest 
That’s concentration! Yet, even here, in material. 


THE 

GREENVILLE 
NEWSPAPERS 
ARE 

DELIVERED 
DAILY IN | 
MORE THAN 


87,000 
HOMES 


this wealthiest of farm areas, Capper’s 


7. Reader confidence. 


8. Merchandised editorial 
content. 


9. Market dominated 
by farmers. 


10. Most quoted farm magazine. 


Farmer is selective. Its subscribers are the 
1,350,000 lJeading farm families of Mid- 
America—in short, the market of markets! 
And this rich market is only one of the 
BIG 10 Capper’s Farmer advantages... 


EP St TP ty, 


only Cappers Farmer 


Topeka, Kansas 
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MORNING & SUNDAY 
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WOR Names Seebach 


Julius F. Seebach Jr., adminis- 
tration secretary of the Metropoli- 
tan Opera Association, has been 
named vice-president in charge of 
program operations at WOR, New 
York. He held the same position 
at WOR from 1941 to 1945. Mr. 
Seebach began his radio career as 
an announcer on the New York 
outlet in 1925. 


Publishes ‘Sanitation’ 


Powell Magazines, Inc., New 
York, will publish the first issue 
of Modern Sanitation, a monthly 
magazine specializing in institu- 
tional and industrial housekeeping 
and sanitation, in April. 


Appoints Friedheim 

Robert Friedheim, formerly di- 
rector of the radio recording di- 
vision of NBC, has been named 
sales manager of World Broad- 
casting System, with headquarters 
at 501 Madison Ave., New York. 


Blum’s Appoints Greenthal 

Blum’s, San Francisco, has ap- 
pointed the Monroe Greenthal Co., 
New York and Los Ange'es, as 
its advertising agency. 


Grossman Agency Moves 

Richard I. Grossman, Canton, 
O., agency, has moved its offices 
from the People’s Bank building 
to 100 Market Ave. N. 


LAURENCE INC 
HOTO ENGRAVERS--CHICAGO 
: ‘Telephone WAbash 2-6284 


a 47 South Clark Street 


ee en 


Financial PR Men 
Told Basis of Bank 
of America’s Plans 


Detroitr—Lou Townsend, vice- 
president of Bank of America, San 
Francisco, told the Financial Public 
Relations Association here Monday 
that banks should be among the 
most active advertisers in their 
communities. Because, he said, 
they have more varied services to 
sell. 

“Banks have nothing to fear 
from government competition if 
they do a better job and tell the 
public so in a consistent advertis- 
ing program,’ Mr. Townsend de- 
clared. “If they can’t do a better 
job than the government, they 
should get out of the business. 

“Bank advertising requires more 
hard thinking in preparation of 
copy and mapping of programs 
than the general run of advertising 


. 


because the responsibility of the 


BOSTON JUNIORS START—At the third annual joint meeting of the junior and senior 

Boston Advertising Clubs are, left to right: Harold Fellows, New England manager 

of CBS and senior adviser to the junior club; Bob Farrington, Batten, Barton, Dur- 

stine & Osborn, junior club president, and Carlton Strong, manager of the Boston of- 
fice, Rumford Press, and president of the senior club. 


banks is so great it reaches every 
segment of the community.” 

Mr. Townsend said that the Bank 
of America for many years has 


a 


‘SMALL TALK 


ae a eo] 


SMALL ADS can produce big sales. Their economy of 
space permits greater frequency——lets more people 


see the message more often, possibly at the very 
moment they feel the need for the product. These 


Bromo-—Seltzer ads are the result of extensive test— 


ing of headline, copy, art and layout techniques. 


They stand out in Sunday supplements and magazines 


to do a man—sized selling job for Emerson Drug Co. 


Reger 


TTER 
——t OLD BA’ Condition 
POwER 


PAYS WAY 


SUNDAY SUPPLEMENT advertising can be made to pay 


its own way while doing a long-haul job of estab- 
lishing a brand preference. Every other week, 


Western Auto Supply Co., 


BBDO Los Angeles client, 


runs four-color pages in Pacific Coast Edition of 


The American Weekly 


. They' 


re merchandised with 


blow-ups for windows and interiors. One such ad 
rang up two months' average sales in eight days. 


NEW YORK 
MINNEAPOLIS 


* BOSTON 
* SAN FRANCISCO °* 


* BUFFALO °* 
HOLLYWOOD * 


BATTEN, BARTON, DURSTINE & OSBORN, Ine. 


Advertising 


CLEVELAND * 
LOS ANGELES * 


PITTSBURGH 
DETROIT 


CHICAGO * 


advertising art, this Cling Peach Advisory Board 
advertisement received a medal award for "Best 
Color Photography." (Of thirty-three awards, six 
were made for work done by BBDO San Francisco-—— 
more than were won by any other agency.) This ad 
also won "medal" results in helping California 
cling peach sales reach an all-time high in 1948. 


a 


LUCKY LEVEL 


THE WELL-KNOWN CHANT of the tobacco auctioneer 
has been set to music in this new Lucky Strike 


jingle 
words are common sense: 


"Feeling low? Feeling tense? These eight 
‘Smoke a Lucky to feel 


your level best...Smoke a Lucky to feel your 
level best.'" Now being heard on two network 
radio shows, the tune is effectively helping to 
put across the current "Lucky Level" theme. 


been conscious of the importance 
of advertising and spent 2% of 
its earnings on sales promotion 
efforts. This figure has been en- 
larged to 2.4% for 1949, he dis- 
closed. 

He stressed the importance of 
timing in the placing of bank ad- 
vertising, and showed the results 
of linking programs with commu- 
nity growth, trends and activity. 
“We have found that one well- 
timed advertisement with rela- 
tively poor copy was more success- 
ful than several perfectly written 
ads offered without regard to tim- 
ing,” Mr. Townsend declared. 


e But he repeatedly cautioned 
that banks should not consider be- 
coming active advertisers unless 
they intend to follow up with a 
continuous campaign. “If you don’t 
intend to stick with it please don’t 
throw away money with an in and 
out advertising program,’’ he 
warned. 

He said Christmas Club savings 
accounts have proved a good device 
for bringing people into the bank 
and said Bank of America will 
devote a large part of its late 1949 
advertising to promotion of its 
Christmas Club. In 1940, he re- 
ported, 265,000 club members 
saved $18,000,000 against a $19,000- 
000 saving by 185,000 members in 
1948. 


Elects Philips and Lane 


Kenneth Philips, merchandise 
manager, and Edward D. Lane, 
sales manager, have been elected 
vice-presidents of Lamont, Cor- 
liss & Co., New York. 


Willoughby Joins K&E 


John Willoughby, formerly assis- 
tant to the art director of Brigdens 
Ltd., Toronto, has joined the pro- 
duction department of Kenyon & 
Eckhardt, Toronto. 


Metropolitan 


EORIA 


Now 185,000 


*52"° in POPULATION, 


*S. M.'s Survey of B.P. 
100,000 to 250,000 Pop. Group 


JOURNAL STAR 


greets 97,000 eas 


Nat'l. Rep’s. WARD-GRIFFITH CO 
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239 new’ advertisers 
used Look in 1948 


‘| Already in 1949 
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ABC Offers Special 
Market Coverage 
to Video Sponsors 


New York—American Broad- 
casting Co. last week previewed 
“Market Melodies,” the two-hour 
program, with which it will start 
its daytime television schedule on 
WJZ-TV, New York, early next 
month. 

Anne Russell will preside over 
the session, which will include mu- 
sic, chitchat, household and buy- 
ing hints, menu suggestions, health 
talks, short informative movies, 
style shows and—wherever pos- 
sible—integrated commercials. 

“Market Melodies” will be 
heard from 2 to 4 p.m., EST, 
Tuesday through Friday, and from 
10 to 12 a.m., EST, Saturdays. 
Children will get into the act on 
Saturday with talented ones ap- 
pearing before the cameras. Car- 
toons and kids’ stories also will 
be scheduled. 

To offer sponsors what it calls 
a “one-two selling punch which 


LOOKED FOR IN 
9 OUT OF EVERY 10 
1OWA FARM HOMES 


Continuing Study of Farm Publi- 
cations No. 4 shows why advertising 
in Wallaces’ Farmer and Iowa 
Homestead has every chance to 
pay off to the limit. Traffic per 
page is unusually high through the 
whole paper. Average readership 
of both men and women is nearly 
the same. The Continuing Study 
credits Wallaces’ with 265,000 men 
readers of 12 years and over— 
215,000 women readers of 12 and 
over—a total of 480,000 readers 
for the surveyed issue. Sell Iowa, 
the market that’s rich in farm 
buying power, with the farm paper 
that's rich in readers. 


WALLACES’ FARMER 


aud \OWA HOMESTEAD 
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Dante M. Pierce 
Publisher 
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If you hoven treceived Study No. 4, orep- 
resentative will be glad tocoll with a copy. 


reaches Mrs. Shopper at home and 
Mrs. Shopper as she shops,” ABC 
has arranged for the permanent 
installation of four television sets 
in each of 25 Grand Union super- 
markets in the New York area. 
Other chains may be added to this 
guaranteed store coverage later. 
Advertisers may buy time on the 
program for one-minute spots with 
a minimum of five per week, one 
daily, at a cost of $540. ABC 
doesn’t plan to try to sell the show 
in 15 or 30-minute segments. 
Murray B. Grabhorn, vice-pres- 


ident in charge of owned and op- 
erated stations, said the program 
will not be started on a sustaining 
basis. He added that WJZ-TV 
hopes to begin the show by April 
15 with 14 to 17 participating 
sponsors, one of whom already 
has been lined up. 


To Associated Advertising 


Weezel Bait Co., Cincinnati, has 
placed its advertising with As- 
sociated Advertising Agency, Cin- 
cinnati. Trade publications and di- 
rect mail will be used. 


Carnation Sales Increase 

Sales of the Carnation Cc., Los 
Angeles, were the largest in the 
company’s history in 1948, with a 
| total of $260,027,477 for 1948, com- 
|pared with $231,339,460 for 1947. 
Net income for the past year was 
$5,768,383 as compared with $4,- 
283,387 in 1947. 


Strick Names Weightman 


Strick Co., manufacturer of alu- 
minum truck bodies and commer- 
cial trailers, has appointed Weight- 
man, Inc., Philadelphia, to handle 
its advertising. 
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Conover-Mast Promotes Hobb 

E. W. Robb has been namex 
western manager of Conover-Mas 
Publications, making his head 
quarters in Chicago. He has bee: 
western representative of Mill é 
Factory for the past five year 
and will continue in that capacity 


Morgan Namci Acting A.M. 

Carlos Morgan, assistant adver - 
tising manager, has been name‘! 
acting advertising manager of th: 
Penn Electric Switch Co., Gosher , 
Ind. He succeeds J. R. Netedu, wh » 
has resigned. 
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Los Angeles’ Freeway Separation Center is sched- 
uled for completion in February 1949. This six- 
level ‘‘clover-leaf” will have cost more than 11 million dollars. 
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YESTERDAY 


vard and Beaudry Street 
area presents an almost insolvable problem of 
traffic congestion to the fastest growing market in 
the nation. 


pe Se 
. - 


Angeles City and County. 


And it is just one link in the billion dollar, 623 mile Freeway 
Plan, which will provide safe, quick travel throughout Los 


These are the kind of changes taking place, today in Los Angeles 


Changes that exert a powerful influence on sales 
and sales operating. For as traffic is re-routed, 
as shopping streets and shopping centers shift, 
as residential areas move—so shopping habits 


change. And these changes require a constant 


+++ every day in major markets across the nation 


readjustment of sales potentials and sales 
strategy. For in changing markets, yesterday’s 
sales program won’t produce today’s sales... . 
you need today’s market facts today! 
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Women Broadcasters 
Okay Plan Making 
AWB Part of NAB 


Cuicaco—At their sixth annual 
meeting here last weekend, mem- 
ers of the Association of Women 
jroadcasters approved the pro- 
sed reorganization plan which 
will make the AWB a department 
of the National Association of 
Broadcasters. 

The plan had previously been 


approved by the boards of direc- 
tors of both the NAB and the 
AWB. Under the plan, the ladies 
will elect 17 chairmen—each from 
an NAB district. 

A standing executive committee, 
composed of seven active members 
and four network non-active mem- 
bers, will represent AWB in its 
new operation as an NAB depart- 
ment. 


s Pat Griffith, NAB director of 
women’s activities, has been named 
executive secretary of the AWB. 


Formerly in the public relations 
and publications department, Miss 
Griffith now reports directly to 
NAB management. 

Convention headquarters for the 
coming April broadcasters’ meet- 
ing have been opened here, and 
more than 40 exhibitors already 
have signed for space at the ex- 
position, scheduled to run concur- 
rently with the April 6-13 meeting. 

Agenda for the sessions has been 
whipped into shape and a number 
of the speakers are understood to 
have confirmed their acceptances, 


use ae 


although the complete list prob- 
ably will not be announced until 
later this week. 


Bigelow Promotes Smith 


J. Floyd Smith, former sales 
personnel manager of Bigelow- 
Sanford Carpet Co., New York, 
has been appointed sales manager 
of the company’s Universal divi- 
sion, handling Glamorug, effective 
April 1. He replaces Bruce A. Dean, 
who has joined Mengel Co., Louis- 
ville, as general sales manager of 
the plywood division. 


HEARST ADVERTISING SERVICE Knows THE CHANGING MARKETS 


H.A.S. men have their fingers on the ‘‘sales 


pulse” of the ten major markets across the country 


which they represent. They’ve charted, classi- 
fied, evaluated these markets block by block. 


Know the changes taking place constantly as 


population shifts, as retail areas move, as traffic 


is rerouted, as buying habits change. 


TERR Ae tec ihn ae aah aS i amie 2 


and 


Offices in principal cities 


representing 


New York Journal-American 


COMMODITY SURVEYS 


Spotlight the distribution and sales 
rank of leading commodities among 
retail outlets in ten Hearst cities. 


SALES OPERATING CONTROLS 


Specific, flexible, practical, usable. 
541,604 city blocks walked and 
analyzed, 445,456 retail outlets 


streets located, to evaluate the 


sales potential of each of nine 
great markets, 


earst Advert 


Herbert W. Beyea, General Manager * 


TEN MARKET STUDY 
Includes general characteristics, 


activities, product rank at consumer level for 


general household items, food it 
metics and toiletries. This 52 pa 


was sponsored by Hearst Newspapers in 10 


3,037 shopping centers and 


As a result, the Hearst Newspaper Research and 


Marketing Departments have produced Stra- 


tegic Marketing Aids which have proven helpful 


to so many sales and advertising executives. 


Perhaps, we can be of service to you. To investi- 


gate the possibilities, call or write the H.A.S. 


man nearest you today! 
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STRATEGIC MARKETING AIDS 


vacation 


ems, COos- 
ge report 


Research, Inc. 


KNOW YOUR NEWSPAPER MAN TO KNOW YOUR MARKETS 


Baltimore News-Post American 
Pittsburgh Sun-Telegraph 
San Francisco Examiner A 


Detroit Times 
Boston Record-American Advertiser 


959 8th Avenue, New York 19, N. Y. 


Ibany Times Union 
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major markets, conducted by Alfred Politz 
Research, Inc. according to the high stand- 
ards which won for him the top American 
Marketing Association award, New York 
Chapter, in 1948. 
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MARKET ANALYSES 


Market detail on population, sales, indus- 
tries and other characteristics including 
comparative coverage of all newspapers 
in each of ten markets. 


AUTOMOTIVE STUDY 


Indicates consumer likes; dislikes, buying 
habits, shopping habits and brand pref- 
erences for various commodities. Spon- 
sored by Hearst Newspapers in ten major 
markets, conducted by Alfred Politz 


i 


ising Service 


Los Angeles Examiner 
Chicago Herald-American 
Seattle Post-Intelligencer 


“MARKET DATA aa 


GREATEST MEDIA PROMOTION 
EVENT OF THE YEAR/ 


HERE’S WHY 


Because there are no reliable, up-to- 
date official figures on markets and 
marketing trends, population and 
population trends, income, purchasing 
power, etc., advertising and marketing 
executives must depend on media- 
supplied studies and analyses for their 
information. And media have done a 
superb job of studying and reporting 
on their markets .. . 


GREATEST MEDIA PROMOTION 
EVENT OF THE YEAR! 


HERE’S HOW 


However, there’s this catch in it: 
Unless a marketing executive’s name 
is on every publisher’s mailing list, 
he has no assurance he will get every- 
thing he needs . . . and if his name 
were on every list, he would be 
swamped with much superfluous in- 
formation. The answer to this prob- 
lem is ADVERTISING AGE’S an- 
nual Market Data Number—a special 
issue serving as a comprehensive and 
authoritative direc tory of available 
market data supplied by media—en- 
abling men in search of markets to 
request what they need, when they 
need it. 


"MARKET DATA 
NUMBER” 


' . (= ; 
GREATEST MEDIA PROMOTION 
EVENT OF THE YEAR.’ 


HERE’S WHO 
The 21,000 subscribers of ADVER- 
TISING AGE look to this directory 
as their basic source of latest available 
market data, 


GREATEST MEDIA PROMOTION 
EVENT OF THE YEAR! 


HERE’S WHAT 


And here’s what it does: It gets 
media prepared data into the h inds 
of the right people- those Ww hose new 
accounts or new distribution prob- 
lems make it imperative for them to 
study certain markets. Last year the 


Market Data Number of ADVER- 
TISING AGE (the first’ issue) 
produced 13,301 requests for market 
and media data! In direct terms this 
means thousands of potential leads 
not developed through any other me- 
dium—a great service for idvertisers 
and advertising medi 


sive with ADVERTISING 


RESERVE SPACE Wow! 
CLOSING MAY 11 


1 ind an exclu- 
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OH,MIN! HURRY AND PACK! 
WE'RE MOVING ON 


MARCH 27 TO 


Jewelers Group 
Starts National 


Series in ‘SEP’ 


Ad Copy, Booklet Warn 
Public Against Frauds 
and ‘Glittering Traps’ 


Los ANGELES—The American 
Gem Society, now in its 15th year, 
is using national advertising for 
the first time in its history to sell 
the public this sound advice: 
“Choose jewelers before choosing 
gems.” 

Present plans call for four ad- 
vertisements in The Saturday Eve- 
ning Post, the first a full page ap- 
pearing this month and the others 
half pages to run in April, May 
Jand June. The society’s members 
are tying in locally with rews- 


paper mats and selective radio 
furnished by the society, as well 
as by mailing ad reprints. If pub- 
lic reaction is satisfactory, officials 
say, the space schedule probably 
will be continued indefinitely. 

The society’s basic objective is 
to. build prestige and consumer ac- 
ceptance for its 413 retail jew- 
eler members throughout the coun- 
try. Up until now, the group has 
confined its promotional support 
of members to the furnishing of 
mats and copy suggestions for 
local use. The national campaign 
came into being when it was felt 
that although significance of so- 
ciety membership is well known 
to jewelers, it is unknown to con- 
sumers. 


ws To attain its objective, the so- 
ciety admittedly is using some 
“scare” copy, justifying this action 
by explaining that anyone may 
become a jeweler since there are 
no federal or state laws requiring 
examination of their qualifications 
or integrity. 

The group discusses this situa- 


| BUSINESS NEWS $wocay | 


GRIST FOR DECISION 


Policy-making executives scan the spot news in the 
Journals of Commerce, as a guide for day-to-day moves 


Ups and downs in many a business are in- 
fluenced in advance by widely assorted events 
near and far. 

Tomorrow’s price structure, supply and de- 
mand, scarcities and surpluses, controls and de- 
controls, inventory factors and profit margins— 
any of these can be created by today’s events. 

Each day the Journals of Commerce (New 
York and Chicago) spotlight all the signifi- 
cant news for business and industry. These 
complete daily business newspapers are edited 
solely for business, industrial and financial 
interests. Spot dispatches from a world-wide 
staff and exclusive business-angled news fea- 
tures, funneled down to the specific interests 
of management executives. 

To the 200,000 Journal of Commerce read- 
ers this is the day’s most vital news. Each 
morning they scan their Journal of Commerce, 
interpret the facts and make decisions to 
meet the indicated conditions. 

No other source of business news is as com- 
plete and authentic as the Journals of Com- 
merce, the daily newspapers that provide 
grist for business decisions. 


TOP MANAGEMENT’S GOOD RIGHT HAND 


The Journal of Commerce, 53 Park Row, New York 15, N. Y. % Chicago Journal of Commerce, 12 E. Grand Avenue, Chicago 90, Ill. 
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Do you advertise a business product or service? A commercial 
or industrial commodity? consumer product with a top- 
iacome market? Have you securities to sell toa market that has 
capital to invest? Do you have an institutional message for 
top management? 

Write or telephone for the story of the Greater Journal of 
Commerce Market and rate cards. One order buys either or 
both, for sectional or nation-wide coverage. Get to the men who 
DECIDE . . . in the dailies that HELP them decide. 
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tion in the free booklet, “Abou’ 
Gems and Jewelers,” which is of- 
fered in the consumer ads. “Thi: 
lack leaves the door wide open fo) 
as many different kinds of peopk 
as make up the world,” the book. 
let says. “Some are pillars of hon- 
esty who almost fanatically rever: 
the ethics of their profession. Par- 
adoxically, however ...the profes- 
sion also harbors many charlatan: 
with their glittering trars set fo. 
the unwary and gullible public.’ 

The booklet covers various type 
of deceptive advertising and warn: 
purchasers to: “Beware when yoi 
hear blue-white; beware of ‘per 
fect’ diamonds; beware of diamon 
bargains, other lures to examine. 


ws In some respects the society i 
working toward the same goal a: 
the 35-year-old Jewelers Vigi- 
lance Committee, which represents 
all branches of the industry in ex- 
posing fraud and raising industry 
standards. However, the privilege 
of membership in the American 
Gem Society is jealously guarded 
When a jeweler is considered fo: 
acceptance, inquiry is made into 
his past and present business prac- 
tices, his reputation in the com- 
munity, his knowledge of gems. 

The check-up is repeated annu- 
ally and accepted members are 
awarded the title of “Registered 
Jeweler” and permitted to use the 
insignia: “Registered jeweler fo: 
the year 1949...American Gem 
Society (United States and Can- 
ada).”’ 

In addition to establishing a 
protective code of ethics, the so- 
ciety also has set up a system of 
gemological study and examina- 
tion for technical proficiency. The 
latter requirement is considered 
important because technical] 
knowledge is deemed a requisite to 
dealing “capably” in gems. 


a The society’s goals are not 
strictly altruistic. Imitation and 
synthetic jewelry can be made 
technically perfect, as well as ar- 
tistically beautiful, and it is now 
difficult to distinguish between 
the real and imitation or synthetic 
gems. Disappointments may shake 
public confidence in jewelers, and 
the society has set up safeguards 
to assure the purchaser that what 
he buys from a registered jeweler 
is exactly as represented. Both the 
society and the Jewelers Vigilance 
Committee urge the public to buy 
from dealers of known integrity 

Banning Co., Los Angeles, han- 
dles the society’s account. 


Morrison Names Alexander 


Morrison Crafters, Inc., manu- 
facturer of houseware products, 
has named Barton Alexander Ad- 
vertising, Toledo, to handle its 
advertising. The schedule includes 
space in Parade, Popular Mechan- 
ics and other magazines. Trace 
publications also will be used. 


Appoints McGuire Agency 

Windsor Fountain Brush Co. 
Windsor, Ont., has named McGuire 
Advertising, Windsor, to direct a 
trade campaign for the fountain 
brush. 


Hasan 
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Advertising Age 
DELIVERED TO 
My HOME” 


Says 
H. H. SIMMONS 


Manager Advertising and Sales Promotion 


CRANE CO. 


“Like most advertising men I get a lot of magazines. It is hard to keep 
the incoming pile on my desk from mounting up. My company, natur- 
ally, provides me and my department with as many business and pro- 
fessional papers as we think we need. 


“I have tried getting along with the limited reading I can give advertis- 
ing papers in the office, but I find I miss too many things of interest and 
value. 


“So, in addition to getting our numerous office copies, I spend my 
own money for one advertising publication—ADVERTISING AGE— 
which is delivered to my home. It has become a regular Monday night 
reading habit with me. I find it gives me what I need in the news of 
advertising, in significant discussions of trends and new developments, 
and in a representative showing by media and other suppliers.” 


/ HAVE QUE PUBLICATION... 


as 


a ‘ 


H. H. SIMMONS 


Mr. Simmons brings to the execution of his important 
duties for the Crane Co. an unusually extensive and well- 
rounded background: After receiving his degree of B.S. 
in Civil Engineering, he filled out his education with 
graduate studies in Mechanical Engineering and Business 
Administration, then entered the business paper pub- 
lishing field. In this field he served for ten years, holding 
not only editorial but advertising and managerial posi- 
tions. Then the agency business beckoned, and Mr. 
Simmons devoted the next fifteen years to the direction 
of technical and industrial accounts. Thirteen years ago 
he was chosen by Crane Co. to manage the Advertising 
and Sales Promotion department. Widely known and 
highly regarded, Mr. Simmons has given unstintingly of 
his time for association activities: He is Past President, 
Chicago Industrial Advertisers’ Association; Past Mem- 
ber Board of Directors, National Industrial Advertisers’ 
Association; Member and Past Director, Controlled Cir- 
culation Audit: Member and Past Director, Association 
of National Advertisers; Director, Exhibitors’ Advisory 
Council. 
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"Why Higher Political Ad 
Rate?,’ Newsmen Asked 


WASHINGTON—Newspaper exec- 
utives before the House post office 
committee last week faced a tough 
one: 

“Why,” asked Rep. George P. 
Miller, “should politicians pay 
higher space rates than other 
newspaper advertisers?” 

The answer, according to Charles 
Puckette, general manager of the 
Chattanooga Times, is in the fact 
that low rates go to steady ad- 
vertisers, like department stores. 
Political ads, he explained, are 
transient business. 

Later, when Frank Daniels of the 
Raleigh News & Observer was be- 
fore the committee, Rep. Miller 
commented that the higher politi- 
cal ad rate was no “skin off his 
nose,” since he does not use news- 
paper ads. 

“Our political rate is the same 
as our other rates,” Mr. Daniels 
assured the committee. “The only 
difference is that we collect in 
advance from political candidates.” 

“Not a bad idea,” commented 
Tom Murray (D., Tenn.), the 
committee chairman. 


You don’t have to be a political 
expert to see that Presidential in- 
fluence on Capitol Hill has col- 
lapsed. Of its extravagant post 
election promises, the administra- 
tion will be lucky to salvage rent 
control, a 65¢ minimum wage and 
additional spending for housing, 
education and conservation. 

New Dealers and liberal Repub- 


» licans who find themselves no bet- 
ter off than before Nov. 2 bitterly 


suggest that Truman generalship 
resembles tactics of Japanese sui- 
cide bombers who flew deliberate- 
ly into anti-aircraft: fire. By ob- 
stinately pushing such measures as 
higher taxes, stand-by price con- 
trols, Taft-Hartley repeal and 
civil rights, he finally revived the 
old conservative Republican- 
Southern Democrat coalition. 


Government purchasing officers 
could give government economists 
some useful impressions about bus- 


By STANLEY E. COHEN, Washington Editor. 


iness trends. Though economists 
still sense “inflationary” tenden- 
cies, purchasing agents know the 
consumer is rapidly coming into 
his own. 

Example A: Salesmen from 11 
companies are pounding the doors 
of postal agents purchasing mail 
bags. A year ago, the department 
went begging for a single supplier. 

Example B: The joint committee 
on printing has suppliers for bet- 
ter than 95% of the 25,000,000 
pounds of paper Uncle Sam will 
use during three months beginning 
April. This is the best coverage 
obtained for any offering since the 
war, and prices are down 5.7%. 


gee 
Increasingly, it looks as if the 


ena 
ay 


Hoover Commission is in over its 
head. On purchasing, accounting 
and other “housekeeping” func- 
tions, efficiency experts agreed 
on streamlining ideas which would 
undoubtedly cut red tape, and save 
many taxpayer dollars. On other 
subjects, such as the division of 
duties among government agen- 
cies, Hoover’s “team” is embroiled 
in disagreements which result in 
inconclusive recommendations. 
Hoover’s study of the Post Of- 
fice was a let-down for mail users 
who hoped to cut hundreds of 
millions from operating costs. Its 
report on regulatory commissions 
completely ignores the task force 
warning that the Federal Trade 
Commission suffers from “inad- 
equate budgets, mediocre person- 
nel, and too much attention to 
minor matters.” Believe it or not, 
Hoover reports generally call for 
more Presidential authority, less 
congressional check and balance. 


- Army and Air Force ad pro- 
grams, cut below $4,000,000 for 


1950, drew 11 out of 44 “over $10,- 


000,000” agencies invited to a 
briefing session. Agencies return 
April 12, 13 and 14 to make in- 
dividual “pitches.” Final selection 
rests with an advertising advisory 
committee headed by Stanley J. 
McGiveron, vice-president in 
charge of sales of Owens-Illinois 
Glass Co. 


Cigaret makers built overseas 
sales better than 10% in 1948, ac- 
cording to Commerce Department’s 
Office of International Trade. 
Moreover, the 25 billion cigarets 
exported in 1948 were five times 
the 1934-38 average. OIT traces 
the export boom to G. I.s, who in- 
troduced U.S. brands to the far 
corners of the world. Of the 1948 
exports, 11% billion were to the 
Philippines alone. 


Final act in Senate commerce 
committee’s part in the effort to 
check FTC’s crusade against bas- 
ing point prices rang down last 
week with the approval of a report 
charging that the commission is 
trying to force f.o.b. mill pricing 
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on industry. Recently Senate lead- 
ers by-passed the commerce com- 
mittee’s investigation of the bas- 
ing point price situation, handing 
legislative authority in the matter 
to the judiciary committee. 
aes 

A polygot fusion of all kinds of 
Republicans and Democrats lined 
up last week to kill a 2% sales 
tax proposed as a remedy for the 
budget troubles of the District of 
Columbia. As originally submitted 
to the House, the District sales 
tax would have applied to virtually 
everything, including newspaper, 
radio and television advertising. 


The Senate post office committee 
was in arms last week over the 
rash of commemorative postage 
stamps being issued. Comments 
were particularly outspoken about 
a stamp picturing a chicken and 
an egg. 

Postmaster General Jesse Don- 
aldson sided with the critical sen- 
ators. “Unfortunately,” he said, 
“this chicken stamp, and 18 others 
of the 29 issued last year, were 


* make 
extra sales for you 


Most of the 25,000,000 youngsters in 
America’s grade and high schools copy 
adults. That's why you get model cus- 
tomers when you sell the 752,000 sub- 
scribers to State Teachers Magazines. 
Teachers’ opinions and preferences are 
respected throughout the community, 
reflected in parents’ thinking and buy- 
ing, too. 


Salary increases totaling $350,000,000 
make teachers better sales prospects 
this year. Get the complete story of 
how to reach America’s most influen- 
tial market. Write Georgia C. Raw- 
son, manager. 


43 MAGAZINES * 752,000 SUBSCRIBERS 


STATE TEACHERS 
— MAGAZINES | 


307 N. MICHIGAN AVE., CHICAGO 1, ILL. 


” 


iii, 


The big market for most things 
is in homes; the biggest mar- 
ket in better homes. And that 
goes for steak and frozen vege- 
tables, puddings and plushy 
carpets, down comforters and 
cars, insurance and peanut 
butter. BH&G is the best 
3,000,000 families you can buy 
let us prove it to you. 
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ssued on direct 
‘ongress.”’ 

Sen. Raymond Baldwin (R., 
‘onn.), sponsor of the chicken 
tamp, was embarrassed. “After 
ll,” said Baldwin, “the poultry 
ndustry made a substantial con- 
ribution toward winning the war.” 
Donaldson replied that the flood 
/f commemoratives is discourag- 
ng youngsters who hope to get 
complete collections of U.S. is- 
sues. “As to the chicken stamp,” 
he said, “now we have requests 
for a stamp for homing pigeons, a 
stamp for turkeys, a stamp for 
cows, and a stamp for the petrol- 
eum industry.” 


instructions of 


Carpenter Joins KYA 

Terry Carpenter, formeriy in 
the copy department of the San 
Francisco office of Biow Co., has 
joined the continuity staff of Sta- 
tion KYA, San Francisco. 


Girard Appoints Korn Agency 

Girard Packing Co., Philadel- 
phia, has retained J. M. Korn & 
Co., Philadelphia, to handle its 
advertising. 


PR Men Advised 
to Consider 1949 
Labor Objectives 


CuicaGo—The coming round of 
contract negotiations with the la- 
bor unions will give management 
and its public and employe rela- 
tions counsel “some real head- 
aches and a real opportunity,” ac- 
cording to J. Handly Wright, di- 
rector of industrial and public re- 
lations, Monsanto Chemical Co., St. 
Louis. 

Mr. Wright made the comment 
last week in an address before a 
joint meeting of the Chicago chap- 
ter of the Public Relations Society 
of America, the Public Relations 
Clinic, the Financial Public Rela- 
tions Association and the Pub- 
licity Club of Chicago. 

Since wages are unlikely to go 
higher, and since employers are 
legally obligated to bargain with 
unions over pensions and social 
security plans of various kinds, he 
said that much of the contract ne- 


gotiation will be concerned with 
pension plans. 


@ Unions, Mr. Wright asserted, 
have the public sympathy on their 
side, when the pension issue comes 
up. The problems will arise, he 
continued, because many of the 
unions appear to want programs 
paid for solely by the company; be- 
cause they want the pension plan 
vested and funded; because they 
want it based on the number of 
years’ service; and want it op- 
erated at full speed as ‘soon as it 
is inaugurated. 

The resulting disputes, he said, 
are bound to become a public issue, 
and intimated that public relations 
and advertising men ought to be- 
gin studying the problems now, 
before they actually meet them 
face to face. 


Promotes Salada Coffee 
Salada Tea Co. of Canada Ltd., 
Toronto, is introducing Salada 
coffee in Ontario, using daily and 
weekly newspapers, street car 
cards and radio. Thornton Purkis 
Agency, Toronto, is in charge. 


St. Louis Club Announces 
Annual Erma Proetz Award 


The fifth annual Erma Proetz 
Award, sponsored by the Women’s 
Advertising Club of St. Louis, has 
been announced, with three first 
prizes of $100 each—one for copy, 
one for art and photography and 
one for radio and television. The 
contest is open to any woman en- 
gaged in advertising in the United 
States. Material submitted must 
have been created or used between 
March 31, 1948, and April 1, 1949, 
and all entries must be in by 
April 10. 

Presentation of the awards will 
be made at a dinner meeting, held 
by the Women’s Advertising Club 
on May 11, in connection with the 
St. Louis Exhibit of Advertising. 


‘N. Y. Post’ Promotes Baum 


Alfred A. Baum, for the past 
five months classified display ad- 
vertising manager of the New York 
Post Home News, has been ap- 
pointed classified advertising man- 
ager of the paper, succeeding Cor- 
win C. Armstrong, who has re- 
signed. Prior to last October, Mr. 
Baum had been a member of the 
Post Home News retail staff. 
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ing headlines 
tell the articles from the ads. 


“ 
NS go Re ane, Gen ae © ce ase , : 
ee Tee Ne Net Re i atemen  O 


AGE through any issue of Better Homes & 
Gardens for editorial titles and advertis- 
and you'll find it’s hard to 


Zip Open a Package and Make These With 
Cereal ... Mirrors Make a Bathroom Bigger .. . 
6 Ways to Make Ironing Easier . 
Cut Costs for Walls and Ceilings . . 
Make a Pair of Decorator Draperies in 5 Min- 
utes ...can you tell which is advertising and 
which is editorial? (See below for the answer.*) 


Right there is the heart of the Better Homes & 
Gardens story. Cover to cover, ads and all, the 
book is 100% service on better living in a 
better home. Telling folks how seems to be 
the most direct route to their concentrated 
attention. 


That’s the big reason why our circulation is 


to sell them - 
tell them how: 


over 3,000,000. More important, that’s why our 
readers treat BH&G as a workbook, not just a 
casual book for casual reading. Still more im- 


portant, that’s why our audience of over 
3,000,000 is all screened and ready for your 


story — looking for it 


. . How to 
. How to 


Furthermore 


magazines. 


that they are? 


Costs for Walls and Ceilings . . 


peries in 5 Minutes, 


* Advertisements: 6 Ways to Make Ironing Easier . . 
. How to Make 1 Pair of Decorator Dra- 


eager for facts and 
information and help that you give. 


~ these families have incomes 
that are among the highest for all big 


In fact, we think they are the best 3,000,000 
families you can find anywhere. Want to 
challenge our representative to demonstrate 


. How to Cut 


*Editorial: Zip Open a Package and Make These With Cereal « « + 


Mirrors Make a Bathroom Bigger. 


“i = » 


43 


CREATIVE] & 
MEN | fi 


work faster, better... 


when they follow this 
5-POINT 
“TECHNIQUE FOR : 


PRODUCING IDEAS” | im 


This remarkable 61-page book by James W. 
Young, Senior Consultant of J. Walter Thomp- 
son, is worth ite weight in uranium to every 
man who must produce ideas. Gives you the 
positive 5-point program used by one of the 
highest paid men in the agency business, fer 
developing ideas that sell. Acclaimed as the 
biggest little book ever written for advertising 
men, now in its fifth big printing. A must for 


you if you are a creative man. $1.00 on 10- —- 
day money-back guarantee. 90c each in quan- r 


tities of 10 or more. sa 


INSPIRATION FOR EVERY MAN — 
IN THE AGENCY BUSINESS 


“The Diary of an Ad Man” 
(The Jim Young Classic) 


A practical volume for the man who is broad- 
ening his horizons tn the advertising business. 
As Victor 0. Schwab says, ‘‘a book about bust- 
ness which emits flash after flash of penetrat- 
ing insight... day by day guidance... 
pithy case-history experiences .. . usable sug- 
gestions."" . . . In all 578 diary entries made 
during trying times, any one of which may 
suggest a solution to your current problems. 
$3.00 on 10-day money-back guarantee. $2.76 
each in quantities of 10 or more, 


GUIDANCE IN INDUSTRIAL 
ADVERTISING, MARKETING 
AND PUBLISHING 
“Teacher of Business” 


What were the ideas and ideale that underite 
the impressive success of McGraw-Hill? Here 
is the whole inspiring and useful story, in the 
words of the late James H. McGraw, Sr. with 
an introduction by G. D. Crain, Jr., publisher 
of Industrial Marketing, Advertising Age, ete. 
A basic book in the library of every man whe 
writes, edits, sells. or promotes in the bust- 
ness or industrial fields. $1.00 on 10-day 
money-back guarantee. 90c each in quantities 
of 10 of more. 


HOW TO SET UP AND RUN 
A PROGRAM FOR SALESMEN 


“Successful Sales Training” 
By Eugene Dynner 


Here t# the complete, practical, and usable 
outline of the proved method for (1) getting 
new salesmen into high gear quickly, (2) de 
veloping a uniformly good performance pat- ‘ 
tern, (3) making each man pay off in higher 
average production. An easy-to-use program for 
sales managers who want more results start- 
ing now. $2.00 on 10-day money-back guar- 
antee. $1.80 each in quantities of 10 or more. 


NOTE TO COPY CHIEFS 


Judging from the number of orders for 10, 
25. and more copies of these various books, it 
ia clear that they are filling an important 
need in training programs. We suggest you start 
with a copy of the ‘‘5-Point Technique’’ for ; 
each member of your creative staff. 


MAIL ORDER NOW 


100 £. Ohio St., Chicago 11 
Please send me books as ordered below. I 
enclose remittance with the understanding that 
1 may return books for full refund in ten 
days if not delighted in every way. 
. copies, ‘'5-Point Technique 
for Producting Ideas’’........,. O.ccee 
. copies, ‘‘Diary of An Ad Man’’...$..... 
. copies, ‘*Teacher of Business’’...§..... 
. copies, ‘‘Successful Sales 
Traimingf® ccccccecccsesscces Seccee 
ss PPPPPPTELELERELELEEETEEE EET TT 
GE ccccccccevendecceecsescvcechous 
Address . 
GIP ccccecess * Caliah 
GREBD cccccccccccsecescessecevesececese 
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NEW JERSEY'S FOURTH LARGEST MARKET 


CONCENTRATED 
COVERAGE 


BAYONNE CANNOT BE SOLD 
FROM THE OUTSIDE 


That's what you get — CONCENTRATED COvV.- 
ERAGE — in fact, you get All the coverage 
when you advertise in THE BAYONNE TIMES. 
99-85/100% of THE TIMES Net Paid Circulation 
is concentrated in the City of Bayonne — no other 

or combination of papers can sell BAY- 
ONNE. 93% Home Delivered. 


Send for the TIMES Market Data Book 
THE BAYONNE TIMES 


NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 


295 Madison Ave., N.Y. + 228 N. LaSalle St., Chicago 


You Ought to Know . 


It’s a strange and interesting 
turn of fortune’s wheel that 
makes Leo Rosenberg, vice-pres- 
ident and account executive on 
Toni in the Chicago office of 
Foote, Cone & 
Belding, one of 
the country’s 
largest users of 
radio and tele- 
vision. Leo might 
very easily have 
been a broadcast- 
ing tycoon in- 
stead of an agen- 
cy executive buy- 
ing time for cli- 
ents. 

Admen are 
made in devious ways, and Leo’s 
was devious enough. For some 
reason which he has never been 
able to fathom for himself (un- 
less it was filial devotion) he 


leo Rosenberg 


Leo H. Rosenberg 


found himself, shortly before we 
got involved in World War I, the 
possessor of a B.S. in electrical 
engineering, conferred by Chi- 
cago’s Armour Institute, although 
he confesses that he never had 
any real intention of being an en- 
gineer, and was always more in- 
terested in writing and selling. 


s His first post-college job showed 
his natural inclination—he trav- 
eled Oklahoma, Texas and Louisi- 
ana selling subscriptions for Mc- 
Graw-Hill publications. To Leo, 
who had never been away from 
home, and who was. suddenly 
thrown completely on his own re- 
sources, the experience was won- 
derful—“the greatest thing that 
ever happened to me,” he says. 
And he did so well that be- 
fore many months had passed, Mc- 
Graw-Hill had brought him to 


New York as assistant engineering 
editor on Electrical World and 
Electrical Merchandising. 

When war came, he tried 
to get in, but was turned down. 
Along in the fall of 1918, how- 
ever, he made the grade, and 
spent about four months in uni- 
form, at a repair depot in Texas. 

Then, in 1920, Leo went to 
Westinghouse in charge of trade 
paper publicity. When radio came 
along in November of that year, 
J. C. McQuiston, Westinghouse ad 
boss, put Leo in charge, and 
when he won an informal contest 
for announcers, he was really in. 
He managed KDKA for Westing- 
house and opened KYW in Chi- 
cago. 


s But in 1922 he got married, and 
when McQuiston insisted that he 
move to Springfield, Mass., the 
following spring to look out for 
the infant Westinghouse radio 
properties in New England, Leo’s 
affinity for radio began to disap- 
pear. Those were the days when 


When you specify Champion paper—of any grade, in any quality— 
you can depend on its punctual delivery to your printer. And that's | 
a big reason why big national advertisers specify Champion papers 
for top-quality printing. 

Punctuality and dependability are only a part of the Champion. 
tradition of fine paper making. They are possible only because 
Champion keeps rigid control over its manufacturing—from forests 
to finished paper. That close control, of course, is an important 
reason for the fine, unvarying quality of Champion papers. A good 
reason why America orders 2,500,000 pounds a day. 


Mills gt Hamilton, Shin ‘Gates, North Gerefin end Newson Tones. 
. Chicago @ 


WHATEVER YOUR PAPER PROBLEM ... 


Sts a Challenge to Champion! 


THE CHAMPION 


PAPER AND FIBRE 


COMPANY, 


GENERAL OFFICES, 


ee ay. ee eae 


THERE’S A 


PAPER FOR EVERY 
PRINTING NEED 


KROMEKOTE 
For excellent reproduc- 
tion with catalog covers, 
post cards and inserts, or 
for packaging and label- 
ing quality products, this 
cast coated stock is ideal. 


SATIN REFOLD ENAMEL 
Meets every requirement 
for quality publication and 
advertising printing— 
thanks to top-grade enam- 
el coating, folding strength 
and its receptivity to ink. 


WEDGWOOD OFFSET 
Superiorin color, finish, and 
printability, this paper is 
unexcelled for fine lithog- 
raphy. It is available in 
a wide variety of weights, 
sizes and special finishes. 


ARIEL COVER 
Particularly effective for 
catalog covers, cards and 
displays. Available in 
white and eight colors, 
and in various weights, 
sizes and special finishes. 


SPECIALTY PAPERS 
Champion's specialties in- 
clude bonds, business 
papers, envelope, post 
card and papeteries .. . 
all excellent reasons for 
you to specify Champion. 


HAMILTON, OHIO 
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there were broadcasts, but practi- 
cally no listeners, and part of the 
job seemed to be to have the 
station monitored all day long 
right from Leo’s home. His wife 
didn’t like it, and Leo began tc 
feel as though he were in jail. 

So he said goodbye to Spring- 
field and to Westinghouse radio 
and went to New York. Callin; 
the New York office of Westing 
house, he discovered that Mc- 
Quiston was in town, that th 
company was planning to run ; 
lighting education campaign, anc 
that if Leo didn’t want to foo 
with radio, Westinghouse would be 
glad to let him play with light 
Thereupon Leo became a New 
Yorker, and manager of the as- 
sociation Westinghouse had se! 
up, working closely with Ton 
Logan, whose agency was handling 
the account. 

When the educational campaign 
slowed down, Leo went back to 
Westinghouse as sales promotion 
manager of the lamp company 
“They created the job for me,” 
he says, “but there wasn’t any- 
thing to do. So one day I called 
Tom Logan, and he offered me a 
job in his Chicago office. I took 
it. That was in December, 1925, 
and the following June Logan 
consolidated with Lord & Thomas, 
which then became Lord & Thomas 
and Logan. I stayed on.” 


@ Leo’s job-changing stopped 
right there, although he still had 
a couple of name changes to go 
through, first back to Lord & 
Thomas after Logan died and most 
of his men went elsewhere, and 
then to Foote, Cone & Belding, 
when L&T was dissolved. 
Rosenberg’s firsts in radio prob- 
ably add up to a long string, but 
what he likes to remember best 
is that he announced the Harding- 
Cox election returns in 1920, on 
what was the first election broad- 
cast and the first regularly sched- 
uled broadcast of any kind. And 
last year, when NBC put on its 
first televised election returns, Leo 
was there as part of the cast, too. 
No movie scout would pick Leo 
Rosenberg as an “agency type,” 
and most of his casual business 
acquaintances will be surprised 
to learn that he was once a radio 
announcer. Quiet, soft-spoken, giv- 
ing the impression almost of being 
shy, he makes no speeches, no 
pronouncements for the benefit of 
posterity, never seems to get ex- 
cited or even vehement. But he 


( Ads ertisement) 


Getting Ahead in Business 


Edwin R. Peterson, who has be» 
named manager of the central div - 
sion of the Mutual Broadcasting S) - 
tem. Mr. Peterson reads The W:: 
Street Journal with regularity. He 5 
one of the 28,417 department and « - 
vision managers of American indust ) 
(of a total audience of 223,641 busin¢ : 
leaders) who keep abreast of impc’- 
tant news by reading America’s or y 
national business daily. 
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Advertising Age, March 21, 1949 


cnows his advertising and selling 
with an instinctive sureness that 
seems to pick out the essentials 
ind discard the useless with a deft 
ouch. 


s No detractor of technical and 
scientific aids, Leo uses them to 
he best possible advantage, but 
still thinks that “the most im- 
portant thing in advertising is 
judgment, and the best thing about 
copy research is that it gives you 
a chance to back up your own 
judgment.” Admitting with a 
chuckle that “I was never any 
good at English,” Leo says that 
by no stretch of the imagination 
can he be called a copywriter. But 
he has nevertheless been connected 
with several outstanding copy suc- 
cesses. 

Fabulous Toni, Rosenberg ad- 
mits, is the most exciting thing 
that he’s ever worked on. How 
could it be otherwise? When the 
infant account came to Foote, 
Cone in 1946, it had a budget of 
between $200,000 and $300,000 for 
newspaper advertising; the next 
year it started with a budget of 
$800,000 (to be split 50-50 be- 
tween magazines and radio) and 
by year-end had actually spent 
$2,500,000 and was moving at the 
rate of $4,500,000 per year. Last 
year Toni promotion, including 
public relations, ran to $7,500,000. 
Nothing else like it has ever come 
down the pike. 


s But Leo still remembers nostal- 
gically the years which he put 
in on advertising and promotion 
for the gas and electric utilities in 
Chicago, and especially the gas 
heating campaign for Peoples Gas 
Light & Coke Co., which in its 
way was as sensational an adver- 
tising success as Toni. 

Almost over night, the gas com- 
pany, with the aid of $2,000,000 
worth of fabulous promotion the 
first year, made gas an important 
residential heating fuel in Chi- 
cago. In fact, the campaign sold 
gas heating so fast and so widely 
that the utility wasn’t set up to 
handle the load; in particular, the 
campaign sold gas heating to home 
owners who weren’t even con- 
sidered prospects, and the rate 
structure was out of their range. 


s But despite some setbacks and 
a considerable amount of dif- 
ficulty, gas invaded an entirely 
new, untapped market, with such 
long-lasting results that it might 
easily have become the dominant 
home-heating fuel in the market 
if war conditions and lack of 
capacity had not almost completely 
prevented new installations during 
the past eight years. 

The gas heating campaign taught 
Leo Rosenberg a lesson which un- 
doubtedly is paying off with Toni 
—go just as fast and as furiously 
as good judgment dictates, but al- 
ways be sure you aren’t going so 
fast or in so many directions that 
you don’t have perfect control of 
the selling mechanism. 


' Buying MARKETS 
FOR Your Diesel PRODUCTS 


* Complete coverage of a 
big Diesel industry where pur- 
chases are now being made 
for more heavy equipment. 


Edited ond Published by REX W. WADMAN 
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Doppelt Schedules | 


Largest Campaign 


Cuicaco—Charles Doppelt & Co., 
manufacturer of the Dopp-Kit 
utility toilet case and line of travel 
cases, will use eight magazines 
in the largest campaign in the 
company’s 30-year history. 

The new combination brief case- 
one suiter will get feature billing 
throughout the drive. The item 
is designed to hold everything 
that business men ordinarily put 
in a regular suitcase and a brief 
case. 

Business Week, 


Collier’s, Es- 


quire, Holiday, Newsweek, The 
Saturday Evening Post, Time and 
True compose the magazine sched- 
ule. Direct mail pieces, a mat serv- 
ice and merchandising aids round 
out the campaign, which is handled 
by Kuttner & Kuttner, Doppelt’s 
new agency. 


$14 Billion Spent in U. S. 
on Women’s Apparel in ‘48 


Approximately $14 billion was 
spent on women’s apparel in the 
United States during 1948, accord- 
ing to preliminary estimates re- 
leased by the marketing research 
department of Women’s Wear 
Daily. This figure represents an 


increase of about 5% 
1947 total. 


Sales of those stores classified 


|as women’s apparel and accessories | “"~*” , 
; ppé : . rejoined WBAL, Baltimore, as as- 


outlets in 1948 were almost 10% 
above those of the preceding year. 
In department stores, the main 
store women’s wear division en- 
joyed a 5% gain in sales for 1948, 
while the basement division reg- 
istered a 13% sales gain. 


Emerson Radio Profits Up 


Emerson Radio & Phoncgraph 
Corp., New York, reports net 
profits for the 13-week period 
ending Jan. 29 at $808,845, com- 
pared with $763,189 for the cor- 
responding period last year. 
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over the|Peard Rejoins WBAL 


Leslie H. Peard Jr., formerly 
assistant manager of WCAO, has 


to the 

position. 
1944 he was 
WBAL 


manager, a newly 
From 1938 to 
sales manager of 


sistant 


STOCK .CUTS 


Complimencary 144-page 
Handbook of top illustra- 
tions to Printing and Adver- 
tising Executives. Write on 
business letterhead. 


STIVERS STUDIO 


113 New Montgomery Street 
San Francisco 5, California 
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What Do These Words M ean to 
C ontestants and Clients Alike? 


In a word, confidence. 


Confidence strong enough to overcome the natural suspicion of 


many that 


winners are picked by chance. 


Confidence strong enough to forestall possible ill will for your 
product among the losers, 


Confidence that springs from one thing—Donnelley’s reputation 
in the contest judging field. 


This reputation is by no means self styled nor wishful puffery. 
Indeed, proof that Donnelley’s remarkable reputation is justified is 
evidenced by: 


(1) 
(2) 
(3) 


the large volume of mail we receive asking us to clear 
up misconceptions about contest judging 


a state supreme court decision upholding Donnelley’s 
judging method as competent and impartial 


many feature stories in national and local publications 
that have educated the public about Donnelley’s impar- 


tial judging standards 


(4) a guarantee by Donnelleys protecting clients against 
financial loss arising out of suits charging negligent or 


unfair judging 


Your next contest deserves the Donnelley reputation behind it— 
the kind of reputation you'd like associated with the product you 


represent. 


When you first start thinking contests, get our contest thinking 
first—call or write the nearest Donnelley office listed below. 
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No. 3270. Firearms and Ammuni- 
tion—Use and Brand Prefer- 
ence. 


The necessity to rid farms of 
predatory pests makes a rifle or 
shotgun a tool rather than sports 
equipment, this booklet points out, 
showing the results of a Capper’s 
Farmer survey of its subscribers’ 
ownership and use of guns and 
ammunition. The study shows that 
3,172,000 firearms are used in sub- 
scriber homes—2,369 guns per l,- 
000 households—and $16,000,000 
is approximately the annual am- 
munition bill. The report tabulates 
family ownership, plans to buy, 
seasons in which firearms are used 
and many other details. 


No. 3271. Radio-TV-Electronic 
Market Analysis. 


Radio & Television News, a Ziff- 
Davis publication, has issued this 
1949 market analysis, which is set 
up in eight sections. Vol. 1 con- 
tains an over-all picture of the 
communications industry, with fig- 
ures on production and sales, em- 
ployment, the industry’s growth, 
and an analysis of readership of 
the publication. The other seven 
sections contain a wealth of in- 
formation on the various segments 
of the market: manufacturers; 
wholesalers and distributors; deal- 
ers; service men; amateur and 
shortwave listeners; communica- 
tion, and schools, instructors, stu- 
dents, technicians. 


No. 3272. Portfolio of Offset Li- 
thography. | 
Examples of halftone, duotone, 
process reproductions up to five 
colors, “fake” color, metallic colors 
and others are shown in this port- 


Information for Advertisers 


folio, prepared by Repro Art Co. 
It offers typical lithographic so- 
lutions to various problems and 
demonstrates to users of printing 
many advantages and applications 
of lithography. 


No. 3273. Standard Market Data 
for Green Bay, Wis. 

Maps, market data, editorial 
features, circulation and ad linage 
records, merchandising services 
and other details are shown in this 
file folder, issued by the Green 
Bay Press-Gazette. The material 
conforms with the standard mar- 
ket and newspaper data forms of 
the Bureau of Advertising and 
Four A’s. 


No. 3259. Crop and Insect Spray- 
ing Survey. 

The market potential for power 
sprayers and chemicals is indi- 
cated in this report of a mail 
survey conducted by Wallaces’ 
Farmer & Iowa Homestead among 
its Iowa farm subscribers. Owner- 
ship of power sprayers, plans for 
purchase, what chemicals farmers 
use and for what specific purposes, 
what crops and how many acres 
farmers plan to spray in 1949, are 
some of the questions answered 
in detail in this report. 


No. 3235. Test Town, U. S. A. 

This is the newest edition of the 
South Bend Tribune’s “Test Town” 
data book, containing the latest 
figures on population, income and 
buying power, retail sales, news- 
paper and magazine circulation, 
employment and distribution. It 
poi. ts out why South Bend is rec- 
ognized as a reliable test market 
and describes the paper’s split 
runs for copy testing. 


USE COUPON TO OBTAIN INFORMATION 


| 
| 
| 100 E. Ohio St., Chicago 11, Ill. 
| 
| 
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Readers Service Dept., ADVERTISING AGE 
1 


Please send me the following (insert number of each item wanted) 


COCO CC Ore H eee eeeeseesereerseeereeeeteesnereseseereesseueseseeeeseoeese 


CPOs eee eeerroceeeecsceccesesooscooooe 


MAXWELL 


SERVICE 
«a pant of your — 
SALES DEPARTMENT 


& 


““A. A. REACHES MEN AT 
DECISION-MAKING LEVEL”’ 


Commenting on the fact that the same 
classified copy developed about twice 
as many inquiries from ADVERTIS- 
ING AGE as from another publication, 
this advertiser said: “Evidently the dif- 
ference in the circulation of the two 
publications is that ADVERTISING 
AGE reaches a preponderance of men 
at the decision-making levels.” Cor- 
rect! That’s why your classified copy 


| placed in these columns will not only 
| get more response, but get the kind of 


response you want—inquiries from ex- 
ecutives who can close the deal at 
once! 


days 


per column 


POSITIONS WANTED 


ch. Regular card discounts on meliale insertic 


HELP WANTED 


oo 
eee 
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THE ADVERTISING MARKET PLACE 


HELP WANTED 


Writer-Expert. A-l retail, trade, agency 
experience. Seeking free-lance accounts. 
Box 2353, ADVERTISING AGE 
ll E. 47th St., New York 17, N. Y¥ 


Unusual advertising man for today’s 
needs. Past experience: Country’s larg- 
est business paper publishers; electric 
public utilities, electric manufacturers; 
syndicated newspaper advertising, life 
insurance and financial accounts. Last 
position, assistant advertising manager 
largest manufacturer and supplier to 
the printing trades. 

Box 2357, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 
FOLLOW THE SUN! 

OPEN A FLORIDA BRANCH! 
Sit on the beach—or go fishing! I'll 
chase copy, scripts, layouts, schedules, 
trains, publishers, broadcasters! Summers? 
Back north with you—or build southern 
billing. Now directing seven figure 
Northern billing. Twenty years exper- 
ience, including Florida—where sunshine 
thaws frozen budgets! Will fit your pat- 
tern like a glove. Five figure salary re- 
quired. Write Postoffice Box 891, Post- 
office Number 90, Chicago, Illinois. 


ADVERTISING MANAGER PLUS 
Diversified advertising, sales promotion 
and selling experience in food, beverage 
packaging and appliance fields. Season- 
ed operator, knows national markets, re- 
search and merchandising. Sound thinker 
who can create or follow thru on plans 
of others. Can direct department or 
work alone. Will relocate. 

Box 2368, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y 


SOUND, SOLID SELLING COPY! 
Good meat and potatoes copy that'll get 
a rise out of your sales curve! Two yrs. 
exp., B. A., 25, married. Write today! 

Box 2360, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Adv., Sales Prom. Eight Years 
(Add 4 years promoting last war as 101st 
Airborne officer.) Strong in copy and 
ideas. Writes fast. Knows selling. rough 
layout and prod. U.Wis.Com.Grad. Mar- 
ried, two children. Will start with agency 
as copy writer or mgr. for small mfr., as- 
st. with large mfr. Down-to-earth-ads. 
No false sophistication. Start at $7500.00. 
Box 2362, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
ARTIST 
Young, ambitious spot illustrator with 
layout and finished art background. De- 
sire pos. with future in studio or agency. 
Box 2363, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ADVERTISING AND CATALOG MAN 
Three years experience in advertising and 
catalog field——layout, copywriting, 
printing production, contact, sales. 
College graduate, 30, married. Seeking 
permanent position with agency or manu- 
facturer. Starting salary commeasurate 
with ability. 
Box 2366, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


BUSINESS OPPORTUNITIES 
A CHALLENGE! 
Established 3-year old industrial adver- 
tising agency is looking for a man to 
take complete charge with view towards 
partnership. Present owners outside in- 
terests in printing and radio prevent ad- 
equate agency supervision. Token invest- 
ment of $2000. required. Chgo-Mlw area. 
Box 2356, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
THIS IS YOUR OPPORTUNITY TO GET 
Magazines, books, periodicals, booklets 
and pamphlets produced in a complete 
letter press plant, from composition to 
mailing. Located in central New England, 
200 miles from New York City, overnight 
mail or truck. Economical, prompt and 
uninterrupted production. 
Box 2359, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 
FULL PARTNER wanted by active ex- 
panding San Francisco agency. Thorough- 
ly grounded all phases advertising, mer- 
chandising. $10,000 investment. 
Box 2365, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ADVERTISING ACCOUNT EXECUTIVE 
Fully recognized Industrial Agency with 
“Top-notch” art staff-has room for Indus- 
trial Acct.Exec. who desires to operate 
independently, handle own production, 
and placing through this agency at a 
mutually advantageous and profitable ar- 
rangement. Neat Loop offices. (Chicago). 
Box 2350, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


PUBLISHER'S REP. AVAILABLE 


With offices in New York & Boston. 
Matured men with many years experi- 
ence. Well acquainted with agencies. 
Equipped with_cars to service territory. 
Trade Dealer Business. Hybrid or con- 
sumer publications. All correspondence 
confidential. BOX 7304, ADVERTISING 
AGE, 11 E. 47th St., New York 17, N. Y. 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
GEORGE WILLIAMS CO.—Personnel 
209 S. State St., HA 7-2063, Chicago 


TOP OPPORTUNITIES FOR 
CAPABLE ADVERTISING MEN 
We've been asked to recommend men 
for good positions with salaries up 
to $10,000 per year. One may be just 
the opportunity you're looking for. 
Send complete personal history. N. A. 
Winter Advertising Agency, Paramount 

Bldg, Des Moines, Iowa. 


ADVERTISING AGENCY 
Excellent opportunity to handle our ac- 
counts, write, create and produce adver- 
tising. Some billing desirable. Salary and 
bonus. 

Box 2329, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ADVERTISING 

COPYWRITER WANTED 
Experienced writer for national magazine, 
farm paper, and newspaper advertising. 
Must be experienced-and willing to 
work. Farm background helpful but not 
essential. Good job with well established 
middle west agency. Write fully, giving 
complete background and experience— 
also salary expected. 

Box 2361, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


COPY DIRECTOR 
Midwest AAAA Agency desires top exp. 
consumer gds. copy head Oo 
Layout Artist-Top Agency Exp. Open 
Classified Mgr.-Exp. on paper in mar- 
kets of 100,000 or over 
Sales Prom.-Food or Bev. exp. 
5 eee J 
Resumes confidentially considered 
FRED J. MASTERSON 
185 N. Wabash Fr 2-0115 Chicago 


Advertising space salesman. Consumer 
publications for West Coast territory 
working out of Los Angeles. West Coast 
experience and contacts with agencies, 
publicity and mail order advertisers 
essential. In answering, give full par- 
ticulars, age, experience and salary ex- 
pected. All replies confidential. 

Box 2367, ADVERTISING AGE 

11 E. 47th St., New York, 17, N. Y 


Experienced Layout artist, quality work 
for both rough and comprehensive 
Age 30-45 for Art Dept. of nationall) 
known firm in Ohio. State age, exper 
ience and salary expected. Confidential! 
Box 2364, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


MISCELLANEOUS 


WILL SHARE CHICAGO OFFICE 
Magazine advertising representative in 
terested in sharing office space. Ex- 
cellent location, modern building East 
Wacker Drive, Chicago. All facilities 
Modest cost, Full details upon request 

Box 2358, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


NOTICE FARM ADVERTISERS 
Complete farm art service—mats— 
cuts. Write for illustrated folder of 
agricultural art. John Andrews, Blink 
Bonnie Farm, 5023 Spaulding Road, 
Omaha. 


PUBLIC RELATIONS- 
ADVERTISING MAN 


A national medical organization in Chicago 
wants an experienced assistant director of pub- 
lic relations. Should have 5 years of advertising- 
agency experience and 5 yoors in productive 
public relations work, preferably in medical 
or health field. 

Job includes preparation of pamphlets, bro- 
chures, folders. Must be top-notch writer with 
basic knowledge of production and preliminary 
layout. College education preferred. Salary 
minimum $7500. Box 7307, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Ill. 


YOUR CLASSIFIED 
ADVERTISEMENT HERE 
WILL GET RESULTS 


DISPLAY 


State all details in letter. 


SALESMEN 


WANTED 


One of America’s leading producers of wood and glass 
floor and counter cases displays, has openings in several 
territories for salesmen of proven ability. 


We know you are familiar with the fixtures we are building 
for Squibb, Sheaffer, Baver & Black, Kaywoodie, etc. 


We do not require that our line be handled exclusively, but 
prefer men who have contacts with users of displays and 
are now handling non-competitive display material. 


To such men we can offer an opportunity with a real future. 
Liberal commissions. All replies held strictly confidential. 


C. D. BAIRD & CO. INC. 


2100 WEST PIERCE STREET, MILWAUKEE 4, WIS. 


AN UNUSUAL OPPORTUNITY 


One of our clients has an unusual spot for a thoroughly qualified adver- 
tising man. He may be functioning as an advertising manager but feels 
his opportunity is limited. He may be an assistant who has clearly dem- 
onstrated that he is on the way up. Equal consideration will be given 
to sound agency experience. This man must be a strong, creative writer 
with a solid background in major home appliance promotion capable 
of writing and producing circular, direct mail presentations, etc. He 
will work closely with the agency. *Management of the advertising op- 
erations will be his responsibility as quickly as he can demonstrate his 
ability to take over. Attractive salary to start—and more as fast as he 
can earn it. Give full particulars in your first letter. 


Box 7310, ADVERTISING AGE, 100 E. Ohio St., Chicago 11, Ill. 


POSTER 


ADVERTISING 
pat beets 


DISPLAYS 


SPECTACULAR 
ELECTRICS 


PAINTED 


Atlantic 


The World’s Playground 


Where over 18,000,000 yearly visitors will 
see these 2 BROMO-SELTZER Illuminated Bul- 


letins facing East and West on the Boardwalk. 


May We Serve You? 


Y The B.C. Maxwell Co.Atantic City NJ, 


isis sree. rt 


BROMO- 
& OTTER 
_ Rese’ 


~ 


™ BROMe. | 
LTZER. 


0 GAT Headache 3 Mays | 


Available... 


BUILDING INDUSTRY MARKETING | 
& ADVERTISING COUNSEL 


Top-flight specialists in building industry 
marketing and advertising offer a three- 
point service to a small number of non- || 
competitive clients. | 


1. PLANNING—Market analysis, mar- | | 
ket development, methods, correlation | | 
with other sales efforts. | 
2. CREATIVE—Copy, layouts, art di- || 
rection. All media—newspapers, mag- 
azines, radio, mailing pieces, etc. 


3. PRODUCTION—Efficient supervision 
of all details from estimates to finished 
job. 


If you can use this unusual ability — al 
or any part of it — write, or wire withou! 
obligation, to Box 7309, ADVERTISING 
AGE, 100 E. Ohio St., Chicago 11, Ill. 
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budget, the report declares: “The substantially increased so that the; Borum Starts New Daily Daily News, in conjunction with 
Hunt Foods Reports amount expended in 1948 for ad-|cost of advertising and merchan-| John T. Borum, publisher of the |the weekly paper. Inland News- 
5% of Gross Sales vertising and sales was large in/|dising per dollar of sales will be| Eastern Shore Weekly News, On- | paper Representatives, Inc., will 
9/0 proportion to sales and earnings. |less in the future.” ancock, Va., is now publishing a | represent the new daily in the gen- 
S nt for Ad Drive It does not follow, however, that new daily paper, the Eastern Shore | eral advertising field. 
pe such expenditures were immoder-|Ontario Travel Department 
Los ANGELEs—In its 1948 an-|ate... Increases Ad Budget 
oul aual report, Hunt Foods, Inc., re-| “Your company experienced 4/ The advertising budget for the 
‘ork oorts that it spent $5 per common | very rapid growth during the last | Ontario Department of Travel and 
a 4 share of stock for advertising—a|five years. The management was | Publicity will be about $300,000, an 
per total of more than 6% of gross| convinced that if it was to main-|increase of $100,000 over 1948. 
- sales—and devotes an impressive|tain its position in the industry Goer 08% « oe we gooey 
i i ial| and continue it owth—compet- | W! spent in the Uni ates, : 
= share of the attractive, pictorial |@n@ con f hy ar lene o- p-|the list of publications including The Hough Shade Corporation 
«a report to its advertising philosophy. |1& Successtully wi ong-esta Holiday, Life, National Geographic 
m Even though 1948 sales were al-|lished, nationally-advertised | yj o0q-ine and The Saturday Eve- announces the appointment of 
Ex most $12,000,000 less than in 1947 agi — ne peters td be ning Post, and seven sports pub- 
ast antial investment | jicati ; 
($34,886,723 to $46,276,702), Hunt |Make a very subs ; lications. The campaign may be . 
est declares that it now has achieved|in the expansion of its markets | extended to inctude motor publica- Mills, Lund & Mann, Inc. 
a large portion of its market ex-|@nd the establishment of increased | tions in border U.S. points. In ad- : 7 sé 
— |} Sansion ‘program, that its slogan| recognition for the Hunt red la-|dition, daily newspapers and most oan Se eee eee 
— (“Hunt—for the best”) has been “— } ni tte 3 in ee abe _ as advertising and 
_ successtully established, that its a publicity counsel for its consumer divisions 
oad, tomato sauce came into demand|range goals in 1948, the report), ). Rotary Watch Account 
= in areas where it had never been|@dds, and — ~? _ main- uae aeeacieed shdieen 
— istri tain very substantial advertisin ’ 
distributed, and that other Hunt one A , “4 a ry Montreal, has been named to han- 
products followed the tomato sauce | bUGgets. Stockholders are assured, or 
: h hat “i : f the|@le the advertising of Rotary f 
into these new markets. owever, t at in view oO e watches, made by Moise Dreyfuss COUNSELS IN ADVERTISING * PRODUCT PUBLICITY 
The report gives the company’s recognition given the company’s Co., Switzerland, and distributed PRODUCT DISPLAY * MARKETING 
cago newspaper advertising a large| Products during the past year, it| in Canada by Kerco Jewelry Ltd., 
— share of credit for moving unusual-|is anticipated that sales will be| Montreal. 
ae ly large packs of peas and pre- 
cal P P : 
serves, and mentions its satisfac- 
ae. tion over the response to recipes 
inary printed on the inside of the 500,- 
wy 000,000 match books used. 


a Regarding the 6% of gross sales 
which went into the advertising 


SALES 
REPRESENTATIVE 


¢ IF YOU live in a metropolitan 
center where advertising and print- 
ing are produced, we offer you an 
opportunity to represent a company 
whose products are being used by 
the country’s leading advertisers. 

You will call on advertisers, 
agencies and printers. You will get 
a protected territory with full com- 
mission on all orders. A steady 
volume of repeat business can 
easily be cultivated. 

Our company has been in busi- 
ness for 15 years, is now operating 
at the largest volume in its history. 
KLEEN-STIK is being used by 
many of the largest point-of-pur- 
chase advertisers. Their samples in 
your sales kit will make your sell- 
ing job an easy one. We will back 
your sales effort with a constant 


successfully selling some type of 
advertising or a specialty in the 
graphic arts field. You will not have 
to give up your present connection. 
Write direct to: 


KLEEN-STIK PRODUCTS, INC. 


2611 South Indiana Avenue 
Chicago 16, Illinois 


You ¢an’t saturate the Building Marker 
with any one publication! 


In Big Cities and Small Towns 


The $18 billion light construction mar- 
ket is today’s most underrated, under- 
sold, underadvertised market. How can 
you sell it? Only by selling all 100,000 
builders and contractors. 


To Sell the Whole Market... 


e Commercial, industrial, Etc." —$4 


*Light construction only excludes highways, heavy industrial, public works, etc 


You can’t afford to take 


Here’s why: 


esi | BILLION BUILDING MARKET FOR 1949: 


demands the greatest concentration of 
advertising power that you can muster. 


not selling all 100,000 contractor-build- 
ers who buy, spécify and control the use 
of your product for 90% of all resi- 
dential, farm building, and remodeling 
work — and for more than 50% of non- 


flow of inquiries from our publica- e New Residential Building—$6.5 Billion 
tion advertising and direct mail. e New Farm Construction—$400 Million Other times you'll add a second paper - 
We prefer a man who is now e Remodeling and Repairs—$7 Billion American Builder or Architectural Forum 


the chance of 


i 
prennrees PRACTICAL BUILDER © 
alone tips the scale 


Then there will be times when you use 
all three—Practicgl Builder, American ' 


er- You can’t sell the whole market by con- : : - Builder and Architectural Forum — 
els centrating on metropolitan areas —be- a bal eanee For full sales, 
m- cause communities of less than 25,000 ; ‘ 
: account for 75% of all U. S. construction 000 
— —70% of new residential and 86% of non- 30, Builders Read PB Only 
5 BUSINESS OPPORTUNITY residential (including stores, schools, That’s why we say: To sell the whole 
» churches, factories, garages, etc.). Nor market WEIGH ALL 3: Practical 
He with by concentrating on speculative builders Builder, American Builder, Architec- 
»p- | ee less — re <= home _ tural Forum. All three are well-estab- 
i ulding 18 speculative. Nor by concen- lished, fully recognized building indus- 
ADVERTISING AGENCY trating on a relatively few ‘‘big’’ builders try ublications serving their portiediar 
: ; —because they don’t do the $6 to $8 billions reader groups. For example, Practical 
A’ opening of exceptional prom- of remodeling work and farm building. Builder numbers among its 75,000 read- Circulation figures from September 15, 1948, Standard Rate & Date 
1. ise for a business man, with ers some 30,000 builders who read no 
or without an advertising back- Controlled by 100,000 Builders = other building industry publication. | Practical American Architectural 
ss ground. A challenging and stimu- “Legwork” alone won’t cover this bi (Survey on request.) SS meh... | sad p —_ 
i, lating opportunity to share in the far-flung, shifting market. Nor will - So we repeat: ettients before you 
—| success of an expanding new East- vertising confined to any one publica- invest! To sell the whole market — Cireviation = =s_|_—- 75,671 81,504 64,364 
ern agency, organized by a group tion. To sell a substantial share of it WEIGH ALL 3. Builder | 
of thoroughly-seasoned advertis- ee omty | 98,216 | 50.439 | 717 
NG | ing men with a wealth of experi- page, eee 
| ence on top-drawer national ac- PRACTICAL BUILDER she “how-to-do-it" magazine edited exciu- 13 smo reve _”_$ 400 __$ 600 $ 
counts—a group that is trained, sively for practical building men—is the only magazine sold for its NOTE: No discrimination against Architectural Record 
ustry organized and set-up for broad- builder coverage alone. its companion publication—BUILDING or Progressive Architecture is intended. These two excellent 
gauge operation. No investment SUPPLY NEWS—is first choice of lumber and building material deal- publications are omitted for a simple reason: they do not 


ers—seliers of $7 billions of building products in 1948. 


claim Contractor coverage. 


necessary, but control of important | 
Copyright -industrial Publications, inc. 


billing is desirable. A share in | 
ition | | all earnings, an opportunity to 
acquire an ownership interest and 


“ ” ’ : 
cing F , 


di- a key position are assured the ACTICAL BUILDER . 
nog- | qualified applicant. Please give \ § Seuth Webesh Avenue « Chicage 5 
ton || us your personal background, bus- : 
shed iness history and earnings, and Puintisined Iey induwwial Pybbications, ina tor over FO years eadysive publishers to the Building industry, ise publishers of Building Supply 
references. Write in complete con- +, BEM Dealers’ Directory, Building Moterial Marchant & Wholesriar, Brick & Chey —— Coromc industry and Cero Deta Boot. 
aan | fidence. Our staff knows of this i i 2 ae : 
hou! advertisement. Box 7305, ADVER- THE B eo maha MA 
ING TISING AGE, 100 E. Ohio St., | | 


Chicago 11, Ill 
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Knox Reeves Names Two 


H. R. Ohleyer and Walier A. 
Johnson have been appointed man- 
ager and assistant manager, re- 
spectively, of the San Francisco 
office of Knox Reeves Advertis- 
ing, Inc. Harvey H. Strobusch, 
vice-president and former man- 
ager, has retired from active work 
with the agency but will continue 
in a consulting and advisory ca- 
pacity. 


Two Clubs Join AFA 


The Women’s Advertising Club 
of St. Paul and the Mobile, Ala., 
Advertising Club have joined the 
Advertising Federation of America, 
New York. 
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Gage Calls Mail 
Surveys Accurate 


CuicaGo—The validity of the 
results of mail surveys was stoutly 
defended by Nevin Gage, publica- 
tion manager of Apparel Arts, ina 
discussion of editorial planning at 
a meeting of the Chicago Business 
Papers Association March 14. He 
said that repeated use of mail 
questionnaires to readers of Ap- 
parel Arts had developed informa- 
tion of great value, and urged 
business paper editors to make lib- 
eral use of this type of fact find- 
ing. 


© Regular Renewal Follow-up! 


© Daily List Maintenance! 


SUFFERING FROM 


FALLING CIRCULATION? 


COMPLETE CIRCULATION MANAGEMENT _ 


FOR BUSINESS PUBLICATIONS 


Falling circulation can place any publication in an embar- 
rassing position. Many publishers of paid or controlled pub- 
lications have solved this problem by turning all of their 
circulation worries over to us. 


Our service includes: 

© Subscription Sales Promo- © Addressing and Complete 
tion! Fulfiliment Service! 

@ ABC Statements, Micro-rec- © Nation-wide Newsstand Dis- 
ords and Correspondence! tribution! 


Want more information? Write or call: 


pususmayy Bs clapmons? Corp 


we et 


538 South Clark Street, Chicago 5, Illinois 


ane 


“While some research men,” he 
said, “say that valid information 
can be obtained only by field in- 
terviews, I am convinced from the 
success of our inquiries through 
mail surveys that this is a fast, 
accurate and economical method of 
obtaining necessary information 
about reader preferences, likes 
and dislikes.” 

In reporting the results of a 
mail survey of his own among bus- 
iness editors, Mr. Gage said that 
30% use mail questionnaires for 
editorial research; 8% employ 
the interview method, and 46% 
use both methods. Of those using 
field interviews, 40% employ their 
own staff, while a larger number 
use both staff and outside in- 
terviewers. 

Mr. Gage urged that editorial 
planning be participated in by the 
publisher, the editor, the editorial 
staff, the circulation manager and 
the advertising manager, so that 
editorial thinking will be properly 
transmitted to all departments. 


‘Pioneer’ Names Hackett 


John Hackett, formerly manag- 
ing editor of Look and wartime 
head of the New York office of 
the OWI, has been named general 
manager of a new weekly maga- 
zine, the Pioneer, Amherst, Mass. 


Anchor Names Krochmal 


Aaron Krochmal has been ap- 
pointed advertising and sales pro- 
motion manager of Anchor Dis- 
tributing Co., Pittsburgh, whole- 
sale distributor of home equipment. 


There’s NATIONAL COMICS 27” 
your future 


It shouldn’t take a Swami and a crystal ball to spell out National 
Comics’ place in your future. 


Look: Almost half of all the people over 8, and in almost half 


of the homes... 


comics magazines are the reading staff-of-life. 
And, any single issue of National Comics reaches 4 out of 5. 
Delivering a highly responsive and impressionable audience of 


eager youngsters (and their docile parents, too) with an 8 mil- 


lion monthly ABC guarantee. . 


sales-provoking ad medium. 


It’s not magic! Just call for a National Comics man to tell you 


the complete story! 


THE NATIONAL COMICS GROUP 


Represented by: 


RICHARD A. FELDON & Co., INC. 


. judged on the basis of coupons, 
box tops, lineage volume, passed-on readership, roster of titles, 
editorial excellence, and glitter of name accounts... 
dollar National Comics is your present, as well as future, 


dollar-for- 


205 East 42nd Street, New York 17 


Chicago e 


Los Angeles 


San Francisco 


e Portland 


Copr. 1949—National Comics Publications, Inc. 
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Last year, approximately 500 


will be accepted. 


3. It must be available for 


clearly stated. 


Wanted: Current, Up-to-Date 
Market Data for AA Readers 


The second annual Market Data Section of ADVERTISING AGE 
will appear in the May 31 issue. The idea is to bring together, 
in one place, all possible market data issued by advertising 
media, trade associations, and others. 

The data will be described briefly, and classified by type of 
market or geographic area, thus providing a comprehensive 
index of all available market data in all fields. 


were listed in the section, and readers of ADVERTISING AGE sent 
in requests for over 13,000 individual pieces. 

Advertising media, associations, trade groups and others are 
invited to submit market studies or compilations for inclusion 
in this master list. There is no charge for such listings, 
the material must measure up to the following standards: 

1. It must be current. Nothing published prior to June, 1948, 


2. It must contain market facts. Booklets or brochures which 
contain media data only will not be listed. 


agencies, preferably without charge. If there is a charge, or 
other conditions are attached to its distribution, this should be 


4. It must be received prior to May 13, 1949. 

Actual copies of the material to be listed should be sent to 
Market Data Editor, ApveRTISING AGE, 100 E. Ohio St., 
11, with any necessary explanatory notes. 


separate pieces of market data 


but 


distribution to advertisers and 


Chicago 


Industrial Ad Group 
Honors Space Buyer, 
Salesman of Year 


NEw YorK—James S. Cawley, 
McGraw-Hill Publishing Co., and 
William H. Schink, G. M. Basford 
Co., were awarded plaques as the 
“Industrial space salesman of the 
year,” and “Industrial space buyer 
of the year,” respectively, by C. 
W. Shugert, Shell Oil Co., pres- 
ident of the Industrial Advertising 
Association of New York, at the 
chapter’s monthly luncheon last 
week. 

Mr. Schink, who joined Bas- 
ford’s space department in 1921 
and became assistant space buyer 
five years later, has been director 
of media for the agency since 1933. 
He is a charter member of the 
Media Men’s Association and has 
served as secretary and later vice- 
president of that organizaticn. 

Mr. Cawley has been with Mc- 
Graw-Hill as a representative on 
Factory Management & Mainte- 
nance since 1926. He also served 
two years as district sales man- 
ager for the company’s photo- 
graphic department. He has pub- 
lished several books, including 
“Historic New Jersey in Pictures,” 


and is an authority on colonial 
architecture. 

Each award winner was selected 
by a poll of active members, com- 
posed of advertising managers 
and agency men, who received a 
questionnaire giving the qualifi- 
cations on which the winner was 
to be judged. 


To Reincke, Meyer & Finn 


Reincke, Meyer & Finn, Chicago, 
has been named to direct the ad- 
vertising of J. M. Wood Mfg. Co., 
Waco, Tex., manufacturer of Gene 
Autry ieans, shorts and jackets; 
Clifton Mfg. Co., Waco, manufac- 
turer of automobile seat covers, 
Venetian blinds and canvas prod- 
ucts, and Shurlock Corp., Waco, 
manufacturer of Kiddie-Gard, an 
auxiliary automotive door lock. 


Granadaisa Appoints Tarcher 


Granadaisa Foods, Inc., Brook- 
lyn, has appointed J. D. Tarcher 
& Co., New York, to handle the 
advertising of Granadaisa imported 
sardines and other Granadaisa 
food products. 


Jaqua Appoints Molitor 


Don Molitor, formerly director 
of sales of Edward Stern & Co., 
Philadelphia, has been named to 
a creative and administrative po- 
sition with Jaqua Co., Grand 
Rapids, Mich., agency. 
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STRAIGHT 


TALK! 


STRAIGHT WHISKEY 


OLD TREASURE you get olf 
whiskey... finest, eged, 
ALL STRAIGHT WHISKEY 
4 YEARS OLD 


CAP MCEOET OFTHLNG CORP PrmABELPMA Pa 


INVADES MARKET—A new all-straight 
whisky, marketed by a Publicker In- 
dustries division, will make its bow 
with this 750-line copy in newspapers 
of major markets, through McKee & 
Albright, Philadelphia. 


New Straight Whisky, 
‘Old Treasure,’ Bows 
in Newspaper Series 


PHILADELPHIA—A series of 750- 
line newspaper ads, starting late 
this month, will launch an exten- 
sive campaign to introduce Old 
Treasure, a new straight whisky 
produced by Old Hickory Distill- 
ing Corp. 

Old Treasure and Old Classic, 
the latter marketed by Continental 
Distilling Corp., are the first 
straight whisky brands since 1941 
to start out in direct competition 
with popular spirit blends (AA, 
March 7). The two_ products, 
bottled by divisions of Publicker 
Industries, Inc., have a minimum 
age of four years. 

The opening ad for Old Treas- 
ure, headlined “Straight talk! It’s 
all straight whisky,” will be used 
in a number of major markets, 
and additional cities will be added 
to the drive as distribution is ex- 
panded. Magazine advertising is 
expected to follow within two 
months. The new straight whisky 
is being introduced to the trade 
with copy in March and April is- 
sues of business papers. 

McKee & Albright, Philadelphia, 
handles the Old Treasure account 
for Publicker Industries, which 
supplies a heavy volume of the 
bulk whisky purchased by dis- 
tillers. 


Philco Appoints Bailey 


Edward B. Bailey has been ap- 
pointed assistant advertising man- 
iger of Philco Corp., Philadelphia. 
He was former'y account execu- 
‘ive on the Philco account for 
lutchins Advertising Agency. 


Kimball Promotes Walsh 


E. R. Walsh, on the sales staff, 
ias been named general sales man- 
iger of A. Kimball Ltd., Toronto, 
ianufacturer of tags, labels and 
rice marking equipment. 


HE ia LABELS 


JF THEIR KIND MADE! 


h the consumer eye and HOLD IT with the quality 
‘| that defies competition FENT-ONAMEL colors 
sparkle permanently on smooth hard stock 
Lettering is sharp. clean-cut Adhesive is 
powerful - these labels stick and stay stuck 


Los 
\ IDEAS 
: p 60 al STICKER 


FENTON LABEL CO. 


Sun’s Arts Group Moves 


The graphic arts group of Sun 
Chemical Corp., New York, which 
is comprised of its printing ink 
and machinery divisions, has 
moved from 100 6th Ave., to the 
Sun Chemical building at 10th 
St. and 44th Ave., Long Island 
ae ie J 
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REPLY-O LETTERS 


will do your selling job 


/ Wore Efficiently 
/ Less Expensively 


_The Reply Is 
In the LETTER 


THE REPLY-O PRODUCTS 


Goodall Names Pacific Corp. 


Goodall Rubber Co., Trenton, 
N. J., has appointed Pacific Inter- 
national Corp., New York, its ex- 
clusive representative for the sale 
of Goodall products in eight South 
American countries. 


Averill Joins CKLW 


Harry Averill, formerly sales 
manager of WSNY, Schenectady, 
has joined the sales staff of CKLW, 
Detroit. 


¢ can’t TOUCH 


yee 
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NATIONAL ADVERTISERS SAY: 


“On parallel test - 
Reply-O vs. regular 
letter — Reply-O Let- 
ter gave us 26% more 
on a $3.50 offer."’ 
Robert Stone, Vice 
President The National 
Research Bureau 


“Results of Reply-O Letter 
Direct Mail to business and 
professional men — 96,000 
Reply-O Letters; 25,700 re- 
plies; $17,843,000 volume 
of new business."’ 

George Kelley, Director of 
Soles Publications New York 
Life Insurance Company 


CO. + 150 W. 22nd ST. « NEW YORK 11, N.Y. 


x Dept. 11, 506 RACE ST., PHILA. 6, PA. 


sinclair’s 15-Year Experience 
Proves Value of Spot Movie Ads 


FOR 15 YEARS continuously, Spot Movie Ads in theatres have 
been an important part of Sinclair Refining Company's adver- 
tising program. Sinclair Agents and Dealers are enthusiastic 
about Spot Movies because their experience proves movie ads 
sell Sinclair products and services for them. 


. cia in er er 
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THE SINCLAIR SPOT MOVIE PROGRAM has always been 

managed by a member of the Movie Advertising Bureau~from 

the signing up of Sinclair Agents and Dealers locally to the 
roduction and distribution of the films to selected Theatres. 
he Bureau can do the same for you. 


ATTENTION ADVERTISING EXECUTIVES! Get all the facts about Spot Movie Advertising. Call or 
write for your free copy of The Story of the $100,000 Continuing Study of Theatres for Movie Advertising. 


on-O’Donnell 


Advertising Agency: Hixs 


Be aed 


BOM SARE aan BPI 


SINCLAIR SPOT MOVIE ADS are like short news-reel features 
in the theatre's regular program. They give a local impact to the 
national advertising program because they feature the name, 
address and phone number of the local agent or dealer by means 
of a special signature. 


SPOT MOVIE ADS can sell your product by sight, sound, action 
and demonstration — in color or in black and white. Audience 
attention to your sales message is virtually 100%. You can use 
Spot Movies to advertise your product or service in one theatre 
or in over 12,000 theatres. 
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NATIONAL OFFICES 


NEW YORK CHICAGO 
70 E. 45th St. 333 N. Michigan Ave. 
®) Phone: MUrray Hill 6-3717 Phone: ANdover 3-3022 


KANSAS CITY CLEVELAND 
2449 Charlotte St. 400 Leader Bidg. 
Phone: Harrison 5840 Phone: Main 9333 


NEW ORLEANS 
1032 Carondelet St. 
Phone: Magnolia 4545 


SAN FRANCISCO 
870 Market St. 
Phone: YUkon 6-6164 


MEMBER COMPANIES 
UNITED FILM SERVICE, INC. * MOTION PICTURE ADV. SERVICE CO., INC. 


= * ; es Ce _ his SR te . oa : . ie 1 ae ea > eee ou we ae E eae oe hh i Pe ae Boring 0. a Sie re : ‘ ail a9 . k ’ 
' + 
eer 
__ ee 49 « 
ne 4 ao ae ¢ E \ \ a 
| | , | ry: RS | / a 
J AT Rea 
| | — ) ae | , 
E it’s all Wa SEITE TT eee nen hey 58 
7 | | - ——— - 
rs —————$——$—$—$—$—— ve ‘ ’ : 7 
Po al th Rae. 
r “is / — "<t 6) : = 
@ a 4 ee ; ie 
Y_- es “=f : 
a OL 2 nt ‘e 2 r 
Treasd S — a (o> G ‘aie 
a ’ ow a wok 
t ace = Thet's plein lenguege! In { f4 WY - 
. . = 
: - i “f ) q 
- nOla cae —_ Pe Ln Ee a 
bs ara poruLa® PC aa 
3 “ "eucar wnist f — ies 
’ = en Peed ‘ 
A 
q 4-74 Old Treasure | 
rs ————— nnn cee 
d es 
vr 
e r 
0 
0 ee 
a 
nial | al 
ctecd 
om- 
gers 
ed a i 
lifi- ; 
was er RO RO REE eee reer ee eae . TS, 
3 2 4 e 7” Pi eee ie is ig be gis a ae oy ie age? a ough f ae 
| eee “t,> ’ Le a ? cS ae cao sea bs eg : = a Ps bi ; ae. 
of wae CO y as ei % 
| | _—_ to _——a | 
ad- | —— la - . a = ——— 
ad- | = ® _ aa ™/~ 4 — ¥ 
Co., oy a5 sa ———- . as Z ; fie ; : aa : . . 
none | ea . ——— “—— a 2a © 
at % ; é i ,; .% * “ ; £ 4 ; i (™ ‘li se, ry. ‘ 4 ie os 
vers, eee : # gf ee ae t ag <a a ee . re mee , 
| a = ty , a Bi be. 7 P “i k - _— 4 : 5 i 
rod x . é é 4 i ‘ =e me _ A _— = . | ms 
laco, i. i . , ‘ yor % . _— me & . bd ™" 4 : / * 
, an ox “ fr &: «2% - =  &, Boe *  —_—— ae a 
€ Cn ae aed — . i ; Shae: y nes 
x. ig ~. mie <7 < es a > _ ' din ! Loess 3 ae eataik in aii i * a 
| 4 e dais = a Pattern d Poe —= a ; ; ae c = A S ee - es 
Le -* — . = € —— oe os < iba a PY i Pesos Se: 
Bi: ih 2 “ ; HE eee ~ — ill 
os - Set ‘ Ge ae ee L : 4 QZ 
B te * his Pe ees the conan —_ Pi 4 
ae 
tee 
ee ee : 
3 ; 
gs j ; 4 ’ + -s « : 
iy = | % 2 fer awe f ‘ 
| i j ~ mM . SS ai ook aie 4 ra 
a Fs ; & cS 2 a we > “— * oy i 
f A os +} . es eee on ae 
eT = i ze aS wet — 
e ie ) ae . “ — a ‘ / J L + 4 t : ae 
bic 2 . : i She . = —_ 
fs ’ tie Wa > - a “ Sa : LX 3 oa ne i al 
| Fe ¢ A DES GS aaa eae Be al < : 2 2 % ras, of i “Pe, 2 an. on 
te : ; ae ek ie jg : ¢ i >» hin ae Je on Ae, Pt a 
= —— ; . ie EO Ah, bee 
| Be 4 = is eal , . ee ‘ : eee & Ps a 
e ils Sea Ser 42 apie gb ee vz eee ee <2 ie ae ee % ¢ fe 4 i wets oS j > n 
Big ae rigs o # oe = r ee ee eee, ie : oe et x ta) i ; 5 
= 
: a | " 
| se 
Ono mann neu SSO ; B* 
nig z - P| ‘ : 7 
ie 
. ; 
. oe 
.. 
SOC ee eS : "0 Bet aie Eh rd Ran aki SER go Negra che pre a Eee a eer ee es Sane re tee $ SERNA air eich ae ss Vera? eee eke Seely “MPS Haale EES ie sue Se Veli aera SS i ieee ede ete weg y aot uy es 


Car Market 10% 
Better-If Sold, 
Davis Declares 


New YorkK—An optimistic view 
of the automobile market, with the 
prediction that the industry could 
sell between 5,500,000 and 6,000,- 
000 automobiles and trucks in 
1949, was given to the New York 
Sales Executives Club by John 
R. Davis, vice-president in charge 
of sales and advertising for Ford 
Motor Co., last week. 

Mr. Davis received the club’s 
“applause award,” in recognition 
of “outstanding salesmanship in 
introducing the 1949 Ford.” 

The Ford sales chief praised the 
salesmen in modern economy. 
“Statisticians who base their pre- 
dictions on booms and busts often 
overlook the fact that it is the in- 
genuity and vigor of America’s 


salesmen that throw their predic- 
tions off,” he declared, adding, “We 
do not reconcile ourselves to 
trends. We make them.” 

As for the market, Mr. Davis 
pointed out that there are 12,000,- 
000 families added to U.S. popula- 
tion since 1940, with another 12,- 
000,000 workers in the labor force 
since 1940, and productivity is at 
a new high. 


@ Individual savings are three 
times those of 1940, and the pres- 
ent $207 billion of savings is two 
and one-half times greater than 
the 1940 national income, and the 
U.S. is saving at a higher rate 
than in 1940, comparatively. 

Consumer debt—relatively—is 
lower, he pointed out, and U.S. 
consumers have an expendable in- 
come of $103.1 billion, greater than 
the entire national income in 
1940. 

As for the automobile business, 
Mr. Davis thinks the speculative 
market in new cars is gone, and 
seasonal buying (“another sign of 
normalcy”) has returned. He be- 
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As little as 10 Ibs. seed produces 20 tons of oiginiad 
.restores nitrogen, increases organic matter, 
\ wy 

i lushy, Y 
As a forage crop, the clover gives herds lush, § .» wi * al y ig 


fertilizer. . 


tilth and granulation of soil... 


midsummer pasturage when the bluegrass is brawhf an 


makes excellent ensilage ... meanwhile protecting “ \ # a \ ps | 
soil against rain and surface erosion, improvin is ag / Na ae 8 
drainage and porosity . . . ““Grow Your Own Fertili x " 1g aN : \ ly / 4 4 ) VY 
page 36, SuccessFuL Farminc for March... “¥ \ | « AK / / P if 

= f \ 
will help advertisers understand better why el” Br\| PB el | WW th 


farming today is a better business, and better ¥ 


farmers their best customers! 


‘Top market today 


for the national advertiser is the 1,200,000 
subscribers to SuccEssFUL FARMING .. . of 
which, a round million farm families in the 
Heart states average some $10,000 in income— ¢ 
$4,000 above US farm average... Eight good 4 
years, reduced debts, huge savings, make 
this farm group a major market for industry 
And with a larger spendable surplus out 
of income, these farm families are one of the 
world’s best class markets...a market barely 
skimmed by general media, covered only by 
SucceEssFUL FArminG. Get the facts from any 
SF office!... 
New York, Chicago, Cleveland, Detroit, 


SuccessFUL FarminG, Des Moines, 


Atlanta, San Francisco, Los Angeles, 


Also worth reading... 


Pre-steaks at peak... Feeder cattle on 


Jan. 1, highest on record... page 6. 


Nematode nemesis... Sugar beet pest, 


controlled by new fumigant...page 10. 
Intangible implement... Good credit 
worth more than $20,000 gift... page 49. 
Chicken cofeteria... Endless chain 


feeder cuts labor... page 66. 


Advertising Age, March 21, 1943 


Dallas, hos 


CHANGE—Sani-Wax Co., 
adopted ACS labels for its Sani-Wax 
polish. The bottle on the left shows the 
front label, which is red; the back label, 
right, is blue. The containers and ceramic 


labels are produced by Owens-lilinois 


Glass Co. 


lieves dips in employment, and 
concern about the future, may be 
a factor along with the evidence of 
lower prices in food and other cost 
of living items. “While these fac- 
tors have caused a shift in the 
automobile market, they have not, 
in my opinion, reduced by 5% the 
basic need and demand for new car 
transportation,” Mr. Davis de- 
clared. 


s He predicted that the industry 
could sell 5,500,000 to 6,000,000 cars 
and trucks in 1949, if it could 
build them. “That’s about 10% 
more than were produced by the 
entire industry in 1948. Let me 
point out that I said sell 10% more, 
and I stress this word sell because 
in my opinion at least 50% of 
these vehicles would have to be 
sold,” he emphasized. 

Mr. Davis also thinks salesmen 
have forgotten the potential mar- 
ket still undeveloped in the U.S. 
He cited as examples 13,000,000 
families without cars, 3,000,000 
homes without radios, 8,000,000 
with electricity but without re- 
frigerators, and 4,000,000 without 
electricity. With booming farm in- 
comes, still 6624% of farm homes 
have no running water, 80% have 
no bathrooms, and more than 50% 
have no tractors. “There is not a 
rural area, town or city in the 
U.S. where living standards cannot 
be raised today by intelligent 
salesmen,” he reported. 

In essence, Mr. Davis sees the 
salesman with four major respons- 
ibilities: (1) taking care of the 
selling function, now as important 
as production; (2) keeping a bal- 
anced market, seeing that the 
seller has at least a fair shake in 
a rapidly-arriving buyer’s mar- 
ket; (3) disposing of the biggest 
production in U.S. history, and 
(4) raising the standards of living 
for American citizens. 


Sets Air Conditioning Show 


Temperature Equipment Corp., 
wholesale distributor, Cleveland, 
during the week of March 28 is 
sponsoring an air conditionilg, 
heating and ventilating show. 


Gets Water Heater Account 


James A. Stewart Co., Carneg e, 
Pa., has been appointed to hanc le 
the advertising of the Pittsbur ‘h 
Water Heater Corp., Pittsburgh 


_ 


WHAT’S GOING ON? 


@ Manufacturers and their advertisi 9 
agencies are using this inexpensi ¢ 
clipping service for collecting editor 2! 
publicity, for making research od 
market studies, for maintaining cc 
petitive advertising files and for «* 
yeloping sales prospects on cert in 
types of products and services. 
New Booklet No. 10 “How Business 
Clippings” tells the whole story 


BACON’S CLIPPING BUR 


BUSINESS * FARM GENERA 
PAPERS PAPERS MAGAZI 


342 Se ‘Dearborn. St, Chicago 4 
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Network TV May 
Be Only for Big 
Spender: Larmon 


New YorK—Television will be- 
‘ome the most powerful adver- 
‘ising medium ever known, but it 
may well turn out to be a blue 
‘hip business which only the very 
large advertiser can afford on a 
national scale, Sigurd S. Larmon, 
president of Young & Rubicam, 
said last week. 

“We are not advising all of our 
clients to get into television,” the 
agency executive continued. “A 
great many shouldn’t use it now. 
Some can’t afford to at present 
rates and continue to do the other 
things they should.” 

In an interview with ADVERTISING 
Ace, Mr. Larmon said Y&R, while 
keeping all its clients informed on 
video developments, feels that 
about half on the list are adver- 
tisers whose products and pocket- 
books, or both, make their present 
use of the medium inadvisable. 

Some advertisers, who must now 
deny themselves the luxury of 
early TV experience, may be able 
to use it later, he said. 


\dvertising Age, March 21, 


s Young & Rubicam’s current tele- 
vision activity—eight network 
shows and six spot campaigns— 
makes it one of the leaders in the 
agency TV picture. Meanwhile, 
the radio-television department is 
preparing programs for several 
other clients. 

Despite this ambitious lineup, 
Y&R, like most agencies, is not 
making money on TV billings, for 
which it charges the customary 
15% time and talent commission. 
He declined to say when he thinks 
the agency’s television operations 
will show up in the profit column. 

“During the learning phase we, 
along with pioneer advertisers, 
networks and stations, are invest- 
ing our money to equip ourselves 
for this new medium,” he stated. 

Mr. Larmon expects video to 
begin paying off this year to the 
advertisers on a sales delivered 
per cost basis. 


s “Our first obligation,” he said, 
“is to make a_ substantial and 
worth while contribution to the 
development of television. We 
must staff and train a department 
of specialists, and devote the time 
and the manpower to achieve 
competence in television planning 
and production. A vast amount 
of research and experimentation 
is essential. Currently we are 
averaging twice the manpower 
and rehearsal time to television 
programs as is devoted to those 
over AM. 

“What the ultimate commission 
to the agency will be, I have no 
means of knowing. We must first 
make certain that we earn the 
15%. As, and if, we contribute 


AVAILABLE 
)ALES EXECUTIVE 


>trong background in sales reor- 
anization and market development. 
‘mphasis on distribution through 
vholesale and retail channels and 
eld sales training methods. Thorough 
xperience in advertising and mer- 
iandising techniques for improve- 
ent of consumer franchise values. 
xcellent record of accomplishments 
ith the ability to coordinate the 
inctions of sound marketing plans. 
itional contacts. Age 46, married. 
lary proportionate to responsi- 
ities and future prospects. Location 
en. Box 7308, ADVERTISING AGE, 
0 E. Ohio St., Chicago 11, III. 


more, I believe there will be no 


difficulty in working out a basis 
for properly compensating the 
agency.” 


s Some other Larmon predictions 
for television: 

One-minute spots, gradually 
pushed out of prime segments, 
will be replaced by 20-second an- 
nouncements as was the case in 
radio. 

The tendency toward filmed 
commercials, in preference to live 


sales messages, will become more 
marked. 

Programs of the Goldberg type, 
employing the situation comedy 
technique, have a better chance 
of not wearing out their welcome 
with televiewers than shows with 
a variety format. 


R&R Resigns Reis Account 

Ruthrauff & Ryan, New York, 
has resigned the Robert Reis & 
Co. (men’s underwear) account, 
effective May 1. 


‘British News’ to Debut 

W. S. Lockwood, Inc., Washing- 
ton, D. C., has plans for launching 
a new monthly publication, to be 


51 


known as British News, giving a 
review of British merchandise 
which is available for export. The 
first issue will be out in May. 


PAUL E. FAUST, 


ADVERTISING EXECUTIVE WITH 
THE “ROBINSON CRUSOE” TOUCH... 


This happy holiday sort of photograph is typical of 
Paul Faust’s spare time—which he tries to spend at 


his Island in Red Cedar Lake, up in Barron County, 


Wisconsin. He got the “Island Fever’ some years ago, 


and grabbed onto one when 


it came available. He’s 


certainly one of the pioneer island-owners in the adver- 


tising profession. 


And Paul Faust is just as certainly one of the 


pioneers in the advertising profession. He has always 


been an explorer and discoverer. For instance, among 


many other firsts, be recognized and identified the 


Principle of ‘‘consumer acceptance”’ as distinguished 


from 


“consumer demand.”’ This revolutionized the 


use which sales organizations made of advertising 


campaigns and increased their effectiveness. 


As President of Mitchell-Faust Advertising Com- 
pany, Paul E. Faust continues to be one of the active 
pioneering forces in the profession. 


And his agency today, as for years gone by, calls on 
the services of Partridge and Anderson—who have 


done some pioneering, too. 


PARTRIDGE & ANDERSON COMPANY 


712 Federal St. 


ELECTROTYPERS - 


+ Chicago 5, Illinois + 


NICKELTYPERS - 


Telephone: 


MATRIX MAKERS - 


HArrison 7-3732 


STEREOTYPERS 
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Monroe Chemical to French; 
Pangman Made Media Director 

Oakleigh R. French & Associates, 
St. Louis, has been retained to 
handle the advertising of Monroe 
Chemical Co., Quincy, Ill., manu- 
facturer of Putnam’s fadeless dyes. 

C. Sewell Pangman has been 
named media director of the agen- 
cy. 


$.$. SPECIAL 
FRISKET CEMENT 


95.00 per gal. $1.50 per qt. 
ARTEX ARTIST 


$3.50 per gal. $1.25 per at. 


Montenier Drive 
Aims at Selling 
5,000,000 Bottles 


Cuicaco—Jules Montenier, who 
introduced his fast-selling squeeze 
bottle deodorant called Stopette 
in July last year, has set a sales 
goal of 5,000,000 bottles for 1949 
and has bought an extensive maga- 
zine and newspaper list to push 
the item. 

One-column_ ads 
Charm, Cosmopolitan, Glamour, 
Life, Look, Mademoiselle, Mc- 
Call’s, The New Yorker and To- 
day’s Woman will be supplemented 
by a newspaper promotion in 93 


monthly in 


Reproduction in Quantity — 


06: 


in 500 to 750 QUANTITIES 
(1000 and over .06c) 


Pp HOTO-MATIC CO. so.08 Pagers wa 


markets. 

The newspaper push will consist 
of a series of ads on a daily sched- 
ule, to run over a 13-week period, 
and is based on results obtained 
from two months’ testing in Miami 
and Tampa, where the ads proved 
an effective sales booster. 

All retail outlets for the deodor- 
ant are provided with a long- 
term series of newspaper ads, to 
be used on both co-op and factory- 
paid bases, as local market stimu- 
lators. 

Earle Ludgin & Co. is the agen- 
cy. 


Alder to Barnes & Reinecke 


Thomas W. Alder, formerly 
president of Blake Mfg. Co., Rock 
Island, Ill., has been named exec- 
utive vice-president and treasurer 
of Barnes & Reinecke, Chicago, de- 
sign and engineering firm. 


WLW-C Names Henderson 


George Henderson has been ap- 
pointed sales manager of WLW-C, 
Crosley’s TV station in Columbus, 
O. He formerly was a district sales 


manager of Conlon-Moore Corp. 
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NASHVILLE 


THE KEY TO DEALER ACCEPTANCE 


ES | 


HARRY STONE, Gen. Mgr. 


Start out from Nashville in any direction. 
Stop at stores of all kinds anywhere 
along the line, for hundreds of miles’ 
along the radius. Check the inventories 
against the list of WSM sponsors, and 
the over-the-counter movement of WSM- 
advertised goods. That will tell you the 
story of this station that helps sell fo, 
and then helps sell for merchants who 
serve millions of Central Southerners. 


The merchants know why, too. 


Implicit confidence, based on 23 years of 
experience, in every word that is uttered 
over our 50,000 watt, clear-channel 
signal. 


* IRVING WAUGH, Com. Mgr. « EDWARD PETRY & CO., National Rep. 
$0,000 WATTS + CLEAR CHANNEL * 650 KILOCYCLES * NBC AFFILIATE 


Advertising Age, March 21, 
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In a slice of white space, 
Hard by a cut, 

The copywriter woos, 
Taking a story old as glory 
And trying to make it news. 


In a chair of complacence, 
Hard by a fire, 
The copy reader sits, 


Scanning by starts and fits. 


But wait! Here’s a stopper, 
A waker, a socker! 


If moral there be, 
In a verse like this, 
For copywriter blue, 


Nodding and napping and pages all flapping, 


On hat and on coat in a flash, 
To market she’s hasting, the sooner a-tasting 
Your sensational new type of hash. 


It’s keep plugging and slugging and hugging and tugging, 
Not all are so hardened as you. 


Keep A-Courtin’ 


WILLIAM S. Power, 
Edward M. Power Co., 
Pittsburgh. 


Sells ‘Ottawa Journal’ 

P. D. Ross, owner of the Jour- 
nal, Ottawa, Ont., has sold his 
interests in the daily to E. Norman 
Smith, junior partner of Mr. Ross 
for 32 years, and M. Grattan 
O’Leary, associate editor. Mr. 
Smith and Mr. O’Leary in turn 
transferred blocks of shares to 
T. G. Lowrey, managing editor; 
V. M. Kipp and I. Norman Smith, 
associate editors; E. S. Planta, 
general manager, and T. H. John- 
stone, advertising manager. 


Tolle Appoints Kaufman 

Julian M. Kaufman has been ap- 
pointed assistant account executive 
of Tolle Co., San Diego agency. He 
is a former publisher of Shopper, 
Tucson, and more recently a tele- 
vision producer-director in Minne- 
apolis. 


Williams Appoints Emery 


C. K. Williams & Co., East St. 
Louis, Ill., manufacturer of syn- 
thetic oxides, natural oxides and 
extender pigments, has placed its 
advertising with Emery Advertis- 
ing Corp., Baltimore. 


Marchant Appoints Grady 


Henry W. Grady has been named 
secretary of the Marchant Cal- 
culating Machine Co., Oakland, 
Cal. He will continue as manager 
of public relations and advertis- 
ing. 


Joins ‘Town & Country’ 


Charles J. McCarty, formerly 
with the New York Herald Trib- 
une, has joined the advertising 
staff of Town & Country, New 
York. 


THE WRONG 
APPROACH 


Effectively directed ad- 
vertising in Metropolitan 
Oakland calls for the use 
of a highly productive 
newspaper medium with a 
mass area coverage. 


The Oakland Tribune, 
holding top position in to- 
tal ad lineage among all 
S.F. Bay Area newspapers, 
is recognized as Northern 
California’s NUMBER 1 
newspaper medium. 
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CRESMER & WOODWARD, INC. 


Representatives Including Sunday Magazine 
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Lewyt Launches Spring 
Vacuum Cleaner Campaign 

Lewyt Corp., Brooklyn, will 
launch a spring drive for its 
vacuum cleaners this month as part 
of its $500,000 annual campaign. 
In addition, $250,000 is being 
spent during 1949 in cooperative 
advertising. 

Spring ads will appear in Better 


March 23-25. Spring meeting, 
\ssociation of National Advertis- 
ers, Hot Springs, Va. 

April 6-7. American Association 


ae ; Homes & Gardens, Good House- 
if Advertising Agencies, Green- keeping, Ladies’ Home Journal, 
wier Hotel, White Sulphur Life, Look and The Saturday 


Springs, W. Va. 

April 6-12. National Association 
if Broadcasters, 27th annual con- 
vention, Stevens Hotel, Chicago. 

April 20-22. National News- 
paper Promotion Association, an- 
nual convention, New York. 

April 26-28. American News- 
paper Publishers Association, Wal- 
dorf-Astoria, New York. 

April 29-30. National Association 
of Litho Clubs, annual convention, 
Mayflower Hotel, Washington, D. 
¢. 

May 2-5. Chamber of Commerce 
of the United States, 37th annual 
meeting, Washington, D. C. 

May 6-7. Pacific Northwest 
Newspaper Advertising Executives, 
spring meeting, Multnomah Hotel, 
Portland, Ore. 

May 10-12. International Coun- 
cil of Industrial Editors, eighth 
annual convention, King Edward 


— Hotel, Toronto. 

rtis- May 10-13. American Manage- 
ment Association, nationa! con- 
ference on packaging, packing and 
shipping, and packaging exposi- 

med tion, Atlantic City. 

Cal- May 18-21. Associated Business 

and, Papers, spring meeting, The Home- 

ager stead, Hot Springs, Va. 

rtis- May 20-21. International Affili- 
ation of Sales and Advertising 
Clubs, annual meeting, Hamilton, 
Ont. 

erly May 23-24. Inland Daily Press 

Tib- Association, spring meeting, Con- 

ne gress Hotel, Chicago. 

ew 


May 23-25. National Federation 
of Sales Executives, annual con- 
vention, Stevens Hotel, Chicago. 

May 29-June 1. Advertising 
Federation of America, 45th an- 
nual convention, Rice Hotel, Hous- 
ton, Tex. 

June 6-7. American Marketing 
Association, mid-year conference, 
Sheraton Hotel, St. Louis. 

June 12-15. National Industrial 
Advertisers Association, 27th an- 
nual conference, Hotel Statler, 
Buffalo, N. Y. 

June 20-21. Public Utilities Ad- 
vertising Association, annual con- 
vention, Hotel Netherland Plaza, 
Cincinnati. 

June 26-29. Newspaper Adver- 
tising Executives Association, 
summer meeting, Hotel Roosevelt, 
New Orleans. 

Sept. 11-15. Advertising Spec- 
ialty National Association, 46th 
annual convention and trade show, 
Palmer House, Chicago. 

Sept. 21-23. Direct Mail Adver- 
tising Association, annual con- 
ference, Congress Hotel, Chicago. 

Oct. 17-18. Inland Daily Press 
Association, annual meeting, Con- 
gress Hotel, Chicago. 


Joins O’Brien & Dorrance 

Jack Stong, formerly with Mc- 
Cann-Erickson, New York, has 
oined O’Brien & Dorrance, New 
York, as art director. 


WANTED 


BUSINESS PAPER 
ADVERTISING MANAGER 


Not over 45 years of age. Must be 
able correspondent with space sell- 
ing experience. Competence to 
manage branch sales managers and 
originate research and promotion 
for a group of successful business 
Papers is a requirement. Future as 
| assistant publisher. State fully ex- 
| perience, salary requirements and 
furnish necessary details such as ref- 
erences and family status. Reply to 
Box 7299, ADVERTISING AGE, 100 
East Ohio Street, Chicago 11, Ill. 


ee 


Evening Post. Hicks & Greist, New 
York, is the agency. 


To Guild, Bascom & Bontigli 


Medicine Rock Corp., Medford, 
Ore., processor of mineral prod- 
ucts, has appointed Guild, Bascom 
& Bonfigli, San Francisco, to con- 
duct a national magazine and radio 
advertising campaign. 


Ontario Newsmen Elect 


Robert L. Curran, managing di- 
rector of the Star, Sault Ste. 
Marie, Ont., has been elected pres- 
ident of the Ontario Provincial 
Dailies Association, succeeding Ar- 
thur L. Davies, general manager 
of the Whig-Standard, Kingston. 
J. C. Preston, of the Expositor, 
Brantford, has been named Ist 
vice-president, and T. L. Wilson, 
of the Times-Gazette, Oshawa- 
Whitby, 2nd vice-president. 


Express Promotes White 


Roy B. White, former assistant 
advertising manager of American 
Express Co., New York, has been 
appointed assistant vice-president, 
financial sales department of the 
company, effective March 16. Mr. 
White joined American Express as 
assistant advertising manager in 
March, 1946. 


Bradley Joins RCA 


George W. Bradley, formerly as- 
sistant director of advertising of 
Brait’s Men’s Store chain, Phila- 
delphia, has joined the copy and 
creative staff of the RCA Inter- 
national division, Gloucester, N. J. 


KSL Advances Taylor: KSL-TV 
to Begin Operations Soon 


Lake City, succeeding R. L. Berg- 
man. 

KSL-TV expects to begin oper- 
ations early in June. 


2 in HOUSTON 


LE Drorsiy ond Pitt 


' PHOTOGRAPHY 


Sherril W. Taylor, publicity di- 
rector, has been appointed promo- 


‘ ) Industrial @ Editorial @ Advertising 
tion manager of Station KSL, Salt 


16mm Productions 


3418 WEST DALLAS @ HOUSTON 6, TEXAS 


NON-METAL TYPESETTING 


SAVE 50% 


1. Vari-Typer DSJ 


of your com- 2. 1BM Proportional 


position cost 


on surveys, questionnaires, parts Spacers 

lists, price lists, directories, bulle- 3. Fototype 

tins, service manvals. ; 4. Robotyped Letter 
ACCURATE COMPOSITION SERVICE, INC. Service 


» 


WA? 


$42 S Dearbor 


9634 


As indicated by Mr. Scheel and hundreds 
of other Kansas farmers, when selecting a 
medium in which to advertise their live- 
stock sales, it’s Kansas Farmer. This choice 
is no doubt based on the influence Kansas 
Farmer has on their own buying habits. 


It is of vital interest to national as well as 
sectional advertisers, when a publication 
is the first choice of its subscriber readers 
as an advertising medium. The fact that 
Kansas livestock display advertisers buy 
AO lines in Kansas Farmer to 5 lines in the 


For complete tabulated results of study No. 8, write Kansas Farmer or any Capper Publication office. 
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“I have depended on Kansas Farmer since 1937 when 
| started raising registered Hampshires, and it has 
always been tops.” Dale Scheel, R. R. No. 2, Emporia, 
Kansas, produces more than 250 head of registered 
Hampshire Hogs per year. He stated that he has 
always used Kansas Farmer to advertise his sales 
with outstanding results. 


closest secondary paper is added proof 
that it is the right medium to cover the 
Kansas market. 


This unusual acceptance of Kansas Farmer 
has been built by an analytical editorial 
policy keyed to its readers wants and 
needs. Proof of this policy’s effectiveness 
is contained in study No. 8 of the continuing 
study of farm publications recently made 
by the Advertising Research Foundation 
under the sponsorship of the American 
Association of Advertising Agencies and 
the Association of National Advertisers. 


Display Livestock Advertising 1948 
1 KANSAS FARMER *40,120 LINES 


No. ox ie oe 
(*From publishers information bureau) 


No. 2 A WEEKLY FARM 
NEWSPAPER. . . ° 


(*Estimated, no records published) 


KANSAS FARMER 


Editorial and Business Office 
TOPEKA, KANSAS 


4,763 LINES 
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Three Appoint Kemper Agency 

Don Kemper Co., Dayton, has 
been appointed to direct the ad- 
vertising of Hope Metal Products, 
Inc., Cleveland, manufacturer of 
steel storage equipment; Premium 
Plastics, Inc., Verona, O., manu- 
facturer of tailor-made premium 
plastics for sales promotion pur- 
poses, and Wiesman Mfg. Co., Day- 
ton, manufacturer of industrial 
safety equipment. 


Williams to Video Varieties 


Otis P. Williams, formerly with 
WOR and Mutual Broadcasting 
System as a sales executive, has 
been appointed general sales man- 
ager of Video Varieties Corp., 
New York, producer of television 
program films, television commer- 
cials, business movies and _ slide 


films. 
(eal 


Joins ‘Popular Mechanics’ 


Jack A. Thompson has resigned 
as circulation manager of Out- 
doorsman and Popular Homecraft. 

* to join the circulation staff of 
Popular Mechanics, Chicago. 


Farson & Huff Opens Branch 

Farson & Huff, Louisville agen- 
cy, has opened a Cincinnati office, 
with William R. Northlich as vice- 
president and managing director 
of the new office. 


SIGHS OF LONG LIFE" 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


Y 


Artkreft® Menvtocturing Corporetion 
900 Kibby $+. Lime, , USA. 


“Tretemerts Gop U 5 Per OF 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 


CHURCH PROPERTY 


al 


ADMINISTRATION 
Published bi-monthly at Milwaukee, Wis. 


. 
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WasHINGTON—Retail business 
was off 9% from last year during 
the week ended March 5. 

In reporting that figure, how- 
ever, the Federal Reserve Board 
cautioned readers to make allow- 
ance for a 6% decline because of 
a late Easter this year. With this 
allowance, therefore, a reasonably 
valid comparison would show 1949 
sales down only 3% from the cor- 
responding week of 1948. 

The sales index for the 1949 
week was 242, as compared to 
265 last year, 254 in 1947 and 
233 in 1946. Easter also was early 
in 1947—and late in 1946, as the 
figures would suggest. 

Sales this year have been in- 
creasing steadily since the first 
week of February and, on the basis 
of past performance, will probably 
rise at a more rapid rate as Easter 
approaches. 


Declines took place in every 
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illustration and core 


...imagination and the facilities . 
to produce with speed and craftsmanship 


...all found at 
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Federal Reserve Figures on Department Store Sales 


federal reserve district except 
that of Kansas City, where St. 
Joseph reported sales up 40%; 
Kansas City and Wichita up 8%; 
and Denver up 6%, for a total 
district rise of 8% over last year. 


ws Only four other cities registered 
gains. Birmingham was up 10%; 
Syracuse up 8%; and Atlanta and 
Seattle both showed 5% rises. 

Largest district loss was that of 
Cleveland, down 15%. Largest 
city loss was recorded by Balti- 
more, off 21%. With the few ex- 
ceptions mentioned, figures for all 
districts and cities were more 
uniform than at any time since 
the first of the year, when the 
West Coast cities began to report 
heavy year-to-year losses. 

Commerce Department reports 
sales of durable goods whole- 
salers in January were $1,745,- 
000,000 and non-durable goods 
dealers had sales of $3,631,000,000. 
All durable goods lines were down 
from December, with the changes 
ranging from 12% for construc- 
tion and materials dealers to 65% 
for dealers in jewelry and optical 
goods. Apparel, dry goods and drug 
wholesalers showed gains. 

Non-durable goods group de- 
clines included paper, off 5%; 
food, off 7%; tobacco, down 23%, 
and alcoholic beverages, down 
38%. 


Year-to-Year % Change 
Full Mo. wk. 


Federal Reserve of Mar. 
District and City Jan. 5 
UNITED STATES .... —4 
Boston District........ 4 —9 
New Haven —5 
Boston 
Springfield 
Providence 


Year 


ere 
Syracuse 
Philadelphia District ... 
Philadelphia 
Cleveland District 
Akron 
Cincinnati 
Cleveland 
Columbus 
Toledo 
Pittsburgh 
Richmond District...... 
Washington 
Baltimore 
Atlanta District ....... 
Birmingham 
Miami 
Atlanta 
New Orleans 
Nashville 
Chicago District .. 
Chicago 
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SALES INDEX 


1935-39 EQUALS 100 


Week to Mar. 5, '49*.p242 
Week to Mar. 6, "48*.. 
Month of Jan., 49... .p288 
Month of Jan., 48... .p286 
Entire Year 1948...... 302 
Entire Year 1947...... 286 


pPreliminary. 
*Not adjusted seasonally. 


Indianapolis ........ 4 —1 coal 
Se 7 -3 —k& 
Milwaukee .......... 10 —3 —8 
St. Louis District ...... 7 —5 —7 
Oe 9 —2 —7 
ED i dbee cee we 9 —2 5 
2 rsa 6 —8 —7 
Memphis ...... cea 6 10 5 
Minneapolis District.... 6 —9 ° 
Minneapolis ........ 7 —4 ° 
CE C6 Gneccesve0< 2 -—8 ° 
Duluth-Superior .... 10 —3 ° 
Kansas City District 5 —13 8 
i Ccheddws scenes 3-5 6 
ER NARs weed ve nes 10 —6 - 
ES ee 5 —16 8 
C—O Seas —3 —16 40 
Oklahoma City ...... 6 —25 —5 
ee 12 —15 —1 
Dallas District 9 —7 7 
Di tGnthkcees oweuss 4 —10 —6 
Fort Worth 6 —7 —# 
(eee 20 2 —12 
ee Rs vd o-2 6 7 —14 —10 
San Francisco District. . 5 —9 —10 
Los Angeles Area.... —l —6§ —13 
SEE ccnceacevece 6 —2 —12 
San Francisco ...... 5 3 —11 
aaa 7 —13 —10 
Salt Lake City .... 2 —16 —) 
EE -cavekaverees 3 —10 5 


* Data not available. 


RCA Victor Appoints Four 


W. L. Rothenberger has been 
named assistant general sales man- 
ager of the tube department of 
RCA Victor, Camden, N. J. William 
H. Painter has been promoted to 
manager of the merchandising 


division; H. F. Bersche has been 
named manager of the renewal 
sales section, and M. J. Carroll has 
been appointed head of the equip- 
ment sales section. 


THERE'S NO FINER 
ARTIST'S BRUSH 
ANYWHERE ! 


CRAFIINT 


| SERIES A" GENUINE RED SABLE 
} WATER COLOR BRUSHES ... 


are scientifically made of only 
the finest imported red sable 
hairs . . . Fits the hand per- 
fectly—Forms a perfect needle 
point. Available in ten sizes. 


At your dealer or write direct. 


THE CRAFTINT MFG. CO. 
1615 Collamer Ave., Cleve., O. 
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CCNY Awards 
Go to Kudner, 
WMAOQ and WEEI 


Duffy and Harper 
Will Address Annual 
Radio-TV Conference 


New YorK—Bernard C. Duffy, 
president of Batten, Barton, Dur- 
stine & Osborn, will be the prin- 
cipal speaker at the fifth annual 
radio-television and business con- 
ference of the City College of New 
York. The one-day meeting will 
be held March 30 at the Roosevelt 
Hotel. 

Top awards of the year—bronze 
plaques—will go to WMAQ, Chi- 
cago, for the creation of the out- 
standing radio program of 1948 
(Johnson & Johnson’s “It’s Your 
Life’); to Kudner Agency, for the 
creation of the outstanding tele- 
vision program (“Texaco Star 
Theater”), and WEEI, Boston, for 
top achievement in radio promo- 
tion. 


a The morning session will be 
devoted to four simultaneous panel 


discussions on sales, programming, |i 


research, and publicity and pro-| 
motion, with station, agency, net- 
work and research executives 
participating. 

Moderators of the panels will 
be, respectively, Seymour N. Sie- 
gel, director, WNYC, New York;/} 
Murray F. Grabhorn, ABC vice- 
president; E. P. H. James, Mutual | 
vice-president, and James M. 
Gaines, director of owned and op- 
erated stations, NBC. Dr. Robert 
A. Love, director of evening and 


extension division, City College § 


school of business, will preside 
at the opening session. 

Afternoon speakers include Elli- 
ott Sanger, executive vice-presi- 
dent, WQXR, New York; Hubbell 
Robinson Jr., CBS program vice- 
president, and Marion Harper Jr., 
president, McCann-Erickson. 


a Awards of merit will be pre- 
sented to the following: Kudner 


Agency, New York, sponsored tele- § : 


cast (“Texaco Star Theater”); N 


W. Ayer & Son, New York, TV ’ 


spots (Lucky Strike); WHAS, 
Louisville, direct-selling sponsored 
broadcast in 50,000-watt 
(Kaufman-Straus Co.’s “Coffee | 
Call”); KXLY, Spokane, Wash., | 
institutional sponsored broadcast 
in 5,000 to 10,000-watt class 


(Standard Securities Corp.’s “Ex-@ 
WMAQ, 
institutional sponsored radio pro- 
in 50,000-watt class (“It’s 


cerpts from History”); 


gram 
Your Life’). 

WHB, Kansas City, Mo., spon- | 
sored radio spots in 5,000 to 10,- 
000-watt class (Cook Paint & Var-| 


nish Co.); WLOK, Lima, O., radio @ 
program for station promotion ing 


100 to 250-watt class; WOW, Oma-j 
ha, program for promotion 


bia Pacific Network, Los Angeles, 


program for network promotion; § 


Kenyon & Eckhardt, New York, 


promotion of national radio pro- im 


gram (Borden’s “County Fair’’); 
Frederic W. Ziv Co., Cincinnati, 


class @ 


: without on-the-spot radio 


in 
5,000 to 10,000-watt class; Colum- 


promotion of regional or intra- 
state program (“Favorite Story”). 


s KLZ, Denver, promotion of local 
program in 5,000 to 10,000-watt 
class; WGAR, Cleveland, promo- 
tion of local program in 50,000- 
watt class; KTUC, Tucson, Ariz., 
over-all station promotion in 100 
to 250-watt class; WEEI, Boston, 
over-all station promotion in 5,000 
to 10,000-watt class; and WCCO, 
Minneapolis, over-all station pro- 
motion in 50,000-watt class. 


Sixteen other stations, adver- 


tisers and agencies will receive 
honorable mention. Presentations 
will be made by Dr. John Gray 
Peatman, chairman of the National 
Radio Awards Committee and as- 
sociate dean of the college of lib- 
eral arts and sciences, City College. 

The 1948 winners were selected 
by Victor Dallaire, Printers’ Ink; 
John H. Caldwell, Sales Manage- 
ment; Joe Koehler, Sponsor; Frank 
Saunders, Tide; Bruce Robertson, 
Broadcasting; Val Adams, Radio 
Daily, and Maurine Brooks, Ap- 
VERTISING AGE. 


Reinhold Appoints Carlin 

John N. Carlin, formerly cir- 
culation promotion manager of 
McGraw-Hill Publishing Co., has 
been appointed circulation man- 
ager of Materials & Methods and 
Progressive Architecture, pub- 
lished by Reinhold Publishing 
Corp., New York. 


Hauxhurst Joins WISN 


Lawrence V. Hauxhurst, former- 
ly with Automatic Products Co. 
and Illinois Coil Spring Co., has 
joined the sales staff of WISN and 
WISN-FM, Milwaukee. 


To Armstrong. Schleifer 
Community News-Blade, How- 
ard Beach, N. Y., has named Arm- 
strong, Schleifer & Ripin, New 
York, to handle its advertising. 


Names and addresses 15, vied 
County agents, Home 
stration agts., USDA, State 
Extension Personnel, many 
other ag. leaders. Up-to-date. 
200 pages. No other like it! $5.00 
postpaid. Check or money 


fen Agents Directory 
ICAGO 2, newors 
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Sa04° 


KFBK 


Sacramento (ABC) 
50,000 watts 1530 ke. 


Cite a ed ata 


Your sales story will never take root in the Bonanza Beeline if 
you plant it on outside radio stations. Because the Beeline— 
California’s rich central valleys plus western Nevada—is an 
inland, independent market, remote from coastal influence. And 
Beeline people naturally pay little heed to outside radio. 

So the way to radio-sell this inland market—where gross 
buying power is a billion above San Francisco's . . . and total 
annual retail sales virtually match Detroit’s t—is to use the five 
BEELINE stations. 

Together, these on-the-spot stations cover the whole Beeline... 
Individually, each is a long-time local favorite. KWG, for instance, 
has been selling the rich Stockton area since 1921. Check Raymer 
for more facts on the BEELINE. 


t on ee ed a a: 


Me CLATCHY BROADCASTING COMPANY 


PAUL. H. RAYMER co., National Representative 


me Rost ae ee 


SACRAMENTO, CALIFORNIA 6 
KOH 


Reno (NBC) 
1000 watts 630 ke. 


‘PAUL H. 


KERN 


Bakersfield (CBS) 
1000 watts 1410 ke. 


7 


*% 


ETUNIA 
FEDS 


KWG 


250 watts 


Stockton (ABC) 
1230 ke. 


KMJ 


Fresno (NBC) 
5900 watts 580 ke. 
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local newspaper advertising. 


idve 


H to pay more and take more space |firm turned up 33 traceable leads | 
Telephone Directory each year,” he declared. “There are|and completed 20 sales, he re-| Footnotes Another factor which is —— 
34304 more large ads under ‘roofing’ | ported. this situation interesting to both 
Criticized As Poor than any other classification, andI,| Frederick H. Nickels, vice-pres- manufacturers and chains is that 
. i for one, am going to start cutting |ident and treasurer, Eddy-Rucker- By G. D. CRAIN JR. in a period of declining commod- 
° Medium by Roofers down.” Ormsby said that he be-|Nickels Co., Cambridge, Mass., - ity prices, which we have now i 
ATLANTIC Crry—Telephone book | lieved the average roofer “doesn’t | agency, told the 1,000 contractors Food merchandising men are|entered, there are the same op- 
advertising took a beating at the|get a dime’s worth of business”|that they “must advertise to sur-| getting a great bang out of what| portunities for heavy losse: 
annual convention of the North-|from telephone directory adver-| vive.” they believe is a decided trend to-|through inventory depreciation a: 
eastern Roofing, Siding and Insu-|tising. Newspaper advertising is the| ward featuring national brands in| there were for profits in the year: 
lating Contractors Association at most effective medium for roofers,| chain store advertising. of rising prices. Under these con- 
Haddon Hall Hotel here. ws Other speakers from the floor|he said, because of the greatnum-| A&P and Kroger’s have been| ditions neither the food processo: 
Speakers at a forum on adver-|backed Ormsby’s assertion and|ber of persons who must be con-|leaning more and more toward|nor the distributor, whether job- 
tising not only voiced doubt of the/asked the association to discuss|tacted to reach a prospective cus-| wel] advertised and well accepted | er, chain or retailer, is in a po- x 
ads’ pulling power, but almost un-|some action. Retiring president L.|tomer. Pointing out that the aver-| grocery products in recent years,|Sition to sacrifice turn-over in 
animously complained that they|R. Vercherau, of Schenectady,|age interval between sales of roof- as the growing importance of self favor of long margins. 
were forced to buy more space|ruled that it was a matter for local|ing to each individual is about 30 service in supermarkets em- 
each year to maintain favored posi- | councils to consider. years, he said that “it is obvious phasizes consumer selection and|® The goods must be kept moving 
tions. W. J. Gates, Bethesda, Md., pre-|a mass medium is required when ie cnmartuntts for wracter ¢ but fast, and the answer to that 
William Ormsby, of Boston, led|dicted that “the time will come|there is only one chance in 10,000 ia — sere B poten ene is increased advertising pressure KICK-O 
the assault with a recital of his|when we will all be using tele-| for a prospect.” ae Me ig to convert brand acceptance into manufa 
experience since he inserted his| vision advertising.” Using spots in . eee active demand and consumption represe 
first ad in 1925. the Washington, D. C., area from |’Times’ Names Saiff, Davis n executive of one of the larg-| For that reason, you can expect to will use 
“To keep our spot we have had| April 29, 1948, to Jan. 7, 1949, his| Louis Saiff Jr. has been named | °** food companies in the nation|see not only more aggressive food beginni 
general manager of business activ-]W@S in my office recently, and| advertising at all levels of distri- new 
ities of the Daily Times, Water-| showed me, with great satisfaction,| bution, but also greater use of MacDor 
town, N. Y. He also will continue|tear sheets from many metropoli-| special incentives, such as pre- 
as general manager of the publi-| tan newspapers, in which leading|miums, to assure fast action all M 
+|cation’s radio properties. John C.|chains have featured the brands along the line. al 
Davis has been — ore: of his and other well-known, well D 
ing manager oO e paper. e s ’ 
O.A.F A combined position of business ~ wr ove a a eeteanen tn. F. W. Dodge Promotes Albin ea 
OCIATES manager and advertising manager » “| Charles H. Albin has been named 
. . ELDON & SS I was formerly handled by the late] as this executive pointed out, the assistant manager of Home As I 
ry Clarence M. Kendall. a — nd in large se Owners’ Catalogs, New York, and CHIc 
; ' and do a jot of business on national| F. W. Dodge Corp. consumer cata- planni 
Publishers Representatives Adams Purchases ‘Review’ brands to justify full pages in met-|log distribution service based on Kitche 
Virgil Adams, for the past two]ropolitan newspapers for the pro-| Dodge reports. He was formerly made 
years general manager of the Daily | motion of these products. advertising manager of the con- advert 
185 North Wabash Ave. 715 Union Commerce Bldg. mete oe By wa, bee struction news division. prt 
: f Cleveland 14, Ohi purchase e orning aT,’ As an indication of what power- : The 
a —_ re ~ Greenwood, Miss. Associated with} ry) advertising does at the distri- | Sponsors PR Seminar Chapm 
DEarborn 2-5272 Main 5693 Mr. Adams as editor will be his Pe : is 
bution level, he added the story of| Texas Christian University is Brothe 
brother, Herbert C. Adams, who . - - er ial 
for the past five years has been how a New England chain, never | Sponsoring a seminar on inc ustria inet m 
editor of the Dominion-News,| before a customer of his company,|@nd business public relations in tion ¢ 
Morgantown, W. Va. added the line as the result of a we Mla ye ee Ridings facture 
ee ae ee campaign | head of TCU’s publicity and jour- a grou 
whic is big food processor has| ,alism departments. will se 
recently started in that area. The a pack 
head of the chain just couldn’t ; &E For 
see the store traffic generated by pec ag gg eal a idea h 
oy advertising being diverted to with Dancer-Fitzgerald-Sample stores 
is competition, and hence for the/.nq Compton Advertising, has About | 
first time is featuring this well-| joined Kenyon & Eckhardt, New lineup, 
known line in his store and in his| York, as account executive. to have 
: ship re 
Dealers 
tories ' 
Keep Your Eyes on Charleston! 
s Mem 
include 
Ul sils 
| THIS YEAR'S AZALEA FESTIVAL ils, 
Nes IS APRIL 19th THROUGH 24th! cover'n 
; 2om INDXtES x ee Loa : tip ete 
vac pril tens of thousands of visitors come to *) 
_ - PErRovus . p ‘ waste 
taba ROS Charleston for its nationally famed annual Azalea ing Co 
Festival — people from far and near, from the towns, ighting 
from plantations and farms, and from the ever-growing a 
: ’ “te al : ig Co. 
factories. This year the Azalea Festival is to be bigger The | 
and better than ever! will op 
' ‘ : in the 
A new feature of the 1949 Azalea Festival will be a June, ; 
spectacular night-time pyrotechnic reenactment in page a 
2 Charleston Harbor of the initial attack on Fort Sumter ney 2 
in 1861. — And of course there will be also the mam- ind bui 
moth Parade of Queens and Floats, the Lancing Tourna- nd otl 
ee ja? NATES | ment, Street Criers’ Contest, Boxing Tournament, Pet eet 
' p Parade, Coronation of the Queen, Azalea Ball. and eaiiien 
, . 
E PROSPEROY other dances and entertainment. 
. P — oe : M : 
j ona Ss Coming to Charleston for this week of gaiety and — 
ERR MEW ENG frolic is only natural, for this great port city is the ertisin 
' Ny \s) recognized center of the coastal area. Here are the pe Ran 
: > : is bee 
A RK shops, the professions, the business establishments that ing ¢ 
serve this growing, prosperous area. The Azalea Fes- ane 
tival helps Charleston and its neighbors become better ‘ing i 
, acquainted, become better friends. ew Ye 
People of the coastal belt also turn to Charleston for 
their news. The NEWS AND COURIER and THE 
CHARLESTON EVENING POST effectively cover j 
Charleston’s rich twenty-county trading area. — Alert 
advertisers for a long time have availed themselves of OF 
this complete coverage. RIGHT | 
There’s 1 
1: millic 
Collars a 
HE CHARLESTON EVENING POST | Re 
the Negr 
a = The News and € ae) es: 
ae rws and Couricr ding 
Paui W. Morency, Vice-Pres.— Gen. Mgr. Walter Johnson, Asst. Gen. Mgr.—Sales Mgr. | ‘CHARLESTON, SOUTH CAROLINA : N JTE: 
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KICK-OFF—A group of non-competitive 
manufacturers of kitchen products and 
representative dealers across the country 
will use magazine pages and half pages, 
beginning in May, to promote their 
new organization, the Kitchen Guild. 
MacDonald-Cook Co., Chicago, is the 
agency. 


Manufacturers and 
Dealers Advertise 
As Kitchen Guild 


Cuicaco—After two years of 
planning and a year of testing, the 
Kitchen Guild of America has 
made plans for an initial $88,006 
advertising budget for ’°49, be- 
ginning in May. 

The guild, headed by R. C. 
Chapman, secretary of Mutschler 
Brothers Co., Nappanee, Ind., cab- 
inet manufacturer, is an associa- 
tion of non-competitive manu- 
facturers of kitchen products and 
a group of specialist dealers who 
will sell the entire guild line as 
a package. 

For the past year, the package 
idea has been tested in dealer 
stores in Boston and Indianapolis. 
About 50 dealers are in the starting 
lineup, and the organization hopes 
to have about 250 when member- 
ship reaches maximum strength. 
Dealers will have exclusive terri- 
tories within over-all sales areas. 


es Member manufacturers to date 
include: Ekco Products, Inc., uten- 


sils, cutlery, pressure cookers; 
Brill-yan-tile Co., Chicago, wall 
cover_ng; Stewart Mfg. Co., In- 


dianapolis, ventilating fans; Lock- 
ley Engineering Co., Cleveland, 
waste disposers; Guardian Light- 
ing Co., Chicago, under cabinet 
ighting; Acorn Venetian Blinds, 
Inc., Chicago; National Die Cast- 
ing Co., Chicago, juicers. 

The guild’s advertising program 
will open with a full-color page 
in the May House Beautiful. In 
June, full-color page and half- 
page ads will run in American 
Home, Better Homes & Gardens, 
ind House & Garden. Architectural 
ind building industry publications, 
nd other shelter books will be 
added later. 

MacDonald-Cook Co., Chicago, 
andles publicity and advertising. 


McArthur Appoints Pastel 


Alfred R. Pastel, formerly ad- 
ertising director of Esquire, Inc., 
nd publisher of Apparel Arts, 
is been named associate adver- 
ing director of McArthur Ad- 
‘rtising Corp., New York, opera- 
‘or of the three-dimensional adver- 
ing in railroad terminals and 
ew York subway stations. 


RE 


AGRES 


RiGHT IN YOUR OWN BACKYARD 


There’s untold wealth at your elbow! 
1. million Negroes spend 10 billion 
Collars a year on every type product! 
Reach this big buying public through 
the Negro press. For information write 
Interstate United Newspapers, Inc., 545 
Fifth Avenue, N. Y., serving America’s 
leading advertisers over a decade. 
NOTE: We now have facts compiled by the 
® Research Co. of America on brand 
Preferences of Negroes from coast to coast, 


‘te now for this free information, 


To Van Diver & Carlyle 


Otto H. York, Inc., East Orange, 
N. J., manufacturer of process in- 
dustries equipment and technical 
knitted mesh, has placed its ad- 
vertising with Van Diver & Car- 
lyle, New York. Business papers 
and direct mail will be used 


Heads KFH Sales 


Robert S. Hix, on the sales 
staff, has been named national 
sales manager of KFH and KFH- 
FM, CBS affiliate in Wichita, Kan. 
He succeeds Frank Mathews, who 
has resigned. 


Rogers & Smith Moves 


Rogers & Smith, Dallas agency, 
has moved its offices from the 
Irwin-Keasler building to larger 
quarters in the Reserve Loan 
Life building. 


Universal Drive 
Sells Gas Flame 


Cuicaco—Cribben & Sexton Co. 
this year will spend about $250,000 
in magazine, trade publication and 
cooperative campaigns to tell the 
story about the flame in its Uni- 
versal gas range. 

The drive, which opened this 
month, uses four-color ads in 
Better Homes & Gardens, Good 
Housekeeping, House Beautiful and 
Woman’s Home Companion. Copy 
in the insertions features the gas 
flame over the Universal name. 

Typical of the testimonial style 
used to boost gas is the paragraph: 
“Gas has captured the hot flame of 
glowing coals, separated it from 
its hotbed and applied it, clean and 


modern, to cooking.” 
Bozell & Jacobs has the account. 


Field's Income Rises 


Marshall Field & Co., Chicago, 
reports it had a sales total of 
$224,547,000 in 1948, compared 
with $211,403,000 in 1947. Net in- 
come totaled $11,234,000, against 
$10,557,000 in 1947. 


Johnson Appointed A. M. 


Noel Johnson, formerly with 
Lunke-Maudsley & Associates, has 
been appointed advertising mana- 
ger of the National Bank of Com- 
merce, Seattle. 


Ogelsby Joins ‘Union’ 

Porter Ogelsby, formerly with 
May Advertising Agency, Phila- 
delphia, has joined the advertising 
staff of the San Diego Union. 


Pieter 


57 


Wiggin to Gamble-Skogmo 

Parker E. Wiggin has been ap- 
pointed supervisor of merchandis- 
ing and buying of radio and tele- 
vision appliances of Gamble-Skog- 
mo, Inc., Minneapolis. 


iF YOU WANT 


SELLING 
COPY 


® use an experienced ® 


* MAIL ORDER? 
ADVERTISING AGENCY 


ARTWIL COMPANY 
22 W. 48 St., New York 19 


ib ¥ 


As it has for many years, The Press last year carried 
far more retail display linage than any other Pitts- 


burgh newspaper. 


Significantly, as the need for hard selling spreads 
to more and more retail lines, the proportion of 
Pittsburgh retail advertising placed in The Press 


increases. 


Last year retail merchants increased their adver- 
tising in The Press by more than a million and a 


half lines 


more than the retail linage increases of 


the other two papers combined. The Press published 


45°% of all the retail 
burgh newspapers. 


REPRESENTED BY the Gen- 
eral Advertising Department, 
Scripps-Howard Newspapers, 
230 Park Avenue, New York City. 
Offices in Chicago, Cincinnati, 
Detroit, Fort Worth, Philadel- 
phia, San Francisco. 


advertising in the three Pitts- 


No./ 


In Pittsburgh 
Advertising 


LINAGE 
THE PRESS 13,763,926 
Sun-Telegraph 11,711,450 
Post-Gazette 5,113,410 


In addition to having the greatest increase in 
retail advertising, The Pittsburgh Press had greater 
increases than any other Pittsburgh newspaper in 


every major linage classification. 


Ask your Press Representative for the linage 
figures that prove The Press gets results in your part 
of the rich Pittsburgh market, too. And remember... 
every Scripps-Howard Representative is a Pittsburgh 


Press Representative. 


The Pittsburgh Press 


In City Circulation 
In General Advertising 


RETAIL DISPLAY LINAGE 
IN PITTSBURGH—1948 


% OF 3-PAPER 


TOTAL GAIN 

45.0 1,650,591 
38.3 1,175,292 
16.7 67,917 


Source: Media Records 


In Classified Advertising 
In Total Advertising 


In Retail 
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Postal Bill Is 
Ad ‘Roadblock,’ 
Patterson Warns 


PHILADELPHIA—Proposed postal 


rate increases threaten a “road- 
block to advertising” which would 
constitute ‘a catastrophic error,” 
Graham Patterson, publisher of 


Postal Rates 


Farm Journal and Pathfinder, 
charged last week. 

“If the bill goes through any- 
where near its present form, it 
would put most of the publications 
in the country out of business,” 
Mr. Patterson declared in an in- 
terview with ADVERTISING AGE. 


The rate boost, he added, might 
well force him to cease publica- 
tion “before the first year is up.” 

For Farm Journal, which nor- 
mally carries more than 50% ad- 
vertising, passage of the proposed 
bill to increase second class post- 
age would increase the rate per 
100 pounds from $2.49 to $8.30, a 
233.3% boost. With the estimated 
number of pages planned for 1949, 
the total weight of Farm Journal’s 
second class mailing would amount 
to 22,400,000 pounds, on which 
the postage would be about $1,- 
860,000, compared with the cur- 
rent cost of $560,000. 


@ For Pathfinder, Mr. Patterson 
said, with an ad ratio of be- 
tween 25 and 50%, the rate under 
the proposed bill would increase 
from $2.21 to $7.10 per hundred 
pounds, up 222%. Based on the 
number of pages planned for this 
year, Pathfinder’s total weight 
would be 8,180,000 pounds and the 


proposed bill would increase mail- 
ing costs from $180,000 to $581,000. 

For the two magazines, the 
postage bill would total $2,441,000, 
compared with $740,000 under 
present rates. With a further in- 
crease after the first-year period, 
the postage bill would go up 
another $1,220,000 and “thus, in a 
little over a year, the second class 
postage on our two magazines 
would increase from $740,000 a 
year to $3,660,000,” Mr. Patterson 
said. 

The Philadelphia company uses 
more than 15,000,000 pieces of 
third class mail annually, which 
under the proposed one-cent boost 
on each piece would cost it an 
additional $150,000. 


s The bill might become a boom- 
erang that would so adversely af- 
fect the volume of mail it would 
double the Post Office Depart- 
ment’s present losses, Mr. Patter- 
son warned. “It would start the 


See 


economy going badly at a time 
when our economy is at a delicate 
balance,” he said. “Those who 
know best what makes up our 
economy understand that promo- 
tion and advertising are absolutely 
essential to hold up the tremendous 
mass economy that we have built 
up in this country.” 

The only sensible approach to 
the deficit problem, he added, is 
a business-like increase of a mod- 
est character “which business 
could take in its stride without 
throwing a monkey wrench into 
the machinery.” 


WCBS Appoints Swift 

G. Richard Swift has been ap- 
pointed general manager of WCBS, 
New York, key station of the 
Columbia Broadcasting System. 
With CBS for 16 years, Mr. Swift, 
assistant general manager of the 
station since 1946, succeeds Arthur 
Hull Hayes, who is now vice-pres- 
ident in charge of the network’s 
San Francisco office. 


* 


Famous Cover Girls 


photographed by BENEDICT FRENKEL 


Although recent assignments have taken 
her to Havana, to Nassau and to South America 
for camera shots on location, lovely JEAN 
PATCHETT has resolutely turned her pretty 
back to all Hollywood offers. Her fresh beauty 
has graced covers of LIFE, VOGUE and 
GLAMOUR. Her portrait in full color was in- 
cluded in a picture story titled “My Favorite 
Model” in the February issue of CORONET. 


Famous Cover Papers 
made by THE BECKETT PAPER COMPANY 


Color that catches the eye, texture that is 
pleasing to the touch, quality that assures long 
wear —these are the ingredients that make 
BUCKEYE and BECKETT COVERS the first 
choice of admen and printers everywhere. 

Fourteen colors, 9 finishes, to choose from 
in the BUCKEYE line; 10 colors, 9 finishes, in 
the lower-priced but attractive BECKETT line. 


Samples on request. 


ORANGE — an eye-catching color 
in the Buckeye Cover line. 


»Deagel 


PAPER. COMPANY 
Hamilton, Ohio 


IF YOU WANT YOUR CATALOGUE OR BOOKLET TO BE READ 
FROM COVER TO COVER — M2 dele Thi @ covet / 
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STARTS DRIVE—Chicopee Mills, New 
York, began its first campaign for Mass. 
linn disposable napkins and towels with 
1,000-line ads in Boston, Chicago and 
Philadelphia newspapers. Geyer, Newell 
& Ganger, New York, is the agency. 


AFA Asks Members 
to Protest Postal 
Bills as Ad Threat 


New YorK—The Advertising 
Federation of America last week 
asked its members to protest the 
passage of S. 1103 and HR. 2945, 
the bills intended to raise postal 
rates. 

These “most alarming bills,” 
George S. McMillan, chairman of 
the AFA and vice-president of 
Bristol-Myers Co., wrote in a 
letter to member clubs and 6,500 
advertisers, increase rates until “it 
is doubtful whether they would 
not seriously cripple all types of 
advertising.” 

“It would seem that if we are 
to put the Post Office on a paying 
basis,” Mr. McMillan wrote, “we 
should eliminate among other 
things the huge amount spent on 
franked mail by government bu- 
reaus and legislators. The postal 
service was never designed to be 
self-supporting. If it had _ been, 
the citizens of this country would 
have been deprived of much of 
the education they have received 
over the years.” 

Members of AFA were asked 
to wire and write the chairmen 
of the House and Senate com- 
mittees and their own congress- 
men, expressing opposition to the 
bills. 


Strother and Philips 
Join ‘Reader's Digest 


Robert S. Strother and August 
Philips have joined the executive 
staff of Reader’s Digest Inter- 
national Editions. They will assist 
in handling the six new foreign 
editions launched over the past 
18 months. 

Mr. Strother was formerly gen- 
eral manager of Time International 
and more recently vice-president 
and director of public relations of 
Foote, Cone & Belding Interna- 
tional. Mr. Philips was formerly 
a partner in Blydenstein & Co., 
London affiliate of a Dutch bank- 
ing firm. 


Bates Leaves Erwin, Wasey 


Bennett Bates has resigned as 
vice-president and creative (i- 
rector of Erwin, Wasey & Co 
Los Angeles. Before the war he 
was vice-president in charge 0! 
copy in the New York office. 
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FEBRUARY SALES OF CHAIN STORES 


February —~% Gain ——————-2 months ——% Gain 
1949 1948 or Loss 1949 1948 or Loss 
food Chains 
Je@G €tb >. ddesi faxs $ 12,330,335 $ 11,098,088 -+4-11.1 $ 25,026,581 $ 22,371,829 +-11.9 
Kroger Co. ........ 63,266,469 62,034,433 + 2.0 125,795,349 120,598,888 + 4.3 
National Tea ...... 20,813,148 19,968,349 + 4.2 41,568,105 41,664,439 + 0.2 
i 86,907,604 92,482,377 — 6.0 173,759,141 182,242,264 — 4.7 
Group Total ..... $183,317,556 $185,583,247 1.2 $ 366,149,176 $ 366,877,420 — 0.2 
Mail Order 
Sears, Roebuck ....$128,340,018 $139,944,096 — 8.3 $ 267,553,123 $ 296,622,699 — 9.8 
eo Sere 7,835,998 8,664,359 — 9.6 14,425,176 14,994,016 — 3.8 
Montgomery Ward.. 68,316,441 75,631,337 — 9.7 135,005,343 149,746,949 — 9.9 
Group Total ..... $204,492,457 $224,239,792 — 8.8 $ 416,983,642 $ 461,363,664 — 9.6 
Drug Chains 
Walgreem ......... $ 12,850,776 $ 12,685,127 + 1.3 $ 25,652,250 $ 25,388,005 + 1.0 
Group Total ..... $ 12,850,776 $ 12,685,127 + 1.3 $ 25,652,250 $ 25,388,005 + 1.0 
Variety and Miscellaneous 
Angerman Co. ..... 478,566 471,368 + 1.5 1,034,538 987,052 + 4.8 
Bond Stores ....... $ 5,263,522 $ 5,218,079 +- 0.9 11,302,871 $ 10,500,920 +- 7.6 
Butler Bros. ....... 7,630,778 9,718,622 —-21.5 15,568,691 19,556,407 ——-20.4 
(Consolidated Retail 
ee 2,349,448 _ 2,296,454 + 2.3 4,609,907 4,432,576 +- 4.0 
liana Stores Corp. 1,137,935 1,073,693 + 6.0 10,663,491 8,839,672 +-20.6 
Edison Bros. ...... 4,478,652 4,156,802 +. 7.7 8,943,220 8,740,436 + 2.3 
Gamble-Skogmo 7,527,112 9,673,520 22.2 15,064,287 18,555,702 18.8 
Grant, W. T........ 13,098,438 12,759,582 -+- 2.7 25,237,827 25,062,945 +- 0.7 
Grayson-Robinson .. 4,383,583 3,702,276 +-18.4 9,585,943 7,495,071 +-27.9 
Green, H 5,782,546 5,584,678 + 3.5 11,598,710 11,822,535 -+- 2.4 
Kuen B. Boccccess 18,360,972 17,930,669 + 2.4 35,085,631 34,920,696 + 0.5 
oS | Se 11,185,875 9,936,880 4.12.6 21,986,276 19,983,342 +-10.0 
Eee 6,235,833 6,125,715 + 1.8 12,182,377 11,915,010 + 2.2 
McLellan Stores ... 3,266,043 3,139,828 + 4.0 6,530,431 6,287,291 + 3.9 
Murphy, G. C....... 8,828,770 8,049,817 + 9.7 17,319,573 16,043,500 + 8.0 
Neisner Bros. ..... 3,541,022 3,245,697 +- 9.1 6,701,681 6,280,394 + 6.7 
Newberry, J. J..... 8,284,372 7,710,606 + 7.4 15,948,764 14,658,126 + 8.8 
Penney, J. C....... 48,500,850 44,816,740 +. 8.2 97,626,818 92,799,867 4 5.2 
Rose’s 5-10-25 ..... 976,238 880,424 +10.9 1,944,447 1,722,885 +-12.8 
Shoe Corp. of 
Se nakatone 1,958,876 1,769,619 -+-10.7 3,791,986 3,341,254 +-13.5 
Western Auto ..... 6,715,000 6,970,000 — 3.7 13,830,000 14,520,000 — 4.7 
Woolworth, F. W... 40,617,167 40,223,692 + 1.0 79,212,503 80,454,655 — 1.5 
Group Total ..... $210,601,598 $205,454,761 +- 2.56 $ 425,769,972 $ 418,419,336 +- 1.8 
Combined Total . .$611,262,387 $627,962,927 — 2.7 $1,234,555,040 $1,272,048,425 - 8.0 


*Seven month period. 


Prepare For Battle, 
McElvare Tells ABA 


New YorK—Bankers must plan 
to meet the competition for the 
saver’s dollar which lies ahead in 
a leveling-off period, and must 
prepare promotional and merchan- 
dising methods now, Rowland E. 
McElvare, senior executive vice- 
president of the Bank for Savings, 
New York, told the annual sav- 
ings and mortgage conference of 
the American Bankers Associa- 
tion here last week. 

Mr. McElvare, who is vice-pres- 
ident of the savings and mortgage 
division of ABA, told the group 
that effective promotion does not 
necessarily involve large expendi- 
tures of money, provided a knowl- 
edge of problems and objectives 
is present. 

He said an agency is a help to 
a bank if the agency is “‘genuinely 
promotional-minded and not pen- 
alized financially by your ar- 
rangement with it. A guaranteed 
fee will solve the latter problem if 
the agency is otherwise coopera- 
tive.” 

He urged bank modernization, 
ittention to displays and adequate 


interior comforts. 

Mr. McElvare thinks a large 
bank should have an officer work- 
ing part-time on promotion who 
knows the bank’s problems and has 
authority to carry out the pro- 
gram, and a full-time associate 
to get the promotional program 
carried out. In smaller banks, an 
officer can usually be found to 
do this, and he can acquire the 
services of associates on a part- 
time basis. 

Developing the merchandising 
phases of the bank’s promotion 
“offers a real opportunity § at 
moderate cost,’ Mr. McElvare 
said. 


Ebco Appoints Ritzie 


Harold A. Ritzie, formerly pro- 
duction manager of C. R. Mark- 
ham Advertising Agency, Chicago, 
has been appointed manager of 
the new cooperative advertising 
department of Ebco Mfg. Co., Col- 
umbus, O., maker of the Oasis 
electric drinking water cooler. 


Appoints Sutherland 

R. D. Sutherland has _ been 
named general sales manager of 
the domestic radio and appliance 
division of Rogers Majestic Ltd., 
Toronto. 


* $22,400,000 in course equipment and supplies 
* $208,000,000 in clubhouse furnishings, supplies 
* $39,060,000 in sports equipment and apporel 
Send for “Golf Market, what and how it Buys.” 
for waste-free coverage, schedule... 


GOLFDOM 


The Business Journal of Golf 


407 S. Dearborn Street * Chicago 5 


' ALBRO C. GAYLOR 
& New York City 


ROY M. McDONALD CO. 
Los Angeles—San Francisco — Seattle 


GOLFing 


The National Players Magazine 


SUNDAY TRIBUNE 


REA CHES eisai opppsnaees 


More Than 9 Out of 10 Families in the Salt Lake City 


DECEMBER, 1948, 
NET PAID DAILY 
AVERAGE 


. ABC City Zone 


Trading Zone 


Nearly 7 Out of 10 Families in the Salt Lake Retail 


Nearly 1 Out of 2 Families in the Entire 4-State 


SSS ORO 


72% of All Advertising Placed in Salt Lake City Daily 


Newspapers in January and February, 1949 


Che Salt Lak 
Crile - Celrgram 


Nationally Represented by O’Mara & Ormsbee, Inc. 
and Metropolitan Sunday Newspapers, Inc. 


“Million Market” 
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1948 Expenditures of Magazine and Network Radio Advertisers 


Based on the Compilation of Publishers’ Information Bureau, Showing All Advertisers Whose 1948 Expenditures in 
General Magazines, Farm Publications, Magazine Sections of Newspapers and Radio Networks Totaled $100,002 


or More for the Year—With Individual Product Breakdowns for Every Product Accounting for $25,000 or More 


(Figures are based on measurement of 69 general magazines and groups, six farm magazines, four radio networks, and First 3 Markets Group, New York Times Magazine and New 


York Sunday Mirror Magazine, in addition to The American Weekly, Parade, and This Week Magazine.) 


Parent Company and 
Products Advertised 


a 
A.T.F.. Ine. ...- 


General 


Acme Boot Manufacturing CO...eeeeeess 112,660 
DP CIs gocecoseeocceoocceoesess 206,630 
Dn Ce, sechodoeceebeee 60s ccece 699,030 
Admiral Electric Refrigerators seeenceee 176,189 
Admiral Radio-Phonograph .......... 106,829 
Admiral Radio-Phonograph & Television 315,264 
Admiral Radios ......... TT iT eevee 93,270 
Aero Mayflower ‘i'ransit Co.............. 114,120 
Allied Chemical & Dye Corp........... 219,443 
Barrett Chemicals ................+.. 91,200 
Barrett Roofing & Shingies—tome... 62,200 
Swerl Suds ..... Sabb stbepeceseeecess 46,006 
i ei eseekdebbhdsecoaceeceece 160,041 
Alls-Chalmers manutacturing Uo....... 370,491 
Allis-Chaimers Manufacturing Co., 

General Promotion ............655. ny 246 
Allis-Chalmers Crop Machinery....... oeee 
Allis-Chaimers ‘iractors & Eq't—Farm........ 
Allis-Chaimers Tractors—Industrial... 62,000 

Mian cr ckceccsccesc scans 133,602 
Aluminum Co. of America.............. 868,604 
PED IEEE, ob ce cccccccccccccese 444,666 
cece egecveehes eooges 
Wear-Ever Cooking Utensus ......... 109,000 
Wear-Ever Pressure Cooker .......... 36,228 
Wear-Ever Pressure Cooker & Utensiis. 39,300 
Westmoriand Sterling Silver ......... 76,240 
Alcoa Steamship Lines............... 94,010 
Aluminum Goods Manufacturing Uo..... 166,448 
Mirro Cooking Utensils............... 61,160 
Mirro-Matic Pressure Cooker......... 91,498 
Mirro-Matic Pressure Cooker & U veusus 23,800 
America Fore Ins. & Ind. Group Ex. Life 257,905 
American Airlines, Inc................. 458,961 
American Broadcasting Co., Inc......... 147,460 
American Car & Foundry Co........... 131,298 
American Car & Foundry, R.R. Cars.. 38,726 
Carter Carburetor Service............ 91,345 
American Chain & Cable Co., Inc....... 108,890 
American Chain & Cable............. 34,660 
See EE GEES gcccccnccseesccecce 43,121 
American Chicle Co., Adams Gum...... 224,846 
American Cyanamid Co. ..........6655. 386,464 
American Cyanamid, Chemicals....... 168,086 
American Cyanamid Co.—General 

DE «chnudeeeeescedevoccceces 44,880 
American Cyanamid, Plastics ......... 96,624 
Lederle Drug Supplies ............... 25,306 
Lederle Drugs & Remedies............ 22,774 
Thiophos 3422 Insecticide ............ 22,774 

American Dairy Ass’n........ 6.666660 ee 295,980 
American Enka Corp. ........seecsceee 111,625 
American Export Lines, Inc............. 105,590 
Am. Export Steamship Lines——Pass'ger 70,295 
Italian Steamship Line—Passenger.... 29,230 
American Express Co. .......ecsseeees 10,800 
American Fixture & Manufacturing Co. 126,335 
American Gas Asa’n .... 6.666. c cece eens 561,006 
American Home Products Corp......... 727,834 
St PEER catéscceccesccecos § eeb¥en 
BE TEED. obec cccccccivcccccses 17,772 
Bisodol Mints & Kolynos.............. sees . 
Drug Prod. (Whitehall Pharmacal Co.)  ...... 
Edna Wallace Hopper Clay Pack...... 28,248 
Hill’s Cold Tablets & Kolynos......... 9 ...... 
PD Sctbimeeeseudtesceeeevacdeecess ecases 
Molymes & AGFOWSE ..ccccsccccccccses  cevece 
Kolynos, Aerowax, Antrol Ant Spray & 

Binak Ving Gpray ccccccccccccsscces secces 
Kolynos, Aerowax, Black Flag Spray.. ...... 
Kolynos, Aerowax, Black Flag Spray, 

Wrenn Giese WEE ccccccccccccccccs § ceccee 
Kolynos, Aerowax, Wizard Glass Wax..  ...... 
Kolymos & AMACIN ..ccccccccccccccess ceeves 
BEGED TOGIOET cc cccceccccccecesecs 28,412 
Clapp’s Baby Foods ..............+.- 108,903 
i has has a gigas. 66406062608 % 182,500 
Aerowax No Rubbing Wax........... 36,269 
Aerowax & Wizard Glass Wax......... ccsues 
Black Flag Super Insect Spray....... 69,925 
Old English No Rubbing Wax........ 127,764 
Ct TE - cn sceudtede¢e60eteesee 46,249 
Penstix Penicillin Remedy .......... = «se. 
De TEE nonecceeeecceesacecsvces 36,965 

American Institute of Baking.......... 383,897 
American Meat Institute ............... 597,614 
American Mutual Liability Insurance Co. 128,045 
BENE, GE nccccccceccceccececoee §«©086eee 
American Optical Co. ........5cseeues 333,080 
American Optical Glasses ............ 166,125 
Cool-Ray Sun Glasses ............... 54,990 
Polaroid Day Glasses ................ 77,695 
American Petroleum Institute ......... 380,825 
American President Lines, Ltd.......... 118,438 
American Radiator & Standard 
i Ti, dcccc ben es c66660c0cee 865,996 
American Safety Razor Corp........... 279,462 
ee BE OD EID, occ cvocccvceese 172,440 
reer 99,965 
Beeeinne Biewe Geer ccc csc cescgecocccs 191,825 
American Telephone & Telegraph Co.... 2,800,961 
Bell Telephone System ............-. 1,823,251 
Bell Tel. System, Classified Tel. Dir.. 247,759 
Western Electric Telephone Equipment 645,245 
Western Electric Hearing Aid........ 84,706 
American Tobacco Co. ........60ee0e5s 2,469,471 
Lucky Strike Cigarettes ............. 1,784,416 
Pali Mall Cigarettes ...........+565. 57.995 
Bek-Tam GARE cccccccccccccccccvese 27,060 
American Trucking Ass'ns, Inc......... 232,700 
American Viscose Corp..........55++.- 102,335 
America’s Future, Inc. ..........600+5+ cshes 
Amity Leather Products Co............. 131,666 
Deets TERED onc ccc ccccecsccesecess 46,760 
gg 9 “rer 49,876 
Rolfg Personal Leather Goods........ 33,540 
Anchor Hocking Glass Corp............ 15,755 
Anheuser-Busch, Inc. ......2ceeeeeeees 573,920 
Apex Electrical Manufacturing Co..... 242,889 
Apex Dish-A-Matic .........-6.0055- 26,460 
Apex Electric Cleaner ............+.- 69,945 
Apex Fold-A-Matic Ironer ........... 41,270 
Bee WOME ccccccccccevecesss 105,214 
Appalachian Coals, Inc. .........-+-+-++  seeeee 
Arabian-American Oil Co. .........65565 sc wweee 
Arden, Elizabeth ........... buseeede ces $32,477 
Elizabeth Arden Pat-A-Creme........ 31,493 
Elizabeth Arden Perfume ............ 61,233 
Elizabeth Arden Preparations .. 149,617 
BE, MD, civ ascheadssedeuscococcesse 206,840 
i Sc cin ee ccheganerecens 204,355 
CC ct cn rub ebeeedeseenn eee 1,433,252 
FORT err 
Armour Canned Meats . , : 662,858 
GE MED coco cecccccccoeces 344,925 
Armour Star Shortening .. coce §8=>. @ 
Mayflower Margarine ..... 24,600 
Treet Canned Meat ....... 71,884 
Dash Dog Food .......... 190,000 


TIT $ 239,996 § 


Farm 


Magazines Magazines 


ee eeee 


eeeeee 


eeeeee 


General & 
Farm total 


seeeee 


118,438 


992,387 
279,462 
172,440 
99,965 
191,825 
3,063,200 
1,984,878 


662,858 


Magazine Network 
Sections Radio 

Pe hee ghee : 
ye 85,629 
by Fh 85,629 
naethats 421,280 
ae 
33,102 al 
“yavd ns 
63,766 Ye 
135,280 ...... 
8,568 se pee 
eee 
coheas 287,154 
97,492 4,592,772 
$0,773 | ....0. 
21,892 2,008,521 
Wren -exp 249,997 
ilps to 69,183 
15,050 bere 
caine 120,663 
anaes 452,315 
ae 396,087 
61,612 

pa bes 63, 
cee 67,089 
np hela 134,320 
niaeae 585,897 
oe es oe 
ee 320,596 
aa 63,957 
eR Si 851,082 
rir 306,462 
250,400 pate 
15,091 pry 
8.672 ...... 
> . csicas 
“3,819 786,615 
ig 786,615 
38,199 mae 
301,445 2,600,573 
301.445 1,779,743 
ae. 820,830 
moa 294,913 
10,000... 
10,000 a 
40,000 206,367 
a 8 83—s edu 
203,349 
i. 133,242 
373.330 1.916.323 

Rvee 080, 
ae Vegans 
ba 99,330 
ape 
Hoa 64,472 


Company 


798,112 


114,120 
347,995 


150,041 
915,086 


133,602 
1,017,449 


147, 648 
135,762 


288,602 
640,792 


432,683 
111,525 
114,158 


297,954 
126,335 
561,006 
5,820,094 


383,897 
1,448,646 
128,045 
305,462 
333,080 


637,525 
118,438 


992,387 
294,553 


191,825 
3,843,634 


5,371,489 


232,700 
102,335 
294,913 
141,666 


262,122 
693,820 
295,569 


203,349 
133,242 
332,477 


206,840 
249.290 
3.745.291 


Parent Company and 
Products Advertised 
Dash Dog Food & Contest........... 48,000 
Chiffon Soap Flakes .............-+. 66,100 
Chiffon Soap Flakes—Contest Ge 17,650 
REE EE nce ccccecceecsecés < 050,320 
' 3). Fe errrr ner ee 
Armstrong’s Asphalt Tile ............ 197,850 
Armstrong’s Cushiontone—Industrial.. 118,055 
Armstrong’s Insulation—Home ...... 76,590 
Armstrong's Insulations—lIndustrial. . 94,000 
Armstrong’s Linoleum .............. 426,925 
Armstrong's Linoleum & Asphalt Tile. 111,370 
Artistic Foundations, inc. ............. 181,443 
Associated Products, Inc. .............. 272,689 
Chen Yu Nail Lacquer & Lipstick... . 130,570 
EE CE eencin eh 600 sacseee ses 69,459 
5 Day Deodorant Pads.............. 50,827 
Association of American Railroads . 545,843 
Atchison, Topeka & oa Fe 
re ---- 524,626 
Atlantis Sales Corp. .........-....ce05- 924,639 
Colman’s Mustard ..............005. 49,475 
Ci , cdeecccerteceecese 402,958 
French's Worchestershire Sauce ...... 75,93 
Good Luck Pie Crust Mix ............ 93,400 
Good Luck Pie Crust Mix & Filling.. 131,600 
French’s Bird Seed ............. seee Se 
SD MED MEE, ncedpsccccccceasese 63,382 
po Se FT SP ree 109,423 
Austin Motor Co., Ltd. ih oe awe €5 46% 149,833 
Austin, Nichols & Co., Inc. ............ 176,96 
Aveo Manufacturing Corp. ............ 765,093 
American Kitchens ................ 237,585 
Crosley Electric Range .............. 35,550 
Crosley Frozen Food Cabinet ........ 77,333 
Crosley Radio-Phonographs .......... 42,5 
Crosley Shelvador Electric 
DEE “ccececacseocoeseersss 297,195 
Crosley Television .........2.....2- 44,950 
New Idea Crop Machinery ........... ««««s- 
Avon-Allied Products, Inc. ............ 361,217 
Avon Cosmetics ..... NE a 180,898 
Avon Creams & Lotions ............. 32,335 
Avon Dental Cream ...............- 29,600 
Avon Foundations & Powder Ene ae 25,550 
Avon Shampoos ...... Re eee 32,900 
BWOMERES THUMB ccccccccccccccccccccees 204,000 
B 
B-B Pen Co. euk cb ede nnlbaveeestseeses 160,450 
a ° EDcccccccccs BeeeeeGtceesess 201,295 
B. V. D. Men’s Wear ......- eaetase 50,350 
B. V. D. Sportswear—Men..... neees 50,970 
Ruggers & Rogue Sportshirts—Men .. 81,460 
Babbitt, B. T., Inc..... HEtROSNES OOK CODS 4,844 
Ballantine, P., & "ee evento Sabeuaeies 599,975 
Ballard & Ballard Co......... aden 113,458 
Ballard pte Biscuits’ 64eennee 113,458 
Ballard’s Obelisk Flour .......-..--++ es seee 
Bankers Trust Co.—New York......... 125, 055 
Barbasel Co. cccccccccccccccccsccccess 276,465 
Barbasol Deodorant & Shaving Cream 90,930 
Barbasol Shaving Cream ...........- 181,635 
Barbizon Corp. ....ccccccccccccccccsese - 114,360 
Barlow & Seelig. Manufacturing Co. .. 258,164 
Simplex Ironer ........... ease eecess 63,863 
Speed Queen Washer ............++- 184,891 
Bates Manufacturing Co. ...........++. 467,149 
Bates Fabricsa—Children ............ 67,466 
Bates Fabricsa—Men ............-.+++ 77,427 
Bates Fabrica—-Women ............. 96,109 
Bates Comb-Percale 
Sheets and Pillow Cases........... 66,609 
Bates Draperies & Bedspreads... . 143,458 
Bayuk Cigars, Inc. ........ Paeaceketss .. Ahan 
Beatrice Foods Co......ccsssecessreess 346,385 
Beatrice Foods Co., Foods............ 108,835 
CE nccrbseEroceseopesesereenceccses 42,500 
Meadow Gold Ice Cream............... 33,350 
Meadow Gold Ice Cream & Chox...... 57,850 
Beech Aircraft Corp. ....... cseeess:s 213,095 
Beechcraft Airplanes ...............- 64,760 
I, POE cccccecoccoveceses 148,335 
Beech-Nut Packing Co. ............... 293,664 
Beech-Nut Beechies ................ 70,403 
Beech-Nut Foods For Babies......... 28,608 
PED GEER cowcccceetoseccoces 193,078 
ee EE EE, 6 6c cov aweceedecncsene 369,525 
Beltone Hearing Aid Co. .............. 168,270 
Bendel, Henri, Inc....... estheas tuetees 133,220 
Bendix Aviation Corp. .. “— Faeer® 170,460 
Bendix Home Appliances, Inc. ceabankas 449,225 
Bendix Automatic Dryer ............. 38,600 
Bendix Automatic Washer ........... 343,575 
Bendix Automatic Washer—Contest .. 64,400 
De Tee GR, cacccescovecesvess 116,450 
Berkshire Fine Spinning 
DE, BS ov hob er ccesscostones 97,168 
Berkshire Knitting Mills .............. 338,825 
Bermuda Trade Development Board..... 109,185 
Bast Poeedin, ERG, -cccccesscccocccecsces 1,112,020 
Bixby Jet Oil Shoe Polish .......... 12,080 
Shinola Shoe Polish .............++. 279,610 
Best Foods or Hellmann's Megsuaains 230,418 
Best Foods Mustard ........... p ,898 
Nucoa Oleomargarine ............+.+. 410,030 
BE Cece check beer eecansnieeees 135,489 
Rit “Handmade Rugs”, Book ....... 495 
Bestform Foundation, Inc. .... 174,580 
Better Vision Institute, Inc. .......... 119,855 
Bigelow-Sanford Carpet Co., Inc....... 1,062,560 
Bigelow Weavers Rugs & Carpet.... 821,860 
GRRMNRSU ccc ccccescvecoccecocs ++.» 240,700 
Black & Decker Manufacturing Co. .... 155,414 
WED es BOO wecascadcccceses 205,400 
Black’s Reader Service, Books....... ...... 
Classics Club, Books ...........6605. 120,075 
Detective Book Club ...............-. 85,325 
Re SE Se BG 68 cctcccccsvereve 321,691 
Wiiniee GOGNIGD 2... c cc ccccesccces 35,852 
Polident Dentifrice ........ssssscees 49,768 
Polident & wren Dental Products 235,825 
Blue Bell, Inc. ......... sb6eeerensee + 58,383 
Boeing Airplane Co. .........565eeeees 247,870 
PT Mi sccnagadusaesdeceseseesces 366,125 
Book-Of-The-Month Club .............. 153,52 
Borden Co., The ......... pcccseccccsse 1,648,175 
Borden Co.,—General Promotion .... 28,990 
Borden's Bottled & Canned Milk ..... 51,500 
PU GREED cocccccvevcccceseces yey any 
Borden's Dairy Products ............ 247,005 
Borden’s Eagle Brand Condensed Miik 224,608 
DED WEED vavcescoccesccccece .» 420,740 
Borden's Instant Coffee a re re 289,603 
DE’ £5 ceREESRSGESESCS C06 bee coor e Re 87,825 
Lady Borden Ice Cream ............ ‘ 71,300 
None Such Mince Meat .............. 27,16 
DOR GS. Sate decccccccccsses 1,348,758 
Morse Power Transmission Products. . 27,000 
Norge Electric Range ............. ° 5,606 
Norge Electric Refrigerators ........ 282,493 
PORE OE ecccdawes besseccececes 77,901 


Farm General& Magazine Network Company 
Farmtotal Sec Radio 


Lz. Magazines 


eeeeee 
eeeeee 
ee eeee 
eeeeee 


see eee 


ewer 
eeeeee 


eeeeee 


238,121 


eeeeee 
eee eee 
seeeee 


se eeee 


hepsi 201,295 


276,465 


96, 109 


66,609 
143,458 


iveene 109,185 
47,321 1,169,341 
15,294 27,374 
32,027 


33,600 


eeewee 


9,044 64,650 
45,255 327,748 
14,005 91,906 


tions Total 
215,960 681,961 
ee - gana 
iyi gens 429,779 1,583,499 
ete 429.779 
12,992 kine 194,435 
FRR Reheat 290,629 
sande 298,560 984,703 
errs. 524,525 
Yi OS 936,014 
Me tes bhp 112,975 
eee! = eee 149,833 
ee —  ieieos 116,967 
See: | aeons 1,004,194 
ee 
canend Ghana $61,217 
"Te tevass 207,200 
86,500 ...... 236,950 
a «Pe 201,295 
"8.724 2,082,183 2,040,751 
- aio 56,298 656.273 
Feet pir 168,342 281,800 
se 168,342 
‘eects. eee 125,055 
et alsin 131,111 407.576 
Aeon 131,111 
aeseee:). (eRe 114,350 
en \. Cae $18,129 
De ie og 467,149 
seehpaee $51,759 1,861,769 
discde.> | “taeeee 46.385 
Saieaat ard 213,095 
40,760 Pca $34,424 
12,940 Sa ie’s 
janes 
SIE enaae 369,625 
ere 198,97" 
aeee? 80s aneul 133,220 
a a Te 21%: 170,460 
63,120 14,267 526,602 
63,120 14,267 
Pe onbe, 115,45 
11,680 ...... 108,78 
ey Lag a 338,82 
nil 109,18 
265,995 |..... 1,426.33 
82,995 eh ate 
gigs 
60,210 An 
Ne 174,58: 
fo 132.85: 
71,200 ||... 1,187, 16: 
a ccueas 
68,000... 
 Geen 170,82 
$43,200 |..... 548,60: 
37,500 ...... 
150,000... 
155,700 ...... 
108.678 «|... 463,96 
25,168 ...... 
eee 
63,490... 
a eeenns 130,91 
age © caecce 247,87 
14,480 |... 445,26 
15,000... 228.52 
354,477 1,216,508 3,219.16 
20,000 °...... 
20,000 ~Sti«‘as.... 
80,000 848,814 
a <ataae 
120,000 sis«:..... 
pe 367,694 
80,7338 ...... 
ea aaa ~eecds’ 


steerer 
seeeee 


Sipe a ino ae 


A lver 


Pare 
Pre 


Nors 
Nor 
Nors 
Nors 
Whi 
Borg 
Borg 
soston 
totany 
“Bot 
Bota 
“Bot 
Bota 
Bota 
Bota 
Bota 
Bota 
Bourjo 
Bour 
Bour 
Char 
Bowey’ 
Brach, 
Brauer 
Brewin 
Briggs 
Brillo | 
Bristol 
Bene 
Buff. 
Ipan 
Ipan 


Surliy 
Conce 
Duple 
Burlit 


Burnha: 
Burroug 
Burton 


—_ 


~~ 


- —~ + 
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suxton, 
Buxto 
Lady 


‘aliforn 
‘aliforn 
Sunki 
Sunki 
‘aliforn 
Del M 
Del M 
Del M 
Del M 
Del M 
‘alif. P 
aliforn 
aloric ( 
amfield 
ampan 
All Pi 
Anjou 
Camp: 
D.D.D. 
Old S 
Solitai 
Solitai 
‘ampbel 
Campl 
Campt 
Campt 
Campt 
Frane 
Franec 
Soups 
Soups, 

Beef 
V-8 C 
V-8 T 
‘an Mf 
‘anada | 
Canad: 
Canad: 
Canad: 
Canad: 
Johnni 
‘anadiar 
anadiar 


. - 
anadiar 


annon 
Cannot 
Canno1 
Cannot 


‘arnatio: 
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ss 643 $18,264 a 
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14,900 106,398 sees 35,550 i 
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, e 30,250 288,116 288,155 edebes 42,500 : J 
; goose 408.068 13,110 $10,305 ——_ 
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~ . pS oo 106,771 106,771 
cece .7126 | -— «*Pireoe 
16,250 107,695 361,217 $ | 
17,065 126,955 | | 180,898 i 
: 525 35,185 32,335 — 
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«ciao 224,846 cescee J 
164,328 640,792 i coeeee 32,900 a 
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. - 
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: Sa eel Dv: 
: ‘ 9,041 $4,347 
‘ 102,571 126,846 rrr 50,350 | 
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oe 105,590 raeeee 599,975 
ieobe 70,295 hens 113,458 
eA 29,280 anes 113,458 
Semada 10,800 alas Pe 
% : sddalied 126,335 casicaes 126,055 
salt 561,006 toners PY 
41,996 769,830 senate 90,930 
Ancmagigh roe pe h 181,535 
pia 17,772 eae 114,350 
la karin 54,975 313,129 
secmas canae 4,875 68,738 
roe Nap 28,248 44,200 229,091 
abies ‘5 46be sake 467,149 
evabe cep Sepia 67,466 
" heave tones ceeees ©(846,385 
pie reper nha 108,835 
catebs 28,412 eas 42,500 
caia ee 108,903 saadien 33,360 
Raised 182,500 cca 57,850 
Sed 36,269 caikne 213,096 
peas anaaoe eatat 64,760 
cacnhe 69,925 bets 148,335 
pied 127,754 beased 293,664 
3,855 50,104 pekonpa 70,408 
27,5674 27,574 cankoos 28,608 
359 37,324 aan 193,078 
eentas 383,897 Biniphetyh 369,626 
cai 597,614 30,511 198,781 
stin Sa 128,045 eaniee 133,220 
ames ais peeahs 170,460 
P pleases 333,080 bet 449,225 
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. inédecs 332,477 ee 51,500 atalina, 
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seenes 51,233 cece. 247,005 Catalin 
ceeees 149,617 Laeeee 224,608 Catalin 
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21.386 1.455.638 GEE 87,825 Caterp: 
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vesees $44,926 130,658 1,479,416 Celanes 
i¢ekure omens ed 27.000 =PeEe Celanes 
déeeun 24,500 0% lotex ( 
isaaen 71,884 nee Acoust 
tied tet ae: 190,000 “seeee eeeeee Celotex 
‘amber! 


3 in 


New 


3,499 


O14 


975 
838 
967 
194 


217 


,759 
385 


Alvertising Age, March 21, 1949 
Parent Company and General Farm 
Products Advertised Magazines Magazines 
Se ee . eéesevt 60,907 14,005 
Norge Major Appliances ....... Ee 
Norge Oil Burning Unit—Home ..... 44,775 12,005 
Norge Washing Machines ........... 52,119 9,044 
White Star Gas Range .............. 26,185 <a 
Borg-Warner Automobile Parts...... 307,086 25,200 
Borg-Warner Corp., Gen. Promotion.. 217,500 hp 
toston Wire Stitcher Co. ............. |. ree 
totany ep Fee 812,912 18,082 
“Botany” Brand Products—Family. 92,600 18,082 
Botany Fabrics—Women ............ a §  sshens 
“Botany” 500 Coats & Suits—Men  t aaa 
Botany No Dye Lot Yarns .......... a 
Botany Robes—Men ................. 29,070 
Botany Robes—Women .............. 27,283 
Botany Sportswear—Men ........... COS i -_ 
ais ee casi mabe obat ey 
a ev dc subectctanae 557,022 
Bourjois Cosmetics ................ i 
Bourjois Perfumes ...........ccccece ESE 
oe es hae edaweee 81,400  ...... 
ee wemie 10,178 
Brach, E. J., & Sons, Inc. ............. 262,482 
Brauer Brothers Shoe Co. ............. 130,285 ...... 
Brewing Corp. of America............. 363,843 
Briggs Manufacturing Co. ........ 102,120 
Brillo Manufacturing Co. .............. 172,955 od aube 
a Ss da cic iacccvvsccare 3,026,549 210,799 
Benex Brushless Shave . ........... iii ear 
Bufferin Antacid Analgesic ......... a 
Ipana & Sal Hepatica ............... Tih eae Pe 
a¢ 4 ¢ 


Ipana Tooth Paste 


General & 
Farm total 


74,912 
168,744 
56,780 
61,163 
26,185 
332,286 
217,500 
130,279 
830,994 
110,682 
225,775 
155,338 
53,050 
29,070 
27,283 
77,258 
97,023 
557,022 
119,605 
278,172 
81,400 
10,178 
262,482 
130,285 
363,843 
102,120 
172,955 


3,237,348 


132,090 


Magazine 
Sections 


16,960 
10,560 


Network 
Radio 


37,917 


Ce 


»mpany 
Total 


130,279 
873,794 


616,722 


165,202 
300,399 
130,285 
363,843 
102,120 
172,955 


5,338,393 


Advertising Agé 


iease enfer immediately my subs 
lor 


Ong Year at $3.00 . () Two Years af $5.00  (] Three Years at $6.00 
we Bil! me later (7) Bill my. Srm 


EW Subscription Order Form vie: 


cription to 


jurlington Mills—General Promotion. 


Concordia-Gallia Fabrics--Women 
Duplex Fabrics—Women ............ 
Burlington House Fabrics ........... 
Burnham & Morrill Co. ............... 
Burroughs Adding Machine Co. ....... 
Burton Dixie Corp........ =e 
uke c ea sake éenéa's 
Buxton Personal Leather Goods..... 


Lady Buxton Billfolds 


c 


‘alifornia Cling Peach Advisory Board. 
‘alifornia Fruit Growers Exchange.... 
Sunkist Lemons, Laxative 
Sunkist Citrus Fruits............ 
california Packing Corp. 

Del Monte Canned Fruits 


~~ 


~ 


Del Monte Canned Vegetables 

Del Monte Catsup ......... 

Del Monte Coffee ........ 

Del Monte Dried Fruits & Raisins. sat 
Calif. Prune & Apricot Growers Ass’n. 
California Walnut Growers Ass'n...... 
Caloric Gas Stove Works .............. 
Camfield Manufacturing Co............ 
Campana Sales Co. .......ccccccvees 

cb Aa 


Anjous Perfume ......... 
Campana Magic Touch Make-up. 
D.D.D. Prescriptions 
Old South Perfume 
Solitair Make Up 
Solitair Make Up & Lipstick 
Jampbell Soup Co. ... 
Campbell's Baby Soups 
Campbell's Pork & Beans . 
i sha wees ivaeedaneede 
Campbell’s Tomato Juice 
Franco-American Products 
Franco-American Spaghetti 
Soups & Campbell's Pork & Beans. 
Soups, Franco-American Spaghetti & 
Beef Gravy : 
V-8 Cocktail Vegetable Juices 
V-8 Tomato Catsup ; 
‘an Mfrs. Institute 
‘anada Dry Ginger Ale, 
Canada Dry Beverages 
Canada Dry Ginger Ale 
Canada Dry Ginger Ale & Water.... 
Canada Dry Water . 
Johnnie Walker Scotch Whisky 
anadian Government Travel Bureau. . 
anadian National Railways Co........ 
anadian Pacific Railway Co. 
annon Mills Co. 
Cannon Hosiery—Women 
Cannon Percale Sheets 
Cannon Towels 
‘arnation Co. 
Carnation Evaporated Milk 
Friskies Dog Food, Feeds, Cereal... . 
Friskies Dog Meal 
‘arrier Corp. 
‘arter Products, Inc. 
Arrid Cream Deodorant............. 
Carter’s Little Liver Pills & Arrid .. 
‘arter, William, Co. 
Carter’s Lingerie 


— 


~ 


~~ + 7 


Carter’s Underwear—Family 

Carter’s Underwear—Infants ....... 
ae yt SIRS aS ea 
ete oc eich ven get es ceare 
Catalina Sportswear—Men .......... 


Catalina Sportswear—Men & Women. 
Catalina Sportswear—Women 
aterpillar Tractor Co. 
Caterpillar Diesel Engines 
Caterpillar Diesel Tractors—Farm. 
Caterpillar Diesel Tractors—Industrial 
elanese Corp. of America 
Celanese Fabrics—Women 
Celanese Household Fabrics 
lotex Corp. 
Acousti-Celotex Sound Condtng.—Ind. 
Celotex Insulation—Home 
vamberlin Co. of America............ 


383,090 
64,480 
94,140 
95,100 

132,939 

609,903 

121,298 

223,145 

122,750 
73,150 


8,900 


815,076 
,097 
229,667 
.430 
235,210 
.240 
7.740 
158,010 


115,677 
70,485 
45.192 


_ 
tre 
wo 
nn 


3,650 
235,966 
144,261 
199,569 3.700 
30,111 
39,220 
29,091 
29,287 


2,846,537 


2,353,296 
73.500 


551,975 
677,059 
117,775 
116,578 
35,038 
85,159 
253,625 
414,176 are 
127,960 1,226 
158,394 
1,275,834 
128.425 
497,625 
649,784 54,2 
635,788 
368,283 


251,455 
184,365 
165,907 
145,071 


108,548 
30,650 
36,998 
40,900 Perr 

440,259 52,725 
70,139 
36,800 

333,320 

326,285 6,111 

261,345 
40,850 

196,000 
141,700 
54,300 30,650 
114,390 


rt 


tw 


_ 


383,090 
64,480 
94,140 

104,000 

132,939 

609,903 

121,298 

223,145 

122,750 
73,150 


,846,537 


198,307 
353,296 
73.500 


212,308 


551,975 
677,059 
117,775 
116,578 

35,038 

85,159 
253,625 
414,176 
129,186 
158,394 


.330,080 


128,425 
497,625 
704,030 
678,776 
401,672 


251,455 
184,365 
168,030 
145,071 
257,555 
60,225 
86,650 
104,380 
136,385 
108,548 
30,650 
36,998 
40,900 
492,984 
70,139 


2,168 
28,904 
51,200 


68,320 
378,748 
78,888 
299,866 
265,000 


265,000 
45,560 
72,940 


106,220 
105,080 


69,500 
31,780 
200,000 
17,660 
12,550 


469,859 
370,755 


99,104 
5,819,758 


165,044 
2,669,804 


1,034,252 
521,471 
939.731 


489,456 


831,288 


—_ 


_ 


_ 


~ 


140,539 
609,903 
121,298 
223,145 


383,396 
948,522 


500,210 


164,679 
169,590 
288,631 
206,757 
806,118 


751,975 
694,719 


414,176 
129,186 
158,394 
,330,080 


652,561 


184,365 


-724,668 


257,555 


136,385 
110,498 


492,984 


345,196 


226,650 


114,890 


General 
Magazines 


Parent Company and 
Products Advertised 
798,282 
132,500 


Champion Spark Plug Co. 
Charles of the Ritz Distributors Corp. 


Charm Records, Inc. ............ - 100,147 

Chesapeake & Ohio Railway Co......... 185,080 
Chesapeake & Ohio Railway—Pass'ger 61,850 
Greenbrier Hotel & Cottages— 

White Sulphur Springs ...... 113,980 
Chesebrough Manufacturing Co......... 772,878 
Hair Tonic & Petroleum Jelly........ = ...... 
Hair Tonic, Petroleum Jelly & Lip Ice cae 

Vaseline Cream Hair Tonic......... 368,955 
Vaseline Hair Tonic ............ 376,122 
Chicago Electric Manufacturing Co.. 111,930 
Handyhot Portable Washer ......... 83,700 


Handyhot Small Household Appliances 28,230 


Chicago, Milw., St. Paul & Pacif. R.R. 127,377 
Chicago Rock Island & Pac. Ry. Co..... 131,110 
Christian Reform Church .............  ..es:- 
Christian Science Publishing Society.... ...... 
 ¢ * “Si-Cptrai- aR aaE 3,828,878 
Chrysler Airtemp Auto. Heat—Home 84,775 
Chrysler Airtemp Pkgd. Air Con.—Ind. 42,700 
Chrysler Corp.—General Promotion... 287,365 
Chrysler Passenger Cars ............ 754,029 
De Soto Passenger Cars.......... 245,770 
De Soto & Plymouth Cars........... cies 
Dodge Passenger Cars .............. 689,630 
a wade en andy beneds 485,944 
Plymouth Passenger Cars .......... 1,189,022 
Church & Dwight Co., Inc............. 115,282 
Arm & Hammer Dentifrice.......... 48,275 
Arm & Hammer or Cow Brand 
I a a 33,286 
Arm & Hammer or Cow Brand 
Baking Soda—Household Use...... 24,147 
i St | 52,680 
lark Brothers Chewing Gum Co....... 240,125 
lary Multiplier Corp.................. 93,432 
crac de ein iee ewe mene s 188,500 
ee 154,715 
OE OM. occ ccccccesvceseve 325,840 
lub Aluminum Products Co........... 302,948 
luett, Peabody & Co., Inc............. 1,580,535 
Mrvow Bhirte—Mem ......ccccccsces 249,860 
Arrow Shirts & Accessories ......... 287,830 
Arrow Sportshirts—Men ............ 105,900 
 ¢ ae 164,150 
Arrow Underwear—Men ............ 85,365 
Sanforized Fabric Finishes—Men 218,250 
Sanforized Fabric Finishes—Women. 464,860 
i ice cA cet ead dunes eee 165,920 
I re i a cn Ciel aww haodh 1,463,236 
i TE cece sctepesss danas 
ee ee ewe ee cate 100,530 
SN Ms BM, BRB ccc ccccccccccce 123,989 
Coleman Portable Stoves............ 36,895 
Coleman Floor Furnace—Home...... 49,767 
Coleman Oil Heater—Home.......... 18,967 
Coleman Water Heater—Home....... 13,600 
olgate-Palmolive-Peet Co. ............ 3,626,148 
Cashmere Bouquet Soap ............ 429,127 
Coleo False Teeth Cleanser .... 51,812 
Colgate Dental Cream .............. 443,361 
Colgate Dental Cream & Lustre Creme _......... 
Colgate Dental Cream & Super Suds... _......... 
Colgate Shave Cream ...............  seeeue 
Colgate Tooth Powder..............  ...... 
ee bake papeccevace 439,668 
Halo Shampoo & Cashmere 
i ae 
Halo Shampoo & Palmolive 
ieee ee baka cause a. adaaue 
Halo Shampoo & Super Suds........ ideas 
Lustre-Creme Shampoo ............. 772,678 
Palmolive Brushless Shave Cream.... 43,045 
Palmolive Shave & Colgate 
ick cece cece eseke, savers 
Palmolive Soap & Colgate 
Eee 384,795 
Palmolive Soap—Contest ........... 85,525 
Palmolive Soap & Lather Shave Cream _........... 
Palmolive Soap & Lustre Cream 
ae cata 
UY ES. MW cccccccccccecns evsece 
Palmolive Toilet Soap............... 382,495 
EE Gcccandcncevaesnenes 593,642 
i a. ne ace eee.) geese 
Super-Suds—Contest ............... 
Super Suds & Palmolive............. : 
, 5 Ei ge eee — 
Columbia Broadcasting System, Inc..... 317,884 
Columbia Broadcasting System...... 82.393 
CO, EEE Sc ccvcuncecocecess 213,091 
Columbia Pictures Corp................ 241,381 
Columbia Motion Pictures........... 126,436 
“The Loves of Carmen’’—Columbia 62,555 
“Lulu Belle’’—Columbia ............ 37,570 
Commercial Solvents Corp.............. 221,316 
Commercial Solvents Chemicals...... 65,066 
Norway Cooling System Chemicals... 127,476 
Norway Dry-Ex Automotive Chemicals 28,774 
Commonwealth Edison Co.......... ‘ 119,395 
Commonwealth Shoe & Leather Co...... 169,000 
Bostonian Shoes—Men .............. 117,130 
Mansfield Shoes—Men ............. 45,730 
Cone Export & Commission Co., Inc. 53.140 
Congoleum-Nairn, Inc. ............... 273,000 
Congoleum-Nairn Floor & Wall 
PD ceechwalnus cakes isos 218,640 
Gold Seal Congowall—Home ...... 54,660 
Consolidated Grocers Corp............. 364.430 
Monarch Canned Vegetables......... 35,750 
Monarch Finer Foods....... aie ate 292,930 


Monarch Tomato Catsup.... 35,750 


Container Corp. of America... 247,555 
Conti Products Corp....... F 76,390 
Continental Baking Co..... ton) 

Continental Can Co., Ine..... 117,111 


Continental Motors ene 82.650 
Continental Oil Co..... ; 186,800 
Conoco Nth Motor Oil. ; 74,800 
Conoco Products . wikatitens Soaks 
Continental Oil Co., 
Promotion 
Converted Rice, 
Coopers, Inc. 


General 
112,000 


Corn Products Refining Co. 1,083,755 
Corn Products Dextrose . 345,600 
ec cebadia eee we ¥ee we 253,010 
Mazola Salad Oi] ............ 206,675 
EE ete a bw es be 4a an 278.470 

Corning Glass Works............... 331,706 
Corning Glass Products..... 104,200 


Steuben Glass, Inc................... 44,575 


Pyrex Cooking Glassware 224,631 
Pyrex Glass Coffeemaker.... 46,500 
ig ERE SE a 410,518 
Coty Cosmetics ......cc-ce.- 175,305 
Coty Pastel-Tint ewe 88,780 
Coty Perfume ........ 122,083 
Craddock-Terry Shoe Corp. 100,134 
SR Se cONGa ct ecchacswevnseskoos 407,535 
Crane Heating Equipment—Home 36,800 
Crane Pipes, Valves & Fittings 
PE. citscuwehiendshs oes 129,375 
Crane Plumbing Equipment—Home. 194,740 
Crane Plumbing & Heating Equipment 
CEE. Wi eaieeevedetessevn ee ee 37,420 
Cream of Wheat Corp........ 220,605 
Cribben & Sexton Co......... Seed 98,508 
CO Tas ceencreceseeds 142,932 
I Us sc aeetiescscesiees 931,511 
Delrich Margarine .............. ... 802,096 
ee oc cecesesecses 04 326,986 
Old Dutch Cleanser—Contest...... . 106,445 
Old Dutch & Delrich Margarine...... 179,786 
Curtis, Helene, Industries, Inc......... 236,721 
Helene Curtis Creme Shampoo....... 83,091 
RE EE nse adebeneececcecses 158,630 


Farm 
Magazines 


228,450 


51,660 
251,274 


142,420 
87,575 
111,321 
$2,305 
11,022 


10,961 


6,441 
59,100 


52,575 
81.880 


61,410 
20,470 
2.300 
8,900 
44,500 
8.900 


to' 
=~ x 
- on 


= 


2,300 


42,300 


1,125 
0,700 
2.154 
5.000 


General & 
Farm total 


1,026,732 
132,500 
100,147 


28,230 
127,377 
131,110 


,473,128 
84,775 
42,700 

339,025 

.005,303 

245,770 


os 


— 


832,050 
573,519 
,300,343 
147,587 
59,297 


~ 


44,247 


30,588 
111,780 
240,125 

93,432 
188,500 
185,665 
389,718 
302,948 

,580,535 
249,860 
287,830 
105,900 
144,150 

85,365 


~ 


~ 
_ 
to 
ey 
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100,530 
204,188 
36,895 
67,017 
40,267 
29,405 
3,692,274 
429,127 
51,812 
443,361 


384,795 
85,525 


382,495 
593,642 


169,000 
130 
.730 
.715 


5,180 


9,835 
36,800 


375 
237,040 


37,420 
231,730 
109,208 
145,086 
936,611 
302,095 
331,986 
105,445 
179,785 
236,721 

83,091 
153,630 


Magazine 
Sections 


20,960 
15,960 
5,000 


56,525 
23,200 
3,210 
1,070 


58,472 


2,768,711 
583,750 


92,285 


432,110 


165,050 
22,368 


20,200 


62,624 


114,797 
111.605 
4,112 


4.112 


267,300 
183,650 
71,700 
11,950 


Network 
Radio 


252,619 


754,924 
606,226 
148,698 


208,295 
309,938 
819.297 


819,297 


125,422 


4,342,245 


440,442 
220,038 
423,488 


360,300 
557,736 
322,175 
607,525 
167,538 
335,062 


266,697 


641,244 


24,710 


756.889 


356,624 


626,881 


626,881 


Company 
Total 


1,279,351 
132,500 
100,147 
187,273 


527,802 


132,890 


127,377 
131,110 
208,295 
309,938 
5,492,150 


150,794 


741,888 
240,125 
105,028 
188,500 
185,665 
464,471 
428,370 
1,757,151 


165,920 
3,983,123 
171,120 
100,530 
215,588 


10,803,230 


340,28 


an 
tw 


241,381 


233,774 


119,395 


169,000 


105,715 
355,180 


369,218 


410.5 


100,134 
449,835 


588,354 
109,208 
145,086 
1,830,692 


236,721 
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1948 Expenditures of Magazine and Network Radio Advertisers 


Based on the Compilation of Publishers’ Information Bureau, Showing All Advertisers Whose 1948 Expenditures i 
General Magazines, Farm Publications, Magazine Sections of Newspapers and Radio Networks Totaled $100,001 
or More for the Year—With Individual Product Breakdowns for Every Product Accounting for $25,000 or More 


(Figures are based on measurement of 69 general magazines and groups, six farm magazines, four radio networks, and First 3 Markets Group, New York Times Magazine and Ne 
York Sunday Mirror Magazine, in addition to The American Weekly, Parade, and This Week Magazine.) 


Parent Company and 
Products Advertised 
= 


A.T.F., Ime. ..- 


General 


TITTITT TTT TTT Tee $ 239,996 § 


Acme Boot Manufacturing Co........... 112,660 
Acme Steel Co. .... 6.66605. eoccccccecs 206,530 
Admiral Corp. ........ eoecccecce 699,030 
Admiral Electric Refrigerators éeneeee 176,189 
Admiral Kadio-Phonograph .......... 106,529 
Admiral ~~ ieee & Television 315,264 
Admiral Radios ........... eecceseces 93,270 
Aero Mayflower ‘I ransit Co.. beeoee gee gecees 114,120 
Allied Chemical & Dye Corp........... 219,443 
ED cc cet abedéecesceeccss 91,200 
Barrett Roofing & Shingies—tHome... 62,200 
PD oc566606006s0p000060 hee 46,006 
i oh ccn ced he ehheos.p 00-0 - 160,041 
Alls-Chalmers manutecturing Uo....... 370,491 
Allis-Chaimers Manufacturing Co., 

Gomeral Premetieh ..ccccccccccccce amy 246 
Allis-Chaimers Crop Machinery....... oe 
Allis-Chaimers ‘lractors & Eq't—Farm......... 
Allis-Chalmers Tractors—lIndustrial.. 62,000 

I ME cnc cccnceseccesens 133,602 
Aluminum Co. of America.............. 358,604 
PE PEE, “Sacccccccccccccccccs 444,666 
PD ccccceceseceess  esencs 
Wear-Ever Cooking Utensis ......... 109,000 
Wear-Ever Pressure Cooker .......... 36,228 
Wear-Ever Pressure Cooker & Utensiis. 39,300 
Westmoriand Sterling Silver ......... 75,240 
Alcoa Steamship Lines............... 94,010 
Aluminum Goods Manufacturing Uo..... 166,448 
Mirro Cooking Utensils............... 51,160 
Mirro-Matic Pressure Cooker......... 91,498 
Mirro-Matic Pressure Cooker & U veusus 23,800 
America Fore Ins. & Ind. Group Ex. Life 257,905 
American Airlines, Inc................. 458,961 
American Broadcasting Co., Inc......... 147,450 
American Car & Foundry Co........... 131,298 
American Car & Foundry, R.R. Cars.. 38,725 
Carter Carburetor Service............ 91,345 
American Chain & Cable Co., Inc....... 108,890 
American Chain & Cable............. 34,660 
PE Be GED ccovecessessteceves 43,121 
American Chicle Co., Adams Gum...... 224,846 
American Cyanamid Co. ..........6665. 386,464 
American Cyanamid, Chemicals.... 168,086 
American Cyanamid Co.—General 

DEE ,teeddesgneeesencerces 44,880 
American Cyanamid, Plastics oeeweeane 96,624 
Lederle Drug Supplies ............... 25,306 
Lederle Drugs & Remedies............ 22,774 
Thiophos 3422 Insecticide ............ 22,774 

American Dairy Ass’n........ 6666656065 295,980 
SE OI, gc ccccocccsscosse 111,625 
American Export Lines, Inc............. 105,590 
Am. Export Steamship Lines—-Pass'ger 70,295 
ltalian Steamship Line—Passenger.... 29,230 
American Express Co. .......-sseeeess 10,800 
American Fixture & Manufacturing Co. 126,335 
Me GE BOD ncccccccscesscecces 661,006 
American Home Products Corp......... 727,834 
PE SE EER ceeseccoccoscesses © sebbes 
SE EE cans coee kee bkens on hs 17,772 
i i oe Cr. pccccecccesee 86 6066006 
Drug Prod. (Whitehall Pharmacal Co.)  ...... 
Edna Wallace Hopper Ciay Pack...... 28,248 
Hill’s Cold Tablets & Kolynos......... =... 
Peer errr Tre TT ae eee 
Kolymos & Aerow@X ....-.2sccsccccces sovvee 
Kolynos, Aerowax, Antrol Ant Spray & 

Biaek Flag Spray .ccccccccccccccsss cevces 
Kolynos, Aerowax, Black Flag Spray... ...... 
Kolynos, Aerowax, Black Flag Spray, 

Te GNSS WEE coccccccccccceses « secece 
Kolynos, Aerowax, Wizard Glass Wax.. ...... 
Matrmen © AGO .cccccccccecscccsss sevces 
ee nee, MCRL CULL 28,412 
Cee ED PORES 2c ccccccestcccess 108,903 
TE cai. icc sieeke seecheveeess 182,500 
Aerowax No Rubbing Wax........... 36,269 
Aerowax & Wizard Glass Wax......... — sseees 
Black Flag Super Insect Spray....... 69,925 
Old English No Rubbing Wax........ 127,764 
ON PRT rr rere 46,249 
Penstix Penicillin Remedy .......... = «sss. 
Bate GE cccccccccesccceccccccese 36,965 

American Institute of Baking.......... 383,897 
American Meat Institute ............... 597,614 
American Mutual Liability Insurance Co. 128,045 
ee Ccvccksecbeceeneeseses seeeee 
American Optical Co. ..........6-eeues 333,080 
American Optical Glasses ............ 166,125 
Cool-Ray Sun Glasses ............... 54,990 
Polaroid Day Glasses .............--. 77,695 
American Petroleum Institute ......... 380,825 
American President Lines, Ltd.......... 118,438 
American Radiator & Standard 
ME, ans ng ou bed b600600 wea 865,996 
American Safety Razor Corp........... 279,462 
ee en ee Ng one seeeeeses 172,440 
re i Ce occcess 60 s66beeesece 99,965 
Damerhenm Bteve Oooo oes ccccscegeececes 191,825 
American Telephone & Telegraph Co.... 2,800,961 
Bell Telephone System ............-- 1,823,251 
Bell Tel. System, Classified Tel. Dir... 247,759 
Western Electric Telephone Equipment 645,245 
Western Electric Hearing Aid........ 84,706 
American Tobacco Co. .........5eeeees 2,469,471 
Lucky Strike Cigarettes ............. 1,784,416 
Pall Mall Cigarettes ...........5565- 657,995 
Rol-Tam ChgMiB ..cccccscccccccccccce 27,060 
American Trucking Ass’ns, Inc......... 232,700 
American Viscose Corp..............-- 102,335 
America’s Future, Inc. .........--+6++- Porr 
Amity Leather Products Co............. 131,666 
Amity Billfolds ......cccsccscccccvess 45,750 
Pt PD... ccccdhesebahesesnns 49,876 
Rolfg Personal Leather Goods........ 33,5640 
Anchor Hocking Glass Corp............ 15,755 
Anheuser-Busch, Inc. ........6---s000. 573,920 
Apex Electrical Manufacturing Co..... 242,889 
Apex Dish-A-Matic ............+++:- 26,460 
Apex Electric Cleaner .............+. 69,945 
Apex Fold-A-Matic lroner ........... 41,270 
EE EE cn coc socscocioveccionrs 105,214 
Appalachian Coals, Inc. .........-660005  sewees 
Arabian-American Oil Co. .........6666+ sevens 
PT. cis cb ene ced sede ck $32,477 
Elizabeth Arden Pat-A-Creme........ 31,493 
Elizabeth Arden Perfume ............ 51,233 
Elizabeth Arden Preparations .. 149,617 
“4 “Sear ..++ 206,840 
ee tech etcenees eee nee 204,355 
nn cent ned eh eeseenséee 433.252 
cece nesteseeces | SaeEES 
Armour Canned Meats .. 662,858 
Armour Star Meats ........... 344,925 
Armour Star Shortening ateerivcceeas Maes 
Mayflower Margarine .... 24,600 
Treet Canned Meat ....... 71,884 
Dash Dog Food .......... . 


Farm 


Magazines Magazines 


128,316 


01,406 
55,910 


158,945 
70,945 
76,100 


18,082 


eeeeee 
eevee 


ee eeee 
eeeeee 


252,239 
161,627 
3,000 
64,530 
23,082 


eeeree 


gaae Magazine Network Cqpgeny 


Farm total 


& 239, 996 


616,611 


540,792 
186,168 


44,880 


769,830 
17,772 


28,248 


118,438 


992,387 
279,462 
172,440 
99,965 
191,825 
3,053,200 
1,984,878 


Sections 


eee eee 


eeeeee 


97,492 
30,773 
21,892 


eeeeee 


eereee 
eeeeee 


seater 
eeeeee 


Radio 
are $ 239,995 
rhe 112,650 
he 206,530 
798,112 
aie 114,120 
85,629 347,995 
85,629 
rs¢ 150,041 
421,280 916,086 
421,280 
a O 133,602 
eluate 1,017,449 
cia 196,248 
paper 288,155 
cites 492,063 
gent 147,450 
mee ee 147,548 
ta 135,752 
es 288,602 
pete 540,792 
peed 432,683 
+ a dis 111,525 
st ae 114,158 
287,154 297,954 
byte . -«:126;336 
ioe 561,006 
4,592,772 5,820,094 
2,008,521 
249,997 
69,183 
120,663 
452,315 
395,087 
61,612 
63,536 
67,089 
134,320 
585.897 
320,596 
63,957 
aaa 383,897 
851,082 1,448,646 
Rise a 128,045 
305,462 305,462 
ceceee 888,080 


oe 637,526 
tei 118,438 
ie 992,387 
pia 294,553 
eat 191,825 
786,615 3,843,634 
786,615 

2,600,573 5,371,489 
1,779,743 

820,830 

saat aa 232,700 
ese 102,335 
294,913 294,913 
EAN 141,666 
206,367 262,122 
ae ale 693,820 
ears 295.569 
203,349 203,349 
133.242 133,242 
cakes 332,477 
seamen 206,840 
sana 249.290 
1.916.323 3.745.291 
,080, 

99,330 

54,472 


Parent Gongane and General Farm General& Magazine Network Company 
Products Advertised Magazines Magazines Farmtotal Sections Radio Total 
Dash Dog Food & Contest........... | erie 0 FS 
Chiffon Soap Flakes ................ ae geesen 65,100 216,960 681,961 
Chiffon Soap Flakes—Contest ere - Sr 17,650 GaP —_séene0 
SE GS bwdenconusecscoess 1,050, 320 63,400 1,103,720 ...... 429,779 1,688,499 
' 5 “GR arnon eee anenee ‘cone 80s ae oo savannas 429,779 
Armstrong’s Asphait ED éBeobesacecs ee ae = =—«Cwa sh eee 
Armastrong’s Cushiontone—Industrial.. 118,055 ...... = iii a 
Armstrong’s Insulation—Home ...... a ——-  ‘*éeere 
Armstrong’s Insulations—lIndustrial. . Ol fl Pr 
Armstrong’s Linoleum .............. 426,925 53,400 
Armstrong's Linoleum & Asphalt , Sa re * Zs 
Artistic Foundations, inc. ............. c (Li-_- 181,443 12,992 
Associated Products, Inc. ..............  -.  gcgea. 272,689 17,940 
CC — 130,570 nate 


BUSINESS BEPLY CARD 


‘2 Postage Stamp Necessary W Matlod im the United Stews - 


— POSTAGE WILL Bz PAID BY .— 


; gf 
TURRE ss mue pUrU + vi es o1,00 
Babeee, Be Bop MBccccccccccccccscccces 4,844 
Ballantine, P., & nae eeeee Bekbdesoess 599,975 
Ballard & Ballard Co........cscescseses 113,458 
Ballard Oven-Ready Biscuits oneeeee 113,458 
Ballard’s Obelisk Flour ......-.-.+++ «sees 
Bankers Trust Co.—New York......... 125, 055 
BOSONS GR, cccccescscesecccccscccese 276,465 
Barbasol Deodorant & Shaving Cream 90,930 
Barbasol Shaving Cream ............ 181,635 
Barbisom OOrp. .occccccccccccccccccccce 114,360 
Barlow & Seelig Manufacturing Co. 258,164 
Ghenales, TPOREE cc ccccccccccccccccess 63,863 
Speed Queen Washer ............++- 184,891 
Bates Manufacturing Co. .............. 467,149 
Bates Fabrics—Children ............ 67,466 
Bates Fabricsa—Men ............--++: 97,427 
Bates Fabrica—Women ............. 96,109 


Bates Comb-Percale 


Sheets and Pillow Cases.. vihene 66,609 
Bates Draperies & Bedspreads... heeenwe 143,458 
Bayuk Cigars, 7 vedceend $Ousewseess » . epeene 
BORNEO PORES Gore cc cccccccccccessess 346,385 
Beatrice Foods Co. So 108,835 
CE nbc cbebEeeeeHesweceveccescccess 42,500 
Meadow Gold Ice Cream............... 33,350 
Meadow Gold Ice Cream & Chox...... 57,850 
Beech Aircraft Corp. ....... .. exaweie 213,095 
Beechcraft Airplanes ................ 64,760 
BE, PUD csccccccccceeseces 148,335 
Beech-Nut Packing Co. ............... 293,664 
Beech-Nut Beechies ................ 70,403 
Beech-Nut Foods For Babies......... 28,608 
RS GE ccccceseeceserccess 193,078 
i a rr 246 6o00 66060 50 000x009 369,525 
Beltone Hearing Aid Co. .............. 168,270 
PE SE MRecacesccescccncscece 133,220 
Bendix Aviation Corp. ...........-+++. 170,460 
Bendix Home Appliances, Inc. ......... 449,225 
Bendix Automatic Dryer ............. 38,600 
Bendix Automatic Washer ........... 343,575 
Bendix Automatic Washer—Contest .. 64,400 
ET De GO, pdaccccsesececeeee 115,450 
Berkshire Fine Spinning 
ME DS oc pcGhees cecesvaseess 97,168 
Berkshire Knitting Mills .............. 338,825 
Bermuda Trade Development Board..... 109,185 
Bast Weeds, BG. ccccccccececovsecscoss 1,112,020 
Bixby Jet Oil Shoe Polish .......... 12,080 
Shinola Shoe Polish ...............- 279,610 


Best Foods or Hellmann’s Mayonnaise 230,418 
Best Foods Mustard 


Nucoa Oleomargarine .............. 410,030 
Rae ee ere 135,489 
Rit “Handmade Rugs”, oat gweieae 495 
Bestform Foundation, Inc. ... 174,580 
Better Vision Institute, Inc. .......... 119,855 
Bigelow-Sanford Carpet Co., Inc....... 1,062,560 
Bigelow Weavers Rugs & Carpet.... 821,860 
NN rrr rT eee 240,700 
Black & Decker Manufacturing Co. .... 155,414 
es Min DO be vascesrecccess 205,400 
Black’s Reader Service, Books....... ...... 
Classics Club, Books ................ 120,075 
Detective Book Club ............... 85,325 
ee as BG bss ce ccccevescces 321,691 
I CE woe codcnceveseees 35,852 
Polident Dentifrice ..............+4+. 49,768 
Polident & Poli-Grip Dental Products 235,825 
De ch Sh vennseccoccecssecseees es 58,383 
Boeing Airplane Co. .........sesseeee8 247,870 
Here 366,125 
Book-Of-The-Month Club .............. 153,52 
vc kved chen ecenets sence 1,648,175 
Borden Co.,—General Promotion 28,990 
Borden's Bottled & Canned Milk ..... 51,500 
DD CEE sskvessdcbccecccccce Bey 
Borden's — ese nkscosens 7,005 
Borden's Eagle Brand cancun Milk o24, 608 
EE ED ca dccenwesccecésege 420,740 
Borden's Instant Coffee ............. 289,603 
DED As dhSeRSSCEBENSES 60 eben cececne 87,825 
Lady Borden Ice Cream ............. 71,300 
None Such Mince Meat .............. 27,15 
DOR GI, Suto csccsccccccccce 1,348,758 
Morse Power Finedasinstion Products. . 27,000 
Norge Electric Range .............. 55,606 
Norge Electric Setvigucntens eden 282,493 
BED DEY Sc acdatedeesecsccresss 7,901 
ae econ ore ez § 
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Broad 


Burnhi 
Burrou 
Burton 
Buxton 
Buxt 
Lady 


Califor 
Califor 
Sunk 
Sunk 
Califor 
Del } 
Del J 
Del } 
Del ! 
Del } 
Calif. 1] 
Califor 
Calorie 
Camfiel 
Campar 
All F 
Anjon 
Camp 
D.D.I 
Old § 
Solita 
Solita 
Campbe 
Camp 
Camp 
Camp 
Camp 
Franc 
France 
Soups 
Soups 
Bee 
V-8 C 
V-8 7 
Can Mf 
Canada 
Canad 
Canad 
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Canadial 
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Carnat 
Friskie 
Friski« 
arrier 
‘arter F 
Arrid 
Carter 
‘arter, ° 
Carter 
Carter 
Carter 
ase, J. 
atalina, 
Catalir 
Catalir 
Catalir 
aterpill. 
Caterp 
Caterp 
Caterp 
lanese 
Celane: 
Celane: 
lotex ( 
Acoust 
Celotex 
‘amber 


eames a ages ice i, a nile peace ae: ae di Sees eae: ae io “4 “4 ert pte a Se ls ea Ae: Wey ee 
s rer So a ae rae he si kanal Oa Ba ip is mee its oe re i a Hebets He: a ae “dad a i 3 ee - ; ae , = sane us J nae “k a hee ee SF Set "es eli 
shies me ca, eee i i ea its pat ae . poner Po yet ene os Pe ey a oe ee et iri tN ee le ater : Rs eG a ae a ie Pee at Bes a vo ahs 
7 « | es 
" ; —_ A lve 
Pa 
Pp 
Ne 
Ne 
. Ne 
e Ne 
; WI 
Bo 
Bo 
ost 
ota 
“B 
Bo 
ee Bo 
Bo 
Bo! 
Bo 
| | Bot 
P| Bot 
four, 
Boi 
a ces rr erer Bo 
ci al | Ch 
thdioks 206,530 seman sowe 
94,082 793,112 fae racl 
35,030 211,219 ited ‘rau 
26,010 132,839 ois Ss srew 
pee ep 318,264 sivas brige 
33,042 126,312 5 gare Brille 
wands 114,120 vee’ Brist 
42,925 262,368 keer ee | we 
aren 91,200 pgs ~ 
“ane 52,200 atid Ipa 
29,925 76,931 siadns Ipa 
Lees 160,041 aweuts ' Del ee rs A eee Ge ; Pee a Ree GS ee Ge er nee cS Ipa 
ME 493,806 caliaad Sl Se eS ces ero ee a Iba 
ees ihe? ae i : pa 
‘ aen.ees Fe a 5 - ig ‘ : ce ag ee a i ia ue . mae Tee tenia oemieedieaa ae mi. 
° eeerne i ee Oe ats . ae eae bette Ma i fy . ae = ian nage 
. ) | A a ¢< i mt, 15S a, eM a Be bePTRST CLASS a 
) a : Pbirclt No. 9S Mu 
, : | er a — wai ee & — 
76,100 ee s MIC ACS il. Sal 
veseee 109,000 a<ghee i Tra 
é peates 36,228 a ae r, ret ‘ “Eee ces a Vite 
abate 39,300 ee oe Vit 
Pein 16,240 ae ; ceinalill Vits 
«eal 94,010 bere 2 Ses Britis 
. . erreee ci Ae Pasa ae CREME gs 7 row! 
14,900 106,398 PEE H ‘ ee ay —,. Bro 
ee 7,450 31,250 eer a : ms ie. Old 
30,250 288,116 pra ace re — Brow 
cesses 458,961 838,102 : S eee z ie. Air 
Taakee 147,450 oiake a Be ey 3 a Nat 
eee eussee fe ’ aa oe 
16,250 107,595 ae ‘ ~ ? — estes 
17,065 126,965 vivid ‘ tiie. Koo! 
a8 525 35,185 Psi = Bind = é aioe Rale 
. 16,540 59,661 eee s Fe: ea Vice 
eieses 224,846 63,766 pienieeie er soem: Bruce, 
my skeen s z : : - Brune: 
; | i euaves Ore Bryan 
, 9,041 104,665 aaa — Bundy 
Bi.) ce tao ee ae — 
’ 1 . eccces | oes. “sa * Pr ee ot Bur- 
1438 Ley .ehich A a Weg nee Bur- 
: 423 40 5, —— ane 
. —— wah ee weeeee 4,844 ane 
he 105,590 8,568 teeees 599,976 Dup! 
sila 70,295 8,568 retees 113,458 Burl 
nals 29,230 jae teeeee 113,458 
; oie 10,800 aeewte teeees sseeee 
% ' a cama tenes 126,055 
aN 561,006 ananal tenses — 
1,99 eeeeee . 
aa pias 181,535 
Moai ees 114,350 
eeeeee eeeeee see eee 54,975 313,129 
5 sa Me | eee teste onaae onnaae 
. 4, 9,091 
ve 6 ee ee cesses 467,149 
*eeeee ee eee ees ' eer ree 67,466 
Ht kts ieee teeees 346,385 
ee eaaeae teeees 108,835 
28,412 14,186 iene 42,500 
LRT 108,903 aed settee 33,360 
Sekai 182,500 cacuns teens 57,850 
as 36,269 opt soeees 213,096 
wweee Been ect tenes 64,760 
= tibet 69,926 He SP ttteee 148,335 
‘enee 127,754 akan seeees 293,664 
3,855 50,104 says secere 70,403 
27,574 27,574 ee Te eel ips 28,608 
. 359 37,324 ey sesees pad 
383,897 eet eeeees ’ 
M5 97.614 seabed 30,511 198,781 
ee 128,045 idewes sesees 133,220 
aera cto See 170,460 
7 ih <a 333,080 | oe © ae 449,225 
, cae ken 166,125 eueter ceeeee 38,600 
tae te 54,990 suka ates 343,675 
ee 77,695 i yet 64,400 
6,300 387,125 mi ate 115,450 
rae 97,158 
126,391 ee ceecee 338,825 
= tek hai 15,091 ‘éSabus 109,185 
‘ NPE 8,672 47,321 1,169,341 
Maaenn 2,604 | 27,374 
’ Janata venues 32,027 311,637 
= nn Seco - oe 
inthis ch i 41,898 
250,759 a te Sienee 410,030 
709,775 ete chou 135,489 
. 107,788 38,199 Wis 495 
ceceee 2,469,471 301,445 lesan 174,580 
coccese 1, 784,416 301,445 13,000 132,855 
' vac 657,995 Rey: oa 53,400 1,115,960 
aia 27,060 tego 53,400 875,260 
ices 232,700 thes ikass 240,700 
ginbews 102,335 iudaa 15,413 170,827 
a aaa’ Ch batetest: dois 205,400 
| Bese 3K 131,666 10,000 ales Bite ae 
ap OS 45,750 10,000 oa 8 i 120,075 
Capt 49,876 Saabes Sea 85,325 
ceo $3,540 et lai 33,600 355,291 
ra, 15,755 40,000 grees 35,852 
ee 3 573,920 119,900 aaa 49,768 
52,689 295,569 mete See a 269,425 
inna 26,460 behaas 72,536 130,919 
13,695 83,640 sehabaine Raps 247,870 
8,625 49,895 ie Pere 4,650 870,775 
30,360 135,574 sbieen PP at 153,525 
ss SeeEea eae ee 
eeekas pane a i 28,990 
. eh Svs: $32,477 ‘a a eveowd 51,500 
ia Wieas 31,493 ee | casas 178,340 
vase 51,233 Santis pres 247,005 
fy teas 149,517 aaa | athe a 224,608 
sie 206,840 aio nt Bie! Je 420,740 
44.935 249,290 ial Ghee 289,603 
21.386 1.465.638 373.330 | ae ace 87,825 
4,486 4,486 Pepe ae 71,300 
ietan 662,858 69,500 ie kee 27,153 
‘wane 344,925 Saale 130,658 1,479,416 
ianele caanee aries | ceeeki 27,000 Wikkes ae 
Sepa 24,500 20,000 9,044 64,650 BBS SS 
Saris 71,884 ani | [| 327,748 ne weeks 
ea ileal 190,000 cues 14,005 91,906 gacaes ant 
: : ee 8 a eS ee Sa ik See are alte not Gots Sager eos 


a oe : 1 vee 
Alvertising Age, March 21, 1949 61 
Parent Company and General Farm General& Magazine Network Company Parent Company and General Farm General& Magazine Network Company 
Products Advertised Magazines Magazines Farm total Sections Radio Total Products Advertised Magazines Magazines Farm total Sections Radio Total 
Norge Gas Range .................. 60,907 14,005 74,912 a oe Champion Spark Plug Co. ............ 798,282 228,450 1,026,732 : 252.619 1,279,351 
‘i Norge Major Appliances ............ 168,744 ...... 168,744 sts i nat Charles of the Ritz Distributors Corp. 132,500 o 132,500 : 132,500 
S 1n Norge Oil Burning Unit-—-Home ce 44,775 12,005 56,780 ode Sona Cy I nc cndcouneieee 100,147 a 100,147 . 100,147 
Norge Washing Machines ........... 52,119 9,044 _ ere on Chesapeake & Ohio Railway Co......... 185,080 ses 185,080 2,193 187,273 
White Star Gas Range .............. 26,185 ctias 26,185 heme Chesapeake & Ohio Railway—Pass'ger 61,850 - 61,850 eeseee . 
00) Borg-Warner Automobile Parts...... 307,086 25,200 332,286 os Greenbrier Hotel & Cottages— 
Borg-Warner Corp., Gen. Promotion.. 217,500 Epis. 217,500 faces ay by White Sulphur Springs .......... 113,980 : 113,980 2,193 
oston Wire Stitcher Co. ............. 130,279 Be E- 130,279 ee OOP 130,279 | Chesebrough Manufacturing Co......... 772,878 , 772,878 eevee 754,924 1,527,802 
ya, “i ae EES 812,912 18,082 830,994 42,800 uae da 873,794 Hair Tonic & Petroleum Jelly........  ...... eeses  eeeeee we eens 606,226 
“Botany” Brand Products—Family... 92,600 18,082 AM ois ioaaee Hair Tonic, Petroleum Jelly & Lip Ice ...... ; Be cebine 148,698 = 
Botany Fabrics—Women ............ — 8 8 = 225.775 16,960 ps Vaseline Cream Hair Tonic......... 368,955 jae as Ol aa osenee 7 
New “Botany” 500 Coats & Suits—Men.... Gp 155.338 10,560 ie Vaseline Hair Tonic ............ sé 376,122 sande tere 376,122 a oe 7 
Botany No Dye Lot Yarns .......... ye: Pe ” ome 4d eS Chicago Electric Manufacturing ae 111,930 ceakane 111,930 20,960 ere 132,890 3 
Botany Robes—Men ................. 29,070 Bp 45 99.070 ...... re Handyhot Portable Washer ......... |! eee 83,700 15,960 aria 7 
Botany Robes—Women .............. 27,283 pi» | saat a Handyhot Small Household Appliances ie ie 28,230 5,000 remeee fove, 
pany Botany Sportswear—Men ........... 77,258 rT ) eS Pree irs Chicago, Milw., St. Paul & Pacif. R.R. 127,377 ey of ery ‘eweeu 127,377 | 
ES ee” geeaed 97,023 14,080 a Chicago Rock Island & Pac. Ry. Co..... 131,110 selena  & ae anaes 131,110 _ 
MEE Rab bbied eed ci secccces nd 557,022 wits 557,022 50,700 3=s......... CORT 5 SE  incinccasaees’ exeteer 89 ccests | seamen cseees 208,295 208,295 
Bourjois Cosmetics ................ pea 119,605 59,700 es 3 Christian Science Publishing Society....  ......0 2 ccccee ce eee hehe 309,938 309,938 7 
EE re lS err 278,172 duno Sia ae 4 Sa eee FT 644,250 4,473,128 199,725 819,297 5,492,150 ia 
I a ae 81,400 ate Re tala Chrysler Airtemp Auto. Heat—Home | ee 84,775 Ey skh 4 j 
8,499 ee in cu sncies 10,178 paca oa 10,178 caee 155,024 165,202 Chrysler Airtemp Pkgd. Air Con.—Ind. —_ 42,700 ~ 42,700 TEsTy 
trach, E. J., & Sons, Inc. ............. ig dee 262,482 ee 37,917 300,399 Chrysler Corp.—General Promotion... 287,365 51,660 339,025 120,000 
trauer Brothers Shoe Co. ............. 130,285 BOE oe no. caleae. Ol iaabaas 130,285 Chrysler Passenger Cars ............ 754,029 251,274 1,005,303 «...... Gian o 
trewing Corp. of America............. 363,843 caaee 363,843 tedeva. » eee 363,843 De Soto Passenger Cars......... s SERTO tev 245,770 eeeees seeees os 
Briggs Manufacturing Co. ....... vase See aaa 102,120 a oe ee 102,120 De Soto & Plymouth Cars........... ...... eacees cove tases 819,297 
Brillo Manufacturing Co. .............. 172,955 ssa na 172,955 Le ee ceaan 172,955 Dodge Passenger Cars .............. 689,630 142,420 832,050 56,525 =... ‘ 
 , ccccccccvcccccscccece 3,026,549 210,799 $3,237,848  ...... 2,101,045 5,338,393 I 485,944 87,575 ee —t—iét we errr. 
Benex Brushless Shave ............. | trae ee . eese  eanien Plymouth Passenger Cars .......... 1,189,022 111,321 1,300,343 7 ea 
4,435 Bufferin Antacid Analgesic ......... SE a )}6°CC‘C“kawes 68|§©6©| | dheeeencs Church & Dwight Co., Inc............. 115,282 $2,305 147,587 Serr 150,794 
0,629 eee recs da cca. Succes, nepdaie -.cbebes  a'vedes 70,755 Arm & Hammer Dentifrice.......... 48,275 11,022 59,297 1,070 Sioa - 
MEE os scusces es beas une 1,390,650 104,900 ee = ceeuee. nearness Arm & Hammer or Cow Brand iz 
eee ie | lak | ”€6 OSs aaah U*!CUM em ewt 104,056 Baking eee Es erie e deat 33,286 10,961 44,247 - SrreT er 
MD TE WOUND cs ccceccescvcccccccss  seeeee wines. Ateees >  ‘seenke 437,700 Arm & Hammer or Cow Brand 
Ipana, Vitalis, Sal Hepatica, Mum, Baking Soda—Household Use...... 24,147 6,441 30,588 . «necks 
i chee teeeeeeebeieaes keeaes. i s6sabe aneaee ae¥ees 133,167 Cities Service Oil Co...........2cceeees 52,680 59,100 Sk TA 630,108 741,888 
Ipana, Vitalis, Sal Hepatica, Mum, Clark Brothers Chewing Gum Co....... ae:  ¢aadae Are 240,125 
ER OS ee a errr 135,579 Clary Biultipiier Corp.........ccccccces Sf eee 7? ae a 11,596 105,028 
tN eee uw iee eet ee as ##ii~severn  wkaeea Se SED SL, nn. 6 00656 e 0000's conee | errr 188,500 svecus.  eebvath 188,500 
EE TT Pee  f ere Se:  eséées  aaiease a cd ceuasiowens 154,715 30,950 a  <déacsene adewlen 185,665 
ne ve vendgenecekene setae  jjasasecd .- <@amea cadees 315,794 ee IE On, i ccccsreceecas 325,840 63,878 389,718 of ees 464,471 
Sal Hepatica & Ipana. ane iee 20a b as - cee -- <shdeae 8 § xceenee blatant 562,041 Club Aluminum Products Co...... <n ~=—s a e'leen | ize 125,422 428,370 
Sal Hepatica Laxative .............. 151,325 74,399 ar ey Cluett, Peabody & Co., Inc............. 1,580,535 — 1,580,535 \ * rer Sr 1,757,151 
Trushay Hand Lotion .............. 274,645 31,500 ny aeaged 9 . aden Arrow Shirte—Men ................ terre cS errr. et 
i MO oc. docveectcouee 467,755 i ouews a eessee 8 8§=©ehe Arrow Shirts & Accessories ......... ae —«eennn 287,830 ean 
Vitalis & Sal Hepatica.............. eee. keg git i Ree 102,904 Arrow Sportshirts—Men ............ 105,900 ...... 105,900 Loh Ses 
a adice. cian atc  tiwis ~ wives 239,049 SE EE Soot cs cbnekennnsoced a 8 8=s re  * errs 
British Overseas Airways Corp......... i) a 172,465 eee 188,089 Arrow Underwear—Men ............ 85,365 pak ieee 85,3866 ...... 
Broadway Fashions ................... 164,257 11,565 175,822 as 249,863 Sanforized Fabric Finishes—Men ... 218,250 ...... 218,250 58,472 gepese 
Brown-Forman Distillers Corp......... 120,146 =... RR ep ees 720,145 Sanforized Fabric Finishes—Women. 464,860 ...... 464,860 i errr 
Brown-Forman King Blended Whisky 165,175  ...... ne? ceoaee |e ee ee ee ccc nendseddcscsece are Sr 165,920 
Old Forester Bourbon Whisky ....... 554,970 ...... ee ee ee ce daman 1,463,286  ...... PF Serer 2,519,887 3,983,123 
Brown Shoe Co., Inc. ...............+. 590,771 ...... 7 err GOESE4 =U RID GTS F Be I  Giiccccccccesccccs Quvgne sevese  eanges je erry 171,120 
Air Step Shoes—Women ......... - es ll 172.439 Se Ln ee Cole of California .......ccccccece: ae 100,580 _—....... ne, w#tnene .! Setids 100,530 ' 
Naturalizer Shoes—Women ......... 193,695  ...... i.  staetn Stevens Coleman Co., Ine., The................ 123,989 80,199 204,188 11,400 ean 215,588 
Roblee Shoes—Men .......... ee ree 188,967 ints ate aie Coleman Portable Stoves............ 36,895 ..... | | err canes 
TN 425,204 Coleman Floor Furnace—Home...... 49,767 17,250 7 ere 
Brown & Williamson Tobacco Co....... 75,873 158 76,081 133,719 1,174,488 — 1,308,207 Coleman Oil Heater—Home.......... 18,967 21,300 40,267 11,400 
Ce each iouussnepae epee 8 «aeece aaaver 49,400 309,111 Coleman Water Heater—Home....... 13,600 15,805 29,405 =i... . tosses 
ESS RETR EE FO PES 865,377 Colgate-Palmolive-Peet Co. ............ 3,626,148 66,126 3,692,274 2,768,711 4,342,245 10,803,230 
Viceroy Cigarettes .................. 65.545 Dt et 65.545 ee! Oe: Cashmere Bouquet Soap ......... o* Fry 429,127 583,750 Terri 
SE MI ccocccavcccdccecesess 159,272)... 159,272 9... se, sca 159,272 Coleo False Teeth Cleanser ......... 51,8120 —... 51,812 59,780... 
Bruner-Ritter, Inc. ................... 143,052 is... ss 143,052 14,757 feenes 157,809 Colgate Dental Cream ......... ae 443,361 sevens 443,361 4,005 =... ... , 
a 82°997 18,897 101.894 18967 120/861 Colgate Dental Cream & Lustre eee (titeme apie ~ “dedeea 440,442 
I has cnckchacsssccseonave 180,290 ...... 180,290 ...... ee eh 180,290 Colgate Dental Cream & Super Suds... ....-. ee e002 eee eee tenes 220,038 
Bulova Watch Co. ..... REN NE ia al 2327742 ze 232774 Colgate Shave Cream .......... is \ weewes ieeeed 8 8 ‘weosee  ~ Seca 423,488 
Bundy Tubing Co. |................2! 215.430 vedas: cae | 215,480 Colgate Tooth Powder...... ee ee rere 92,285 cette 
Burlington Mills Corp. ................ 702,159 8,900 711,059 158,040 etiph Sae 869,099 Halo Shampoo .................++.. 439,668 =... sss 439,668 186,336 
i es cies. CRRee: ij. <svere: > «diilbe 51,200 ere - ~ Shampoo & Cashmere 
Bur-Mil Fabrices—Women .......... 46,540 Sanne 46,540 ee vokeea H souguet Soap ....... wsenees eves st eeee tteeee reeees teens 360,300 
Burlington Mills—General Promotion. 383,090 oe 383,090 2,168 ; + rod Shampoo & Palmolive 
0,751 Concordia-Gallia Fabrics-—-Women .. 64.480 spots 64,480 28,904 ni Shave Cream ............. seeeee  seeere = serene aan nee sees 557,736 
6,273 Duplex Fabrics—-Women ............ 94,140 ka ated 94,140 51,200 ae Halo Shampoo & Super Suds........ BLD yd eS ee $22,175 
1,800 fata: fan thie || 95100 8.900 — ight Lustre-Creme SET RR ee 172,678 a et 772,678 432,110 Spit Ate / 
Burnham & Morrill Co. ............... 132.939 «...... 132/939 7.600 140.539 Palmolive Brushless Shave Cream.... 2 ee ee: ‘sense sents 
; Burroughs Adding Machine Co. ....... 609,903 alead 609,903 me oer ae cla 609,903 Palmolive Shave & Colgate 
5,055 Burton Dixie Corp...... eee, ae re 121 298 vs fei 121.298 Dental i See a ee icmak 2. oleae stead 607,525 
7,576 a cua cenkecnnebave 223,145 dae 223,145 are ee 223,145 Palmolive Soap & Colgate ; 
Buxton Personal Leather Goods..... 122,750 ‘ 122.750 Ae ee Dental Cream ..................+. 384,795 =. ss sss 384,795 aaa 167,538 
Lady Buxton Billfolds .............. ae 73.150 eee aise Palmolive Soap—Contest ........... i eer 85,525 108,686  .cescs 
4,350 ; Palmolive Soap & Lather Shave Cream ........ se ece ence eln  e 335,062 
8,129 c Palmolive Soap & Lustre Cream 
EE Sales cee éaénns be Sinenvs. ~Wddeem ‘ Gates eT eveias 266,697 
California Cling Peach Advisory Board. 315,076 (ass 315,076 68,320 383,396 Palmolive Soap & Vel...........2+5+ sevcee «= cveeee sevens 801,920 area 
7,149 California Fruit Growers Exchange.... 454,097 115,677 569,774 378,748 a 948,522 Palmolive Toilet Soap............... 382,495 =. . ss 382,495 =... ss. 
Sunkist Lemons, Laxative .......... 229,667 70,485 : 78,888 fh TE sc 6¢cot.c0ccebescadas 593,642  ...... 593,642  ...... 
Sunkist Citrus Fruits............ ... 224,480 45,192 2 299,860 - De SE Shivetadecvectesevenhe  esanee # ennvacs rere 58,425 
California Packing Corp. ..... 1,235,210 ae 1.8 265.000 1,500,210 Super-Suds—Contest ..... eh acd ae ee oe ee 192,525 face eS 
Del Monte Canned Fruits ........... 626,240 ...... 626,240 ...... cecece Super Suds & Palmolive............. [otike § -spatiendu skkeael ean 641.244 
Del Monte Canned Vegetables ....... 497,740 Vel Suds ......-.00.sseeeeeenseenees sas 66,126 66,126 165,050 tees 
Del Monte Cateup ........... cssess SD na pane, a Columbia Broadcasting System, Inc..... 317,884 ~—...... 317,884 22,368 340,252 
1,769 Del Monte Coffee ........ Sree ‘a s a 265,000 i Columbia peeeeeacting sean. . 82.393 phe 82.393 , / 
6,385 Del Monte Dried Fruits & Raisins... 53,220 Ss 53,220 ape i Columbia Records ... . cesses ‘Sane 213,091 20,200 
Calif. Prune & Apricot Growers Ass’n. 108,631 ~~ ...... 108,631 45,560 10,488 164,679 Columbia Pictures Corp................ 241,381 cevees 241,381 , ; 241,381 
California Walnut Growers Ass'n...... 96,650 lan 96,650 72,940 ee 169,590 Columbia Motion Pictures........... 126,436 eee 126,436 vee 
Calorie Gas Stove Works .......... .. 235,966 52,665 ae. wettes  wvve'en 288,631 “The Loves of Carmen’’—Columbia. . . » dae 62,555 
Camfield Manufacturing Co............ 144,261 er 144,261 62,496 =z... ss 206,757 “Lulu Belle"—Columbia ............ 87,570 ss ss 37,570 , 
3,095 Campana Sales Co. ......... Pe chet g 199.569 3.700 203,269 132,990 469,859 806,118 Commercial Cc ccc btedenees 221,316 12,450 233,774 ; 233,774 
; i a eg RE Sg ake haeeas 370,755 Commercial Solvents Chemicals...... ere 65,066 
Se a 30.111 Pe ey era Vee Norway Cooling System Chemicals... 127,476 12,450 139,926 
4,424 Campana Magic Touch Make-up..... 39,220 eee te 39,220 15,640 “ek Norway Dry-Ex Automotive Chemicals —_28,774 rere 28,774 er er 
DDE. PUOBOTIPUORS nce cccsccccces 29,091 3,700 32,791 2 | ears Commonwealth Edison Co........ -- 119,896 ore 119,395 Aen 119,395 
Old South Perfume ................ 29,287 Spe arti 29.287 ...... ape Commonwealth Shoe & Leather Co...... 169,000 ‘ ‘ 169,000 169,000 
Solitair Make Up ............. coc a . -aecban a Smee is 99,104 Bostonian Shoes—Men .............. 117,130 ; 117,130 
9,525 Solitair Make Up & Lipstick . : 71,860 teats 71,860 106,220 ae ma Mansfield Shoes—Men .............. 45,730 se sees 45,730 
8,97 Campbell Soup Os. ..............065. 2,846,537 ceevee 9,846,587 105,080 5,819,758 8,771,875 | Cone Export & Commission Co., Inc.... 53,140 52.575 = 106,716 105,715 
3,220 Campbell's Baby Soups ............. Se ©. Sl eapees a: value ales CORR OMAOD, FBR. ooo ns «n+ + See S158 =: 885,188 355,180 
10,460 Campbell’s Pork & Beans ........... = caucues ivesek. ees ee 165,044 Congoleum-Nairn Floor & Wall F 
6,60: Campbell’s Soups ..............00005 2,353,296 veseee 2,858,296 sesses 2,669,804 COVOTERE «a 000+2+50022-+: sees 818,680 61,410 = 280,050 
Camphbell’s Tomato Juice ........... 73500 Sat 73.500 ; Gold Seal _Congowall -Home .... 54,660 20.470 75,130 ee 
Franco-American Products ......... RAR bg: a ol ee prabe tig 1,034,252 Consolidated Grocers Corp............. 364.430 62,300 426,730 426,730 
Franco-American Spaghetti ......... ae thbe: : 521.471 Monarch Canned Vegetables......... 35,750 8.900 44,650 
5,45" Soups & Campbell’s Pork & Beans eaves * eigen 939,731 Monareh Finer Foods....... ‘++ 508,880 44,500 = 337,430 
Soups, Franco-American Spaghetti & 5 Monarch Tomato Catsup....... 85,750 8.900 44,650 
18,78" Beef Gravy .....--...c0-- : : . ade. ae 489.456 Container Corp. of America... . 247,555 247,555 247,555 
18, 820 V-8 Cocktail Vegetable Juices ...... 212,308 pei 212,308 69,500 ed Conti Products Corp....... 76,390 76,390 62,624 24,710 165,724 . 
19,18» V-8 Tomato Cateup ........0..ccccs svece a Ne 31,780 : Continental Baking Co..... ba cenih 756.889 756,889 
25,33: Can Mfrs. Institute ..... a3 551,975 near 551,975 200,000 - 751,975 | Continental Can Co., Inc... -» 117,111 eee 117,111 117,111 
Canada Dry Ginger Ale, I c. sientee, OtEeee 677,059 17.660 os 694,719 | Continental Motors oval 82,650 31,419 114,069 + 114,069 
Canada Dry Beverages . ............ 117,775 esas 117,775 12,550 sa Continental Oil Co..... . 186,800 69,690 256,490 256,490 
Canada Dry Ginger Ale a ee 116,578 eae: Ot ae . pe Conoco Nth Motor Oil. , 74,800 rer 74,800 
Canada Dry Ginger Ale & Water.... 35.038 fh | a ; ; Conoco Products ....... ei epee 64,615 64,615 
COMGES TORE WERE 20. .cccccceseces 85,159 ae 85,159 Pr Continental Oil Co., General 
Johnnie Walker Scotch Whisky ...... 253,625 sore 253,625 aheewe Promotion ..... ee eees -+++ 112,000 5,075 117,075 
581 Canadian Government Travel Bureau.. 414,176 ve? 414,176 —....... 414,176 | Converted Rice, Inc..... es 197,002 na 197,002 ' 197,002 
1 4,58¢ Canadian National Railways Co........ 127,960 1,226 129,186 - iach 129,186 | Coopers, Inc. ....... wees 181,950 “: 181,950 181,950 
32,85: Canadian Pacific Railway Co. ......... 158,394 ata 158,394 sibeas ts 158.394 | Corn Products Refining Co. . 1,083,755 117,200 1,200,955 114,797 1,315,752 
37, 16¢ Cannon Mills Go. .....cccccceccccccce 1,275,834 54,246 ~ 1,330,080 noes eee 1,330,080 Corn Products Dextrose ... ‘ 345,600 war 345,600 : 
Cannon Hosiery—Women ........ .. 128,425 iene 128,425 =... Pym Karo Syrup ......-.--++.00++: - 253,010 51,425 304,435 
: Cannon Percale Sheets ........... — ere 497,625 nate cake Mazola Salad Oil ............ 206,675 wes 206,675 111,605 
10,83" ——— —~ “aeeeeesnrreey 649,784 54,246 704,030 ...... re Limit Gtareh ...--+++-++++- =e aoere 5.775 844,848 
18,60( evmeites Ge .......,.+, 0.0500. "635 ‘788 42.988 678.776 2 oe 973,785 1,652,561 Corning Glass Works....... — 331,706 33,400 365,106 4,112 369,218 
Carnation Evaporated Milk ......... 368,283 33,389 401,672 enhana 831,288 Corning Glass Products........ 104,200 104,200 
Friskies Dog Food, Feeds, Cereal.....  ...... 0 see eee yee er 101,511 Steuben Glass, Inc..... cveerscece 44,575 sees 44,575 
Friskies Dog Meal ..............+- . 251,455 Coe: 251,455 ‘ache emeuee Pyrex Cooking Glassware. ... 224,631 28,500 253,13 4.112 
53,96 SEMI. vaca cissevsenceeasernns 184.365 1d ee ed ee 184,365 Pyrex Glass Coffeemaker....... és 46,500 4.900 51,400 
varter Products, Inc. .........+.++00+- 165,907 2,123 168,030 1,827 1,554,801 1,724,668 | Coty, Inc. ......-.----sseeeeeeees e 410,518 410,518 410,518 
Arrid Cream Deodorant............. 145,071 cas 145,071 ee eeee Coty Cosmetics ........ eeeses 175,305 , 175,305 
10.91 Carter’s Little Liver Pills & Arrid .. 22.00.00 ce csee cues eeees 1,554,801 Coty Pastel-Tint Make-Up... - 88,780 88,780 
"aq sarter, William, Co. ........-0.see00: 257,555 ap eee) 8 xsshee! | ease 257,555 Coty Perfume ............ ; 122,083 122,083 
7,87 ow OO Sr rer 60,225 60,225 FETED $ waned Craddock-Terry Shoe Corp..... . 100,134 100,134 100,134 
45,26 Carter’s Underwear—Family ........ 86,650 vaenas 86,650 ..... pear CI, ibn 606 e2 dager cnecss 407,535 42,300 449,835 449,835 
28,52 Carter’s Underwear—Infants ..... « SORRP setae 104,380  ...... A Crane Heating Equipment Home... 36,800 36,800 
19, 1¢ TR hese ciccighvesdesiesess senna 136,385 136,385 ...... wails 136,385 Crane Pipes, Valves & Fittings 
SE, DUE. bbacseveceesescceccccese 108,548 soqews 108,548 1,950 ers 110,498 Industrial «.-- 02+ + eee sense eens 129,375 129,375 
Catalina Sportswear—Men .......... 30,650 eee rae ice clei Crane Plumbing Equipment—Home.. 194,740 42,300 237,040 
Catalina Sportswear—Men & Women. 36,998 ...... 36,998 ...... San Crane Plumbing & Heating munpaiont - 7 
Catalina Sportswear—Women ....... 40,900 si 40,900 SS er —Home .....-- ++. sseess 37,420 37,420 = 
aterpillar Tractor Co. ..........-++:; 440,259 52,725 Gee ewe tae pikes 492,984 Cream of Wheat Corp........ ... 220,605 11,125 231,730 356,624 588,354 
Caterpillar Diesel Engines .......... 7 rere err iwavies Cripben & Sexton Co... .....6..0ccces- 98,508 10,700 109,208 109.208 
Caterpillar Diesel Tractors—Farm. 36,800 52,725 a <  seeeep — CO HMO, BGs cs cccccccccsees .. 142,932 2,154 145,086 : 145,086 
Caterpillar Diesel Tractors—Industrial 333,320 ...... $33,320 ...... rr ere CO EE Mec ceescccconceseees 931,511 5,000 936,511 267,300 626,881 1,830,692 
lanese Corp. of America ............ 326,285 6,111 332,396 12,800 Kameens 345,196 Delrich Margarine ............ ... 802,096 = 802,095 183,650 = 
19,41 Celanese Fabrics—Women .......... St iis 261,846 3,200 heewer Old Dutch Cleanser................. 326,986 5.000 331,986 71,700 626,881 
. Celanese Household Fabrics ......... - aes 40,850 se Old Dutch Cleanser—Contest... . 105,445 ; 105,445 11,950 2 - 
| SS Aaa 196,000 30,650 0 EE 226,650 Old Dutch & Delrich Margarine...... 179,785 ; > 179,785 ewieaitn ; 
Acousti-Celotex Sound Condtng.—Ind. 141,700 ...... ' | Brrr wameee Curtis, Helene, Industries, Inc......... 236,721 a iatdaars 236,721 = 236,721 
Celotex Insulation—Home ........... 54,300 80,650 a") taveen .«wasteue Helene Curtis Creme epeepeied keane ; 83,091 ; va 83,091 ‘ 
‘amberlin Co. of America........... « Gee _ | seseen a  eikieds. dedees 114,390 Suave Hair Aid...... Peekendéocen eee 158,680 —......... eS) fetes | 
Oe aie he > x inp * = ; io 5 &, ey : 5 worn: a SBS ts lS ecg ites ate ie pe 6) f hoe: e NE oas PEC ay rar < wade e: ie * ae es i sp e 


Bed 


62 


Parent Company and 
Products Advertised 


Curtis Publishing Co..... 
Country Gentleman 
Ladies’ Home Journal 
Magazines 
Publishers 
Saturday Evening Post 

Curtiss Candy Co........... 
Baby Ruth Candy Bar.... 
Butterfinger Candy Bar... 
Curtiss Candy 
Curtiss Candy & Gum..... 
Curtiss Gum 
Curtiss Hard Candies......... 
Curtiss Saf-T-Pops 
Curtiss Salted Nuts...... 

Cutler-Hammer, Inc. 


Dan River Mills, Inc........... 
Dan River Fabrics—Children : 
Dan River Fabrics—-Men............ 
Dan River Fabrics—Women... wine 
Ms cociceditcccccesos 

i i Mos ccebavpcecsccedses 

Dearborn Motors Corp....... $s eveuey 

De Beers Consolidated Mines...... 

Deere & Co 
John Deere Crop Machinery... 
John Deere Tractors—Farm.. oe 

Deering Milliken & Co., Inc............ 

De Laval Separator Co., + 
De Laval Food Freezer 
De Laval Magnetic ag hy Separators 

Devoe & Raynolds Co., 

Dexter Co. 


Dictaphone Corp. 
Distillers Corp.-Seagrams, Ltd..... 
4 
Ting Medicated Cream............... 
Calvert Reserve Whisky.............. 
Four Roses Blended ——w-- ea. ces 
House of Seagram, The. seadeaen 
Hunter Blended Whisky skate 
Lord Calvert Blended Whisky ial eatin 
Paul Jones Blended Whisky.......... 
Seagram’s Ancient Bottle Gin........ 
Seagram’s 7 Crown Whisky 
Seagram’s V. O. Canadian Whisky.... 
White Horse Scotch Whisky.......... 
i ME [inn 6s o5 6s 02%660065000060666 
Doniger, David D., & Co............... 
Dormeyer Corp. aa 
I eG, Esc deccccoscccssvce 
Book League of America............. 
Doubleday & Co., Books.............. 
Doubleday One Dollar Book Club..... 
Family Reading Club 
Literary Guild of America........... 
Douglas Aircraft Co............. 
EE BE coe ceccnsteescesnsds 
Dow Chemicals : 
SP 
Styron Plastic Naeeos 
i Ce ocrcsccccadenns rat 
Drackett Co. rope 
Drano 
i rT sks dnbenticcesncee 
Windex Window Cleaner... ea 
Dresser Industries, Inc......... 
Drexel Furniture Co........... 
ccc ec iveedecceoces 
ey 
Dunhill International, Inc.............. 
Dunhill Cigaret Holder 
Dunhill Rollalite ee. . ida said ail 
Dunn & McCarthy, Inc.. 
Du Pont de Nemours, E. , 
Du Pont Cellophane........... 
Du Pont Chemicals.......... 
Du Pont Cordura Rayon....... 
St PE MED. an ccowceceve 
Du Pont Plastics. ., 
DEE cccccvectecscenscs 


Peters Goctelions eid ccea sess ee > 
Remington Ammunition ee 
Remington Rifles & Ammunition. 

Du Pont Cooling System Chemicals 
Du Pont No. 7 Car Polish.. 
Zerone-Zerex Anti-Freeze 


E 
Fagle-Picher Co., The.. 
Eastman Kodak Co.. 

Recordak ‘ 

Eastman Kodak Cameras. 

Eastman Kodak Film........ 

Eastman Kodak Functional 

Photography 

Eastman Kodak Home Movie 

Equipment 

Eastman Kodak Kodagraph eweel 
Easy Washing Machine Co..... 
Eaton Manufacturing Co......... 
Edison, Thomas A., Inc.......... 

Voicewriter Ediphone ....... 

Edison Storage Batteries...... 
Ekeo Products Co........... =A 

Best Egg Beater......... ; 

Ekeo Pressure Cooker 

Ekcoline Kitchen Tools 

Flint Cutlery : 

Flint Kitchen Tools .... 

Elder Manufacturing Co. 
Electric Auto-Lite Co. 

All Products , 

Auto-Lite Spark 'p lugs. ; 

Auto-Lite Storage Batteries 
Electric Cos. Advertising Program 
Electric Power & Light Corp.... 

Gulf South Industrial Development 

Middle South Industrial Development 
Electric Storage Battery Co. 2 

Exide Electric Storage Batteries 

Willard Storage Batteries. . 

Elgin National Watch Co.... 
Eljer Co. 
Ely & Walker Dry Goods Co.. 

Gilbrae Fabrics—-Women 

Quadriga Fabrics—Family .. 
Emerson Drug Co., Bromo-Seltzer 
Emerson Radio & Phonograph Co 
Employers Group, 
Employers Mutual Liability 

Ss FF & , Ferrers 
Enameled Utensil Manufacturing» 

Council en 
Englander Co., Inc..... = 
Equitable Life Assurance Society of 

the United States...... nabs 
Erie Railroad Co. : 

Essley Shirt Co.... 
Esterbrook Pen Co.. 
Eureka Williams Corp. 

Eureka Vacuum Cleaner... 

Oil-O-Matic _———s System— -Home 
Evans Case Co..... : ‘ 
Eversharp, Inc. ° 

Eversharp Pens ...........-- _ 

Eversharp Pens & Pencils............ 

Eversharp-Schick—Contest : 

Eversharp-Schick Injector Razor..... 

PE sec ceccateevnccescs 

Razors, Razor Blades, Pens & Pencils. 
Ex-Lax, Inc. 


F 
tes, Tee Oe OA, pcecastaccsscvecdie 
Max Factor Cosmetics............... 


General 


Farm 


General& Magazine Network 


Magazines Magazines Farm total 


315,546 
107,111 
169,143 


158,402 


262,968 


414,486 

25,540 
126,498 
141,983 
115,330 
150,050 


358,129 


185,455 
155,250 


216,164 
1,830,326 
65,004 
461,580 
909,214 


176,294 


116,889 
35,935 
840,995 
222,231 
194,685 
145,520 
28,420 
351,463 
80,238 
65,500 
66,360 
144,205 
45,160 
103,480 
292,060 
190,055 
76,600 
539,170 
143,030 
93,570 


118,200 
199,510 


191,003 
456,735 


10,615 
182,405 
111,490 
242,555 
135,067 

57,541 


sewer 


105,915 
25,350 


17,800 


8,900 


41,475 
62,370 
6,325 


90,100 


100,325 
12,600 
87,725 
14,910 


18,500 
36,256 


315,546 
107,111 
169,143 


371,464 
158,402 
49,082 
54,660 
49,082 
262,968 


414,486 
25,540 
126,498 
141,983 
115,330 
150,050 
326,360 
574,702 
121,719 
39,278 
82,441 
281,444 
231,833 
108,708 
123,125 
130,263 
130,451 
118,970 
175,985 
6,018,592 
474,779 
75,285 
676,020 
1,050,688 
$2,254 
751,525 
593,370 
557,100 
$22,037 
691,806 
510,600 
259,808 


358,129 


183,316 
249,385 
202,395 
122,659 
104,600 
250,200 
78,216 
133,409 
108,952 
2,034,495 


185,455 
173,050 


225,064 
1,830,326 
65,004 
461,580 
909,214 


176,294 


116,889 

35,935 
382,470 
284,601 
201,010 
145,520 

28,420 
351,463 

30,238 

65,500 

66,360 
144,205 

45,160 
103,480 
388,435 
247,580 
115,450 
629,270 
143,030 

93,570 

49,460 
588,428 
258,386 
330,042 
406,815 
207,632 
275,590 

27,500 
192,485 
147,215 
183,450 
118,200 


199,510 


227,259 
456,735 


10,615 
182,405 
111,490 
242,555 
135,067 

57,541 

64,816 
115,765 
668,640 
166,983 

28,175 

47,455 
185,000 
141,027 


Sections 


17,344 


150,750 


22. 500 


26,600 


2 3, 4 0 0 


118,375 


83,025 
35.350 
19,000 


165,550 
42,500 
22,500 
55,550 
45,000 


Radio 
718,374 


36,022 
36,022 


904,413 
904,413 


539,131 


55,350 


829,580 


Company 
Total 


1,051,264 


1,155,075 


262,968 


432,224 


150,050 
326,360 
574,702 
121,719 


281,444 
231,833 


138,232 
130,451 
118,970 
175,985 
6,018,592 


111,500 
143,461 
140,525 
1,197,760 


140,555 
535,407 


606,702 


257,352 
205,659 
122,659 
104,600 
250,206 


108,952 
2,730,231 


225,064 
1,830,326 


469,970 
284,601 
201,010 


378,063 


103,480 
1,411,223 


1,187,401 
143,030 


588,428 


566,701 
207,632 
275,590 


1,102,155 
183,450 
118,200 


199,510 


227,259 
456,735 


887,362 
182,405 
111,490 
242,555 
135,067 


115,765 
1,731,453 


151,111 


435,108 


Parent Company and General 


Products Advertised 


Max Factor Lipstick................. 73,180 
Max Factor Pancake & Powder...... 89,003 
Max Factor Pan-Stick............... 186,000 
Fairbanks, Morse & Co................. 123,775 
I se 
Farnsworth Television & Radio Corp.... 110,529 
i Pe, Ms. eccccensseeses 157,950 
a ae eee ee 591,581 
Felt & Tarrant Manufacturing Co...... 229,595 
ee) mm awe 
Ferry-Morse Seed Co. ................. 7,353 
Weta, TEMMUME, B Coie cccccccccccccsec 177,039 
Firestone Tire & Rubber Co............ 647,678 
Firestone Contro Elastic Yarn........ 38,460 
iE ee oie ccc whe bhkew 45,875 
I i 122,880 
Firestone Tire & Rubber Co. Stores... 114,818 
Firestone Ground Grip Tires ........  ...... 
Firestone Tires—Car & Truck........ 295,155 
EE veh ccecetintsevibass!  dkaaes 
aio 112,906 
I sn nc boc 060ks es Ceneve 77,070 
Fitch Creme Shampoo................ 20,304 
CR ae ee 38,638 
Shampoo, Hair Tonic & Shave Cream. ........ 
cane dani ne wéeaese 147,911 
Flexachrome & Mura-Tex Floor & 

ORE ers - 66,400 
Flintkote Building Materials—Home. . 43,486 
Flintkote Protective Coating—Indus.. 26,620 

I I, cs cc uveccceeboers 148,870 
Florida Citrus Commission............. 457,463 
Florida Citrus Fruits................ 30,600 
Florida Fruit Juices.................. 357,585 
Florida Fruits & Juices.............. 56,628 
Florida Fashions, Inc................... 179,406 
Florida State Executive Department.... 157,583 
Florida Industrial Development...... 45,785 
Florida Resort Development.......... 111,798 
Florists’ Telegraph Delivery Ass'’n...... $88,271 
fb ce tac ndu en dacesce's 274,985 
Florsheim Shoes—Men .............. 231,090 
Florsheim Shoes—Women ........... 43,895 
ES en 3,375,547 
Rs eee ees ee nig Geena 
6 da 6s chwh bed 640d. 2 ee 
Ford Passenger Cars................ 1,354,437 
re 450,693 
Genuine Ford Parts & Accessories.... 181,830 
Lincoln Passenger Cars.............. 512,358 
Mercury Passenger Cars............. 909,490 
Forest City Manufacturing Co......... 230,959 
Carole King Dresses—Misses......... 79,890 
Doris Dodson Dresses—Misses........ 61,680 
Martha Manning Dresses—Women... 86,574 
DE i ‘Hate sasGdancéendecssccweoe 243,237 
Forstmann, Julius, Corp. .............. 383,303 
Forstmann Fabrics—Men ............ 111,108 
Forstmann Fabrics—Women ........ 272,195 
Porstmer Chaim Corp. 2.00.0. ccsccccess 103,206 
ie rE 66 ca wien andes ve0<e ee ae 17,53 
ED CM cogccteececevwseces 104,333 
aang — EE ee 101,371 
Se eek naa baud bod bbeeee cee 97,195 
Frank, 3 7. ie Mis os ecwkeasecae 129,984 
Frank Medico Tah sted sess 6 908 6 82,774 
Frank Medico Pipes & Holders....... 28,420 
Milano Hesson Guard Pipes.......... 27,849 
Royal Demuth Pipes................. 30,375 
French Republic, Government of the.... 160,418 
Air France Airlines—Passenger...... 63,898 
French National Tourist Office....... 79,990 
&  - 2: Sarr 805,545 
Dn (ih. cbc casnnoce dé Sin ber oases 112,165 
G 
Gaylord Container Corp................ 100,450 
hs ins Mic ecudencesisgennseeee 98,5384 
General American Transportation Corp. 167,755 
General Aniline & Film Corp.......... 567,360 
General Aniline, General Promotion. . 45,240 
Ozalid Printing Machines........... $5,625 
EE aks age b-at hbo 004 00 068s 441,385 
Gemeees Meeeeeee OO. cccccccceccccecs 7,198,698 
G. Sere et 97,67 
EE py 87,781 
G. E. Exposure Meter............... 31,289 
DP atebecideresesccecsexe  Panvans 
ONE 4 6040000 40049%0% 51,567 
G. E. Air Conditioning—Industrial... 74,510 
G. E. Automatic Blanket........... 148,100 
i Ps cesek open ciccene seek 285,575 
ic) NL, ccc eu secconsese 122,900 
OO EE ree 255,860 
' e 2 ere 178,080 
ie Be BD UNNI 0 ccc ccccccccvve 163,485 
2 58,090 
kbs ohh b area ek éo0e ones 163,580 
en. £65. 066506 6s 56 860% 46.0 57,490 
i i  ceee cede ene s ok0 een ewes 621,985 
Cs as ED BEDE, nc cocccncncesce 32,280 
G. E. Radio-Phonograph & Television 33,200 
G. E. Radio-Phor.ographs........... 15,340 
2 DO "Gath ap aIPeoeee 825,030 
G. E. Radios & Radio-Phonographs.. 115,285 
G. E. Radios, Radio-Phonographs & 

EN be bb be daed has ee ba X60. 120,030 
i eke nchises eeeeeeteced 312,200 
he III, oc cnsccccvoesene 848,595 
Fe 8 8 er 112,115 
— EO er rer eer 87,555 
G. E. Vacuum Cleaner.............. 136,960 
ES Ee ee 226,050 
by E. Water Coolers—Industrial. .. 42,66 

E. Water Heater—Home.......... 92,600 
ae Electric Co., General 

esas aera 92,000 
Hotpoint All-Electric Kitchen. 25,000 
Hotpoint Electric Dishwasher..... 252,780 
Hotpoint Electric Disposall Unit 64,820 
Hotpoint Electric Ranges ....... 360,464 
Hotpoint Electric Refrigerators...... 299,600 
Hotpoint Elec. Water Heater—Home. 253,113 
Hotpoint Major Appliances. 83,582 
Premier Vacuum Cleaner........... 95,060 
Telechron Electric Clocks........... 476,439 
G. E. Farm Tools & Equipment...... = ...... 
G. E. Sealed Beam Headlamps....... 94,47 

General Foods Corp... cccccsccccscces 4,501,268 
Baker’s Chocolate, Minute Tapioca. ja” eeane 
Baker’s Chocolate Products.......... 31,000 
Baker’s Chocolate, Swans Down...... = ...... 
7, Lo oA 252,801 
Birds Eye Fish & Vegetables...... 40,500 
Bird’s Eye French Fried Potatoes.... 40,500 
Birds Eye Frosted Foods....... zs 82,000 
Birds Eye Frozen Fruits....... 40,500 
Birds Eye Frozen Corn......... ..+» 186,500 
Birds Eye Frying Chicken......... 40,500 
DT Si cenischueawssccetcoess e6bb0 
Calumet Baking Powder ............ 54,706 
Calumet & Swans Down......... i: aie 
GE nbc bbesecesepeddccecs Tr 101,471 
General Foods— 

Public Policy Committee ......... 41,150 
Instant Maxwell House Coffee . 111,398 
Jell-O Gelatin Dessert .............. 252,350 
Jell-O & Jell-O Puddings....... ae 
i nn cn cckewenetescecess 211,029 
Jell-O Puddings & Jell-O Cornstarch.  ...... 
Jell-O Puddings, Jell-O Cornstarch, 

i Pe ctcchesactbestate sasnes 
eS _T Terrie 80,000 
Maxwell House Coffee .............. 672,800 
Maxwell House & Instant Coffee.....  _...... 
I PE: « pcasnacdegectesceees 261,895 
Minute Tapioca & Swans Down......  ...... 
PGE OE WORMED cecccecccscccces 28,120 
Post’s Bran Flakes, Instant Postum 

WEEE ccccccecedccvccseece osenes 
PUES GRU TER cc ccccccvcvecess 70,127 


Farm 


Magazines Magazines 


37,600 


177,610 
296,020 


eee eee 


eeeeee 


eeeeee 


27, 750 


see eee 


eeeeee 
settee 


eeeeee 


241,817 


Advertising Age, March 21, 


General& Magazine Network Company 


Farm total 


73,180 
89,003 
136,000 
203,249 
110,529 
157,950 
620,831 
229,595 
139,065 
7,353 
177,039 
830,378 
38,460 
45,875 
122,880 
114,318 
182,700 
295,155 


147,911 


66,400 
43,486 


1,532,047 
746,713 
131,830 
512,358 
909,490 
230,959 

79,890 
61,680 
86,574 


124, 190 


100,450 
113,331 
167, 755 


148,035 
120,030 
373,700 
1,006,935 
112,115 
87,555 
136,960 
275,550 
42,660 
92,600 


186,500 


137,921 
45,350 


111,398 
296,850 


Sections 


34,464 


seen 


eneeee 


eeeeee 
“ee eee 


see eee 


Radio 


127,860 
213,362 


eet tee 


eee eee 


1,629,102 
1'235,687 
393,415 


3,283,878 


677,250 
125,549 


422,955 
485,338 


117,558 
279,839 


719,781 
1,174,408 


ae 584 


715,694 
882,018 


Total 


203,24: 


1,606,54 


112,90: 
447,11 


147,911 


186,470 
524,547 


347,275 
180,883 


424,928 
274,985 


5,478,279 


230,959 


248,021 
883,303 


138,483 
101,414 
166,639 
101,371 
145,700 
140,146 


213,721 


431,042 
124,190 


100,450 
113,331 
167,755 
567,360 


11,772,858 


12,990.74 


194) 


General 
Gene 
( 
Gene! 
Genet 
Penn 
Gerber 
Gerbe 
e Gerbe 
Gibson 
Coole 
Coole 
Gibso 
Gibso 
Gibso 
Gibso 
Gillette 
All P 
Gillet 
Gillet 
Gillet 
Gillet’ 
Home 
(To 
Shave 
Toni | 
Toni | 
Valet 
rimbel 
ilaser, 
Derby 
Everb 
‘lass C 
rlendale 
‘lenmor 
Gavin 
Glen 
Kentu 
Old T 
lidden 
Durke 
Durke 
Durke 
Durke 
Durke 
Durke 
Durke 
Pou 
Glidde 
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inant 17,738 — | af mer eae tee i. 
May 1,084 eae dexieee Eom seieibinis 776,163 ann 
socal ae, abet: | ee E 112,906 Sop: eee P| 
ica dae 16,654 vale SMPs 77,070 a 335,580 senel 
sane Pt Ae pale eeeaae 20,304 34,464 peace Bet 
a aie me samara eBihsi $8,638 Bi te sax ie ne 
ae 326,360 ap eae ania duane xP pete é ye 
674,702 perrens renee nous ocuene } conan ceeess az C 
*eeeee . see? dining at 
eta 39,278 Hf BOM: pr ied P| Rene cone pe 
a alta 82,441 eats ite A et = enim ene: a 
neem’ i) oe . ££ 2 
oe 108,708 aa sei 36,384 493,847 30,700 wih _ 
peocn’ 123,125 dB ie fia ta he 30,600 23025 hc - 
124,763 5,500 7,969 cline 36,384 303,969 1,675 ee es 
I 89700 ee sresse | remnse “1.194 = 180,600 166,675 =. a Che 
~ ; Sea uly gg bee 23/300 180,888 es sachets 
4 175,985 : sae me & 
: is 6,018,592 me ae aoeeece ceereee eoeeece . eevves eevces Gen 
° 474,779 : eth Nee A Bite tees 111,798 eile" aye: Gin 
15,285 wea witins scared seseee 8ST 36,657 eee G 
676,020 zd oked pale persone pha a; 274,985 cits aula Gol 
1,050,688 pbdinke vs datas zee aaah 31,090 eas saat Kix 
82,254 Meee rr eecees osecne ° eeecee Pye 
751,525 Jobat aieact ee 473,630 3,849,177 sdacuel | Sof 
593,370 rake se eae eine ay pyaee specs Sof 
: 557,100 ee 4 A cabal Meri rhe apie La aie Spe 
P $22,087 |... ike a i a er Soe 
691,806 Pd = se aka 5 en as nba pate suka & 
510,600 sneues cnaeee oseees sane ite lated veh ae! Pye 
259,808 ib es — nega ei ee pias fete he. Pye 
111,500 oti. i eaeikes pean es ae Bis poreae rag Da - 
126,501 ee Fm 126,501 16,960 ceebes dita ce See ce Ne rt Wh 
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134,3) | 
208,6 0 
255,4 5 


206.4 0 
310,914 
154,7 |) 


569,5 18 


995,16 


835,056 


207,672 


302,555 
171,539 
128,281 
156,580 
365,827 


426,930 


103,145 


419,210 
470,401 


176,000 
212,970 


347,000 


020,081 


229,400 
116,200 
169,632 
470,030 


600,091 
109,512 


413,058 


140,410 
621,057 


129,¢ 


146,2 }4 
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Parent Company and 
Products Advertised 


Manhattan Sportswear—Men pore 
Manhattan Soap Co., Inc. ....... He 
All Products .. oy re RS 
Sweetheart Toilet Soap | 
Blu-White Flakes 
Blu-White Flakes & Sweetheart Soap 
Manning, Maxwell & Moore, Inc. . 
Marathon Corp. 
Marathon Food Packaging 
Waxtex Wax Paper 
Marchant Calculating Machine Co. 
Marlboro Shirt Co., Inc 
Marlboro Shirts—Men 
Marlboro Sportswear— 
Marlin Firearms Co., The 
Marlin Razor Blades 
Marlin Rifles 
Inc. 


Milky Way Candy Bar 
Martin Glenn L., Co., The 
Marvinol Chemicals 
Martin Airliners 
Masland, C. H., & Sons 
Masland Sportsman's Clothes 
Masland Broadloom Rugs 
Masonite Corp. 
Matson Navigation Co. 
Maybelline Co. - 
ee Oe OR wis bb cess ee waned 
Maytag Co 
Maytag Dutch Oven Gas Range 
Maytag Washers 
McCall Corp. 
McCall's Magazine 
Redbook Magazine 
McGraw Electric Co. 
Toastmaster 
Toastmaster Electric Water Heater 
—Home 
McKay Products Corp....... 
Blue Swan Lingerie ; 
Suspants—Women . 
McKesson & Robbins, 
Calox Tooth Powder 
Tartan Suntan Lotion 
Tawn After-Shave Lotion 
Tawn Toiletries for Men 
Yodora Deodorant 
Highland Queen 
Blended Scotch Whisky 
Martin's V.V.O. Scotch Whisky 
McKettrick-Williams, Inc. 
Mengel Co. 
Mennen Co., 
Mennen Baby Oil 
Mennen Baby Oil & Powder 
Mennen Baby Powder 
Mennen Shaving Cream, Skin ‘Bracer, 
Talcum Powder for Men, Hair O?! 
Mennen Skin Bracer & Shave Cream. 
Mennen Skin Bracer & Shave Kit 
Mennen Tips-For-Tots & Powder... 
Quinsana Foot )/Powder 
Mentholatum Co. 
Meredith Publishing Co. 
Merit Clothing Co., Inc. 
Garfield Ace Coats & Suits—-Men 
Style Mart Suits—-Men 
Merriam, G. & C., Co. and 
Metropolitan Life Insurance Co.. ee 
Miami Margarine Co. diet 
Mido Watch Co. 
Miles Labs., Inc. 
Alka-Seltzer 
Alka Seltzer & One-A-Day Vitamin 
Tablets 
Alka Seltzer & Vitamins 
All Products 
Miles Nervine 
One-A-Day Vitamin Tablets .. 
Miller Brewing Co. . pete g 
Miller, Ralph H., Inc. 
Millers National Federation ..... 
Minneapolis-Honey well Regulator Co. 
Minneapolis-Moline Power 
Implement Co. 
MM Crop Machinery 
MM Tractors—Farm 
Minnesota Mining & Manufacturing Co. 
Seotch Brand Tape , 
Scotchlite Reflective Sheeting & 
Fabric 


Underseal Rubberized Coating 
Minnesota Valley Canning Co. 

Canned Vegetables ............... 

Green Giant Peas & Niblets Corn 

Green Giemt POMS ....06scccccs 

Kounty Kist Peas ........... 


Niblets Canned Corn ... 
Mishawaka Rubber & Woolen 
Manufacturing Co..... ...... 
Ball Band Canvas Shoes Children 
Ball Band Rubber Footwear— Family. 
Ball Band Rubber Footwear—Men... 
Ball Band Rubber Footwear—Men & 
Jomen OPP eee ee ee ee ee ee 
Mohawk Carpet Mills, 
Mojud Hosiery Co., Ine. 
Monogram Pictures Corp. ae 
Monsanto Chemical Co................. 
Lustrex Plastic 
Monsanto Chemicals 
Monsanto Plastics ............ rg 
Moore Business Forms, Inc. phicedekeans 
Moore-McCormack Lines, Inc. 
Mooresville Mills 
Mooresville Fabrics 
Moor Towels 
Morgan-Jones, 
Morrell, John 
Morris, Philip, & Co. 
Cigarets 
Cigarets & Tobacco 
Marlboro Cigaret 
Philip Morris Cigaret............ 
Morton Manufacturing Corp. sue 
_ . , Re aeeeoe 
Morton’s Meat Curing Products 
Morton’s Salt 


Bs kta eres tes ovens 


Ltd., Ine... 


Motor Products Corp. ............. + 

ek i ee 
Duo-Therm Oil Heater—Home ...... 
Duo-Therm Water Heater—Home 

NN i eas has 6 
Motorola Auto Radios .............. 
Motorola Radio-Phonograph & 

. See 
I aides 5 
Motorola Television ................ 

Mullins Manufacturing Corp. ........ 
Munsingwear, Inc. ..............ss00. 
Munsingwear Foundations .......... 
Munsingwear Hosiery—Women ..... 
Munsingwear Lingerie ............. 
Munsingwear Underwear—Men ..... 
hime. & “reese 
ET oo es ek 
‘utual Benefit Health & 
con, eee 


futual Benefit Life Insurance Co. 
utual Life Insurance Co. of 
New York 


‘sh-Kelvinator Corp. 
Electric Range 
Electric Refrigerator 
Home Freezer 
Major Appliances 


Kelvinator 
Kelvinator 
Kelvinator 
Kelvinator 


1949 


General 


i ones 
Ree. Ae 
ew 


Farm 


Magazines Magazines 


34,156 
423,895 


318,051 
105,844 
101,205 
160,431 
112,000 

48,431 
106,595 
104,040 

35,250 

68,790 
101,969 

28,416 

61,763 
334,760 
334,760 
392,011 
107,090 
284,921 
256,870 

42,470 
214,400 
163,600 
148,172 
212,251 
159,565 
534,058 
246,527 
282,481 
182,230 
133,465 

48,765 
359,942 
306,582 


53,360 
181,205 
43,835 
133,170 
368,364 
49,750 
47,440 
23,435 
48,970 
83,336 


32,079 
56,134 
9,725 
308,311 
487,502 
81,975 
94,910 
68,843 


68,685 
20,090 
26,191 
42,297 
55,989 
249,730 
142,310 
71,750 
70,560 
68,026 
1,075,136 
13,413 
94,490 
207,678 
238,742 


14,056 
7,980 
264,844 
120,256 


337,044 


224,250 


40,500 
227,667 


13,140 


389,030 
93,165 
131,850 
217,191 
105,156 
79,356 
25,800 
166,305 
31,494 
160,412 


153,684 
640 
119,602 
108,041 
106,609 
144,450 
127,424 
92 ,420 
35,004 
412,704 
54,600 


48,998 
157,463 
139,243 
585,535 
278,476 

80,273 

56,445 

65,303 


269,909 


1,883,430 
173,075 
465,755 

62,500 
112,650 


9,427 


4.200 


4,200 


51,660 
51,660 
24,375 


16( ), 062 
64,562 
95,500 


59.526 
36,326 


23,200 


41,201 

3,600 
21,700 
15,901 


32.614 


119,270 
52,300 
66,970 
32,929 
32,929 


43,845 
7,600 
25,630 
10,615 
60,316 


70,685 
89,060 
16,653 
86,776 
71,000 
15,776 


104.650 


71,900 
16,400 
32,800 


General& Magazine 
Farm total 


1 


$4,156 
423,895 


318,051 
105,844 


110,632 
160,431 
112,000 
48,431 
106,595 
104,040 
35,250 
68,790 
106,169 
=. 416 
15.963 

3 347 760 
334,760 
392,011 
107,090 
284,921 
308,530 
42,470 
266,060 
187,975 
148,172 
212,251 
159,565 
694,120 
311,089 
377,981 
182,230 
133,465 
48,765 
419,468 
342,908 


76,560 
181,205 
43,835 
133,170 
368,364 
49,750 
47,440 
23,435 
48,970 
83,336 


32,079 
56,134 
9,725 
308,311 
528,703 
85.575 
116,610 
84,744 


68,685 
20,090 
26,191 
42,297 
71,659 
249,730 
142,310 
71,750 
70,560 
68,026 


1,075,136 


37,103 
94,490 
265,653 
243,617 


14,056 

7.980 
264,844 
120,256 
369, on 
224,25 


119,270 
52,300 
66,970 

323,792 

217,661 


77,000 
28,836 


545,553 


40,500 
227,667 
1 3/140 
254,888 


146,453 
29,270 


142,196 
119,355 
602,314 
75,148 
389,030 
93,165 
131,850 
217,191 
105,156 
79,356 
25,800 
166,305 
31,494 
160,412 


153,684 
640 
125,807 
267,786 
70,685 
195,669 
161,103 
214,200 
163,420 
50.780 
412,704 
54,600 


48,998 
157,463 
139,243 
690,185 
278,476 

80,273 

56,445 

65,303 

39,655 
128,970 

24,197 


173,655 
301,409 
,955,330 


189,475 
498,555 


62,500 
135,350 


Sections 
17 6, 500 
111,440 

65.060 
19,000 


49,000 


, 8g, 1 20 
12,244 


106,650 
6.076 
91,212 
78,444 


100,750 
100,750 


170,496 


24,000 
122,496 
24.000 


69,030 
69,030 


142,460 


14,140 
42,100 
86,220 

2,168 


146,410 


Network 
Radio 


2,803,753 
30,259 
1,826,791 
651,050 
295,653 


1,542,062 
1,542,062 


540 
1,302,848 
520,661 
3,024,236 
111,285 


926,510 


134,231 
434,231 


292,283 
3,884,044 
929,232 
701,109 


2,213,7 703 


136,422 


Company 
Total 


3,404,148 


110,632 
209,431 


106,595 
104,040 


113,399 


1,956,822 


392,011 


308,530 


187,975 
148,172 
212,251 
159,565 
799,880 


182,230 


419,468 


189,325 


388,726 


116,045 
308,311 
844,537 


147,919 
249,730 
142,310 


102,350 
1,546,679 
143,753 
100,566 
6,242,408 


276,016 
120,256 
457,658 
229,250 


119,270 


424,542 


1,150,280 


146,453 


,760 
182,464 
146,216 
5,514 


131,850 
220,391 
105,156 


166,305 
323,777 
4,073,486 


125,807 


267,786 


161,103 
214,200 


555,164 


692,353 
278,476 


210,735 


160,619 
728,733 
173,655 


301,409 


2,877,189 


Parent Company and 
Products Advertised 


Refrigerators, Electric Ranges 
& Home Freezers... 
Nash Dealer Service 
Nash Passenger Cars 
National Ass'n of Ice Industries 
National Ass'n of Mfrs. 
National Ass'n of Margarine Mfrs. 
National Biscuit Co. 
All Products 
Nabisco Coekies 
Nabisco Shredded Wheat 
Premium, Ritz Crackers, etc. 
Premium Salted Crackers 
Ritz Crackers 
Triscuit Wafers 
Milk Bone Dog Biscuits 
National Board of Fire Underwriters .. 
National Brewing Co. 
National Cash Register Co. 
National City Bank of New York 
NCB Travelers Cheques 
National City Bank of New York 
National Coal Ass'n 
National Confectioners Ass'n 
National Council of Protestant 
Episcopal Churches 
National Cranberry Ass’n............. 
National Dairy Products Corp......... 
Cheese Spreads, Miracle Whip 
Formulac Infants Food 
Kraft Cheese 
Kraft Cheese Spreads 
Kraft Dinner 
Kraft Dinner & Cheese Spread 
Kraft Dinner & Philadelphia 
Cream Cheese 
Kraft French Dressing 
Kraft Kay Brand Cheese 
Kraft Mayonnaise 
Kraft Philadelphia Cream Cheese .... 
Miracle French Dressing 
Miracle Whip & Mayonnaise 
Miracle Whip Salad Dressing 
National Dairy Products 
Parkay & Kraft Dinner............. 
Parkay Oleomargarine—Contest 
Parkay Vegetable Oleomargarine 
Sealtest Milk & Ice Cream 
National Distillers Products Corp...... 
Bellows Alcoholic Beverages 
Bellows Gin 
Bellows Partners Choice Whisky..... 
De Kuyper Cordials & Liqueurs 
Gilbey’s Gin & Scotch Whisky....... 
Gilbey’s London Dry Gin 
Gilbey’s Scotch Whisky.............. 
Italian Swiss Colony Wines......... 
Lejon Brandy 
Mt. Vernon Blended Whisky......... 
Old Crow Bourbon Whisky.......... 
Old Grand-Dad Bourbon Whisky...... 
Old Overholt Rye Whisky 
Old Sunny Brook Bourbon Whisky... 
Old Taylor Bourbon Whisky......... 
eee 
Ron Merito Puerto Rican Rum...... 
White Rock Beverages 
National Enameling & Stamping Co. ... 
Nesco Cooking Utensils 
Nesco Electric Roaster 
Nesco Oil Heater—Home............ 
Nesco Pressure Pan........--scese> 
Pees GI. Give ce sccv cer ccecaes 
Gold Bond Building Materials........ 
Gold Bond Insulations—Home 
TEMREIROE TOON Ge cics dr ciccoseconees 
Dutch Boy Paints—Home 
Dutch Boy Wonsover Paint—Home .. 
National Life Insurance Co............ 
National Pressure Cooker Co.......... 
Martin Outboard Motors 
Guardian Service Cooking Utensils 
National Pressure Cooker Canner .... 
National Presto Cooker Canner 
Presto Cooker—Contest 
Presto Pressure Cooker 
Streamliner Pressure Cooker 
National Steel Corp. 
Quonset Steel Buildings—Farm .. 
Quonset Steel Buildings Industrial 
National Trailways Bus System 
Naumkeag Steam Cotton Co. 


EE SS cass Soe where hou ke be bones 
i. Mn 6s pond des i bau e he ae a> 
i Ce cp accep es aiine Dae Rese 
New England Mutual Life Insurance Co. 
New Holland Machine Co....... ve 
New 


York Central Railroad Co..... 


New York Stock Exchange............ 

Noblitt-Sparks Industries, Inc..... 
PABVE TON FEUD ic cccscccccccvsnce 
Arvin Electric Heater............... 
EU I BE ca ccciccscevvcees 
Arvin Electric Cooker & Waffle Iron.. 
fi  & ae eee 
Arvin Automobile Heaters .......... 

Norfolk & Western Railway Co...... 


Norfolk & Western Railway Freight 
Norfolk & Western Ry. Ind. Develop’t 
Norfolk & West. Ry.—Pass. & Freight 
Northam Warren Corp. 
Cutex Nail Polish & Lipstick........ 
Nail Brilliance & Cutex Lipstick 
Nail Brilliance Polish 
Odo-Ro-No Deodorant 
Norwich Pharmacal Co......... 
CO sc cecadac st vanredeswae 
Pepto-Bismol, Unguentine, etc........ 
Noxzema Chemical Co. 
Noxzema & Noxzema Shave Cream.. 
Noxzema Products 
POU GD Es cc ccedesccccseess 


oO 


Olin Industries, Inc. 
Western Ammunition 
Winchester Ammunition 
Winchester Rifles & Ammunition. 
Bond Flashlight & Batteries. 
Winchester Flashlights & Batteries 

Oliver Corp. eas 

Ollendorff Watch Co............ 

Olson Rug Co. ey 

Oneida, Ltd. 
Community Silver Plate 
1887 Rogers Silverplate. . 
Heirloom Sterling Silver ‘ 

Oregon State Highway Commission . 

Oswego Falls Corp. 
Sealright Milk Bottle Hoods 

Sealright Sanitary Paper Containe: 2s 
Thermorex Containers sn’ 

Otis Elevator Co. 

Outboard Marine & Manufacturing Co.. 
Evinrude Outboard Motors 
Johnson Sea-Horse Outboard Motors 

Owens-Corning Fiberglas wesaeiee 
Fiberglas Yarns 
Dust-Stop Air Filters Home. 

Owens-Illinois Glass Co. 
Duraglas, Containers 
Libbey Bounce Tumblers 
Libbey Glassware 


General 


Magazines Magazines 


1,000,337 
103,032 
287,245 


430,948 
21,590 
95,203 

377,830 

105,050 

214,195 

376,946 

103,587 

259,959 

301,945 


96,446 
2,116,859 
225,830 
498,090 
62,500 
80,258 


183,650 
276.695 
121,580 
138,460 
3,020,324 
69,560 


444,955 


192,405 
157,110 


164,209 
60,427 
35,475 

4,500 
41,540 

229,600 

146,050 
83,550 

319,200 

219,600 
99,600 

120.965 

487,217 

109,665 
31,495 
41,588 
25,462 


114,148 


68,590 
118,030 
26,655 
425,475 
125,075 
74,430 
40,200 
73,570 
15,249 


5 
5,249 


151,358 


279,541 
69,385 
27,830 
64,547 
56,465 
57,990 
10,285 

141,765 

271,434 

2.358 

845,964 

106,210 

160,184 

128,110 
93,600 
31,950 
43,650 
18,000 
12,090 
27,695 

215,350 

212,345 

224,325 

369 
49,081 

525,468 

389,800 
42.335 
31,500 


Pabst Sales Co. ..... seeeeues i 526,955 
Pacific Coast Borax Co.............. 
ced * Lit, a oS 


General & 
Farm total 


Farm 


173,200 
in 244,950 
28,175 1,028,512 


103,032 
245 


45,319 
459,123 
590 

95,203 
443,755 
re re 105,050 
376,946 
103,587 
chacue 259,959 

6,300 308,245 

‘ee 184,872 


ance 96,446 
2,129,117 


225,830 
498,090 
62,500 
80,258 


180,575 


288,953 


3,020,324 
69,560 
43,475 


‘paaee 66,750 
57,600 
158,375 
31,995 
64,697 
44,000 


201,009 
64,152 
35,475 
26,850 

bedend 41,540 

229,600 

146,050 
83,550 

319,200 

219,600 
99,600 

120,965 

519,822 


36,800 
3,725 


oneen 109,665 
cas 31,495 
15,418 57,006 
11,118 36.5 RO 
eee s 41,778 
ere 195,394 
6,069 41,269 
90,702 209,402 
90,702 90,702 
117,750 

wh 128,265 
19,500 204,098 


198,887 
431,455 
99,750 
114,148 
15,255 
314,535 


115,255 


31,600 193,645 
59,250 320,618 
49,978 

16,100 35,128 
8,500 45,800 


36,728 
76,785 
65,610 
216,172 
71,487 
118,030 
26,655 
425.475 
125.075 
74,430 
40,200 
173,570 
139,281 
139,281 


9.750 
24,900 
2,879 
2,897 


151,358 


404,805 
97,245 
41,760 
85.369 
85,530 
91,577 
174,022 
141,765 


33.080 304,514 
1,112,358 
845,964 


106,210 
160,184 
128,110 
104,100 

31,950 


10,500 


10.500 


569 
‘9 O81 
525,468 
389,800 
42.335 


$1,500 


526,955 


Magazine 
Sections 


146,410 


124,435 


48,480 
43,403 
56,300 


87.784 
926,375 


295,310 
27,800 
13,900 
40,000 


68,000 
8,080 
47,280 
12,800 
13,900 
8,080 


178,628 


9,424 
9,424 
63,595 
96,185 


447,490 
R.R30 


"3,200 
6.944 


29.792 


14,896 
14,896 


9.048 


+O.048 


120.000 
120,000 


65 ¢ 


Network Company 
Radio Total 
689,199 
86,250 
241,700 oe 
677,895 
244,950 


1,149,157 2,302,104 


480,275 


668,882 


500,055 
105,050 
214,195 
376,946 


308,245 
184,872 


231,479 
184,230 
$22 


4,931,% 


1,875,830 
120,040 


525,455 


135,045 


604,332 


3,020,881 


201,009 


229,600 


319,200 


120,965 
698,450 


209,402 


128,265 
204,098 
198,887 
467,886 
108,580 
114,148 
115,255 
317,735 
200,589 
320,618 


588.941 


865,806 


» 
8 656,478 
) 


151,358 


304,514 
112,358 


128,110 
104,100 


112,090 
166,743 


645,468 


760.963 1,28 
615 ”~, 225 61 
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Parent Company and 
Products Advertised 


EE 
Pacific Fabrics—Children 
Pacific Fabrics—Men ........ ae 
Pacific Fabrics—-Men & Women...... 


Pacific Fabrics—-Women 
Pacific Sheets 
Pacific Silver Wraps 
Pacific Towels 

Packard Motor Car Co...... 

Pacquin, Inc. 

Pan American Airways Corp. 

Pan American Coffee Bureau 

Paraffine Cos., Inc. 

Paramount Pictures, Inc. 
“Beyond Glory’’—Paramount 
“Dream Girl”’-——Paramount .... 
“The Emperor Waltz’’—Paramount.. 
“Miss Tatlock’s Millions’’—Paramount 
“Night Has a Thousand Eyes” 

Paramount 
“The Paleface’’—Paramount ee 
Paramount Motion Pictures.......... 
“Sorry, Wrong Number’’—Ha! Wallis 

Park & Tilford, Inc. 
Park & Tilford Perfumes............ 
Harvey's Wines 
Martell Cognac Brandy 
Park & Tilford Private Stock Whisky 
Park & Tilford Reserve Whisky...... 
Park & Tilford Whiskies 
Vat 69 Scotch Whisky............... 
Pe Lev etcks chkbeee sec ceas t¥s 

Parke, Davis & Co. 

Parker Pen Co. 
PU EE. cs cetdweedecereccveese 
Parker 51 Pen & Ink 
Parker Ink 
Parker Magnetix Desk Sets.......... 
Parker Pen Co., Statistical Survey.... 
Parker 51 Pens & Pencils ... 

Pathe Industries, Inc. 

Pearson Pharmacal Co. 

Peck & Peck 

Penick & Ford, Ltd. 
Brer Rabbit Molasses 
My-T-Fine Desserts 
Vermont Maid Syrup 

Pennsylvania Dept. of Commerce....... 
Industrial Development 
Resort Development 

Pennsylvania Grade Crude Oil Ass'n.... 

Pennsylvania Railroad Co. 
Industrial Development 
Passenger 
Passenger & Freight 

Pepperell Manufacturing Co. . 
Pepperell Fabrics—Men 
Pepperell Blankets ..............+:- 
Pepperell Sheets 

Pepsi-Cola Co. 
Evervess Sparkling Water 
Pepsi-Cola—Contest ..........-..+++. 

Perfect Circle Co. 

Perfection Stove Co. 
Perfection Oil Heater— Home 
Perfection Oil Ranges .. 
Superfex Furnaces—-Home oka 

Perkins Products Co.........--ssseees 

Permanente Metals Co..............4+5 
SENG? DORE onc ccccccccccoseces 
Kaiser Alum. Roofing & Siding—Farm 
Kaiser Alum. Roofing & Siding—-Home 

CUR, os cncecesnccecees 
400-D Pet Milk 
Pet Milk 

Peter Paul, 

Pharmaco Co. 
Chooz 
Feen-A-Mint Gum 

Phileo Corp. 
Phileo Electric Refrigerators 
OEE ccc ceeesetsecongevess 
Phileo Radio-Phonograph ............ 
I 2s ens pe dbebhsd 0p eens 6s 
Philco Radios, Radio-Phonographs & 

Television 
Radios & Refrigerators 
Refrigerators, Radios & Freezers..... 
Refrigerators, Radios, Freezers, Air 

Conditioning & Television Receivers 

Phillips-Jones Corp. 
Van Heusen Men's Wear ..... 
Van Heusen Shirts 
Van Heusen Sportshirts 
Van Heusen Ties 

Phillips Petroleum Co. ... 
General Promotion 
Phillips 66 Motor Oil ...... 

Phoenix Hosiery Co. 
Phoenix Hosiery—Family 
Phoenix Hosiery—-Women ... 

Phoenix Mutual Life Insurance Co...... 

Pictsweet Foods, Inc. “e 

Piedmont Shirt Co........ 

Pillsbury Mills, Inc. 
All Products 
Pillsbury Best Pancake Mix 
Pillsbury Best Pie Crust Mix 
Pillsbury Hot Roll Mix 
Pillsbury’s Best Flour 
Sno-Sheen Cake Flour 

Pitney-Bowes, Inc. .. : 

Pittsburgh Plate Glass Co. adie 
Pittsburgh Paints—-Home 
Pittsburgh Paints—Industrial 
Pittsburgh Plate Glass—Home 

Planters Nut & Chocolate Co. 
Planters Nut Products 
Planters Peanuts & Jumbo Block 
Planters Peanuts & Peanut Oil 
Planters Salted Peanuts 

Polk Miller Products Corp. 

Pond, A. H., Co. 

Portland Cement Ass'n 


Men . 


Home 
Industrial ... 
Pressed Steel Car Co. . 
Preview Fashions 
Prince Gardner Co. 
Procter & Gamble Co. 
Camay Soap oo aa 
Camay Soap—Contest .... 
Drene Shampoo 
Ivory Bar Soap .......... 
Ivory Bar Soap—Contest 
Ivory Soap & Drene 
Lava Soap ; 
Prell Shampoo : 
Shasta Cream Shampoo e 
Teel Dentifrice .. 
Crisco, Soaps, Cleaners, Shampoo & 
Dentifrices ‘ 
Crisco Vegetable 
Dreft—Contest 
Dreft Detergent 
Duz—Contest : 
Duz Granulated Soap 
Ivory Flakes : 
Ivory Flakes & Camay 
Ivory Flakes & Spic & Span 
Ivory Snow Powder ; 
Ivory Snow, Soaps, Cleaners, 
Shortening, Shampoo & Dentrifices. 
Ivory Snow & Tide ene 
Oxydol—-Contest ‘ 
Oxydol Granulated Laundry Soap 


Shortening 


Procter & Gamble Co.—Contest...... 
Spic & Span Cleaner ...............- 
Tide ‘ 


General 


Farm 


eee 


General& Magazine Network Company 


Magazines Magazines Farm total 


976,088 
44,635 
113,550 
75,875 
256,811 
309,715 
26,567 
81,625 
605,363 
309,251 
552,730 
245,000 
189,241 
632,618 
56,120 
51,201 
163,780 
73,285 


23,500 
35,500 
105,842 
25,900 
959,920 


102,726 
58,960 
43,766 


1,570,942 
693,711 
179,740 
456,881 
112,140 


117,430 


670,466 
66,348 
489,153 
43,915 
57,350 
205,000 
205,000 
104,415 
33,385 

57,100 
108,040 
103,065 
1,050 
916,664 


106,508 
339,239 
2,250 
141,173 
691,600 
239,200 
81,575 
366,700 
185,520 


114,895 
183,385 
391,045 
223,610 
105,600 
118,010 
142,513 

87,584 
103,445 


. 4,297,441 


4,500 
427,792 
144,013 

17,430 


627,758 
29,000 
408,885 
90,450 
431,317 
254,956 


se eee 


37,200 
37,200 


16,557 
81,350 
1,800 
71,425 
8,125 


53,905 


85,800 


85,800 


64,575 
64,575 


17,300 
10,282 
150,670 


14,410 
59,900 


56,560 


976,088 


915,506 


1,624,847 
747,616 
179,740 
456,881 
112,140 


117,430 


670,466 
66,348 
489,153 
43,915 
57,350 
290,800 
205,000 
85,800 
104,415 
33,385 
57,100 
108,040 
103,065 
1,050 
1,040,666 
143,672 
323,615 
123,833 
429,011 
2,250 
141,173 
756,175 
303,775 
81,575 
366,700 
185,520 


114,895 
207,410 
391,045 
284,777 
60,317 
106,450 
118,010 
159,813 
97,866 
103,445 
5,048,111 
698,828 
187,390 


427,792 
144,013 
17,430 


627,758 
43,410 


72,250 
254,980 
22,000 
171,190 
56,560 


Sections 


26,296 


346,490 
237,520 


40,000 
40,000 


25,000 


166,633 
65,204 


706,140 
36,500 
36,500 
57,500 

414,760 

400,860 


Radio 


1,031,883 
750,909 
280,974 
186,876 
755,464 
440,453 
815,011 

2,234,816 


601,866 
371,673 


1,154,530 


196,405 
989,820 
938,181 


18,199,384 
927,854 


701,534 
703,830 
608,878 


460,183 
1,022,317 


2,158,763 
760,500 
137,707 
115,737 
836,170 


460,181 
100,752 


919,259 
$42,099 


Total 
976,088 


605,363 
365,811 
569,656 
245,000 
211,046 
652,618 


1,071,564 


190,176 
1,261,996 


171,287 
162,858 
116,290 
265,629 


102,726 


118,200 
555,554 


542,534 


360,311 


147,773 
324,439 


122,968 
507,770 


1,031,883 


186,876 
761,249 


3,859,663 


670,466 


290,800 


104,415 


119,475 
103,065 
197,455 
3,156,801 


141,173 
756,175 


307,840 


207,410 
391,045 
284,777 


234,013 
128,343 
104,975 
26,620,335 


et my 
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Parent Company and 
Products Advertised 
Proctor & Schwartz, Inc............... 
Proctor Electric Irons 
Proctor Electric Toaster 
Proctor Irons & Toasters... 
Prudential Insurance Co. of America. . 
Publicker Industries, Inc. ...... 
Cobbs Blended Whisky . 
Dixie Belle Gin 
Kinsey Blended Whisky 
Philadelphia Blended Whisky 
Publix Shirt Corp. 
TruVal Men’s Wear ....... 
TruVal Shirts—Men 
TruVal Sportswear—Men 
Pullman, Inc. 
Pure Oil Co. 


ae 
Aunt Jemima Pancake Flour 
Aunt Jemima Pancake Flour & Muffets 
Aunt Jemima Pancake Flour, Muffets, 
Other Flour Products & Ken-L Ration 
Oaimeal 
Puffed Wheat & Rice Sparkies....... 
SY SS, Bs ccccssdaecbeesece 
Quaker Oats & Mother's Oats........ 
Ken-L Ration Dog Food 
Full-O-Pep Feeds 
Quaker State Oil Refining Corp........ 
Quarrie Corp., The 
Childeraft Books 


eee ee eee eee eee eee ee ee 


eee eee eee eee 


Radio Bible Class 
Radio Corp. of Americen............... 
National Broadcasting Co., Inc....... 
RCA General Promotion ............. 
RCA Victor Radio-Phonograph 
RCA Victor Radio-Phonograph & TV. 
ED, wx ccctececstpesue 
RCA Victor, Radios & Radio- 
Phonograph & TV 
RCA Victor Records 
Radio-Keith-Orpheum Corp. 
“The Boy with Green Hair’’—RKO.. 
“Enchantment”—Samuel Goldwyn 
“Every Girl Should Be Married’’— 
RO RRR PRT 
“Good Sam”—Rainbow 
Productions, Inc. 
“Joan of Arc’’—Sierra Pictures...... 
“Melody Time’—Walt Disney........ 
RKO Motion Pictures 
RKO’s Pic-Tour 
“Rachel and the Stranger’”’—RKO .... 
“So Dear to My Heart”—Walt Disney 
“A Song is Born’’—Samuel Goldwyn. . 


“Station West’”—RKO .............. 
“The Velvet Touch’’—Indep’t Artists. 
Railway Express Agency, Inc........... 
Air Express—Freight .............. 
Railway Express Agency—Freight... 
SY WE EL, ip vee ders tisn8eed-60 
Ralston Cereal Foods ............... 
Pe ee eh ase ns 0s oy 6o0 6 
Purina Feeds & Supplements......... 
i Suis 6 bo 6S is.000000d0%08 
a -<cs cen cebecewecese 
ee CC os cnccetenceneen ee 
I ne 
Reis Underwear—Men .............. 
Reliance Manufacturing Co. ........... 
Happy Home Dresses—Women ...... 
Kay Whitney Dresses—Misses ....... 
Reliance Big Yank Work Clothes..... 
Reliance Men’s Wear ............... 
pe DO eee 
Remington Rand Bookkeeping 
Pe ee 
Remington Rand, Inc., General 
Oe iin es 66 e 6 06.080 Xs 
Remington Rand Kardex............. 
Remington Rand Printing 
REE og eee 
Remington Rand Typewriters ....... 
Remington Electric Shavers . 
Renfield Importers, Ltd................ 
Cotmerene EAGWOUP cc ccccccccccccccs 
i Sct Lek os cack nex bd oben 
Haig & Haig Scots Whisky.......... 
King William IV Scotch Whisky..... 
Piper-Heidsieck Champagne ........ 
Remy Martin Cognac ............... 
ee rein ccccareavcvence’ 
Reo Hand Power Mowers ........... 
OO Trees & Bases occ ccc cc cccccccs 
Revere Camera Co......... . 


Revere Cameras & Projectors. ‘ 
Revere Projectors ....... coe 
Revere Copper & Brass, Inc. 
Revere Copper & Brass 
Revere Quality House Institute 
Revere Cooking Utensils 
Revion Products Corp. 
Revlon Cosmetics . 
Revion Fashion Plate Make-t P 
Revlon Lastron & Lipstick 
Revlon Lip Fashion 
Revlon Lipstick, Lip Fash 
Rexall Drugs, Ine. 
Reynolds Metals Co. 
Reynolds Aluminum .. 
Reynolds Alumi-Drome 
Buildings—Farm 
Reynolds Lifetime Aluminum 
Building Products—Home 
Reynolds Lifetime Aluminum 
Roofing & Siding—Farm 
Reynolds Lifetime Kitchen Utensils 
Reynolds, R. J., Tobacco Co. 
Camel Cigarets ‘ 
Camel Cigarets & Prince Albert 
Smoking Tobacco 
Cigarets & Pipe Tobacco ............ 
Prince Albert Smoking Tobacco...... 
Reznor Manufacturing Co...... 
Rheem Manufacturing Co.............. 
Rheem Gas Console Heater—-Home... 
Rheem Water Heater—Home........ 
Rice-Stix Dry Goods Co..............- 
Horn Luggage 
Perfecto Shirts—Men 
Richfield Oil Corp. 
Oil & Gasoline 
Riggio Tobacco Corp. 
er a so ac husekecene 6 
Rockwell Manufacturing Co... 
Rockwood & 


Rockwood Chocolate Products........ 
Rockwood Wafers 
Rogers, Lunt & Bowlen Co............ 
Ronson Art Metal Works, Inc.......... 
Ronson Lighters 
Ronson Penciliter 
Roth, Chester H., Co., Inc............. 
Royal Lace Paper Works, Inc.......... 
Royal Typewriter Co., Inc............. 
Ru-Ed Fashions 
Rubinstein, Helena, Inc.. 
Helena Rubinstein Cream...... Se 
Helena Rubinstein Lipstick....-..... 
Helena Rubinstein Perfume 
Helena Rubinstein Silk-Film 
pT Se errr 
Cinco Sto-A-Way Aluminum 
Combination Windows—Home ..... 


A Lastron 


Prefat ed 


eee eee eee eee ee 


General 


Farm 


Magazines Magazines 


97,910 


26,401 
293,161 
90,630 


70,953 


102,030 
164,950 
1,784,822 
67,655 
119,047 


60,600 


26, 625 


35,840 


53,410 
252,065 
233,170 


310,020 
506,042 
150,723 


167,438 
102 560 
4,975 

46 040 

132,980 
237,515 
134,275 
58,000 


24,500 
3,205,438 
2,446,924 


156,635 


601,879 
365,110 
32,180 
332,930 
151,306 
35,650 
39,985 


146,180 


14,150 
192,000 


34,650 


195,694 
53,400 


eee eee 
ee eee 


85, ‘340 
70,716 


117,690 
1,625 


31,590 


380,600 
164,400 


28,900 


187,300 
155,600 
8,300 
147,300 
11,650 


1,807,181 


1,802,332 


3,586,038 42,500 
2,611,324 
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General& Magazine Network Company 
Farm total 


Sections Radio Total 


330,203 330,20: 


2,489,89 
ooeces 858,64 


427,914 
168,925 
42,430 
78,525 
47,970 
515,110 


vetoes 168,92 


515,11) 
629,00 


703,796 
151,310 


164,061 
48,510 


3,547,39 


513,375 


624,914 
706,328 
834,916 


26,401 
394,486 
90,630 
33,160 
301,890 
232,595 
53,620 
178,975 


Te 


301,891 
232,595 


289,280 
628,832 


289,281) 
2,462.02" 


8,095 
154,530 
ee 


102,030 
164,950 


ostaee 1,992,635 


67,655 
119,047 


60,600 20,000 


76,040 


ey ees oe 158,225 


1,411,563 
1,084,031 
327,532 


1,526,549 


229,306 
152,301 
110,525 


cevces 186,905 


26,625 
714,898 


(ximze- (+ “Senses 714,898 


35,840 


44,905 
28,815 


53,410 


785,174 


(aeere = as 216,830 


242,651 
242,651 


621,188 


550,875 


scents ‘weaved 506,042 


355,205 os 
135,900 


31,590 


58,000 


74,100 
24,500 


4,076,436 
2,556,940 


7.704,9° 4 


29,686 
673,318 
816,492 


146,180 107,579 |." 


214,07 
41,607 


214, 


etree  ~¢e¢ss5 


A lwet 


Schiaps 
Schick, 
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Parent Company and General 


Products Advertised 
Rusco All-Metal Venetian 


Awnings—Home .......-sesseeee-. 26,350 
Rusco All Weather Windows—Home. 94,750 
Thermoseal Combination Windows— 

DE Gk806 045604 5600000 60006080089 36,250 
uud Manufacturing Co. .............. 148,302 

s 

ES en ee $21,293 
ail ee ee ee ee gn ; . nee 
EE SE ere 321,293 
SS Rs nec ce tees vececwe 499,281 
Beverly Peanut Butter .............. 49,600 
Duchess Salad Dressing.............. 39,600 
Kitchen Craft Flour ....... ; 34,200 
Nu Made Mayonnaise................ 36,000 
Sunnybank Oleomargarine .......... 36,900 
‘t. Marys Woolen Manufacturing Co.. 100,200 
Ss jj; § ere 305,990 
PE SUED accewcbececeescecse 45,220 
St. Regis Industrial Paper.......... 260,770 
Ec ok eee bey 660486002 150,960 
chenley Distillers Corp............... 3,750,536 
Ancient Age Bourbon Whisky....... 221,820 
Blatz Pilsener Beer................:. 317,700 
Cherry Heering Liqueur............. 46,400 
Camomet Vilar BPORE. ccc ccc cc ccccces 101,140 
Cream of Kentucky Whisky......... 102,490 
Creste TUAMOR WIRES ccccccccsccccce 13,161 
Dewar’s Blended Scotch Whisky ..... 141,585 
ED, IE ns in cnlig wae ee devices 86,765 
Gibson’s Blended Whisky............ 95,060 
Golden Wedding Blended Whisky.... 85,604 


I, W. Harper Bourbon Whisky...... ; 
James E. Pepper Bourbon Whisky... . 161,490 


EG GS WHEE nevccccienscecccer 34,195 
Old Charter Bourbon Whisky........ 177,945 
De ES nc cotcctcisescesss a 36,900 
Roma Wines & Champagne.......... 128,210 
Schenley Reserve Whisky............ 657,860 
SE WEE dn de aces bee eee sce 281,242 
Sir John Schenley Whisky........... 175,175 
Three Feathers Blended Whisky...... 406,060 
Schiaparelli Parfum, Inc. ............ 114,970 
Sas «bk b a when eke bee ec bos €e00 440,124 
Schick Bilectric Shaver............+:+:. 226,624 
Schick Electric Shaver & Shaverest... 213,500 
pS OT ee ere 162,777 
Hennessy Cognac Brandy............ 78,300 
Teacher's Scotch Whisky......... 78,130 
Schlitz, Joseph, Brewing Co........... 1,307,869 
Scholl Manufacturing Co., Inc......... 257,377 
eT Dy See 59,080 
Dr. Scholl’s Zino Pads........ ey 96,889 
Gee BE Bins one vec csiecececs’ 959,300 
EY I on eens caenes et 49,000 
Cut-eItite Wamed Paper... .ccceses. 182,658 
ScotTissue Toilet ‘Tissue............ 361,955 
ScotTissue Towels—-Washroom Use... 72,820 
ScotTowels—Kitchen Use : 74,051 
Soft-Weve Toilet Tissue & Scotties. -»» 471,266 
Waldorf Toilet Tissue ........... 47,560 
Seovill Manufacturing Co........... . 289,454 
CN SOG oc sche esnersewsad's 115,210 
Hamilton Beach Food Mixer......... 58,530 
Hamilton Beach Vacuum Cleaner... . 33,628 
Schrader Tire Caps, Cores & Gauges. . 30,336 
Se es Seka e bak CRMs oe heed ee dneeas 139,461 
Seeman Brothers, Inc......cccscsececes 123,505 
Seiberling Rubber UCo.........ccesse05 269,250 
Seiberling Tires—Car & Truck...... 269,250 
Seiberling Tires—-Tractor, Car & 
Dacian a sae ehineee weReeked a . bEwe a 
SE ED cacscvccsees ) } eeenes 
Gee Be. Gikicosseesces 7. 176,826 
Selby Arch Preserver Shoes- ~Women 76,070 
Styl-eez Shoes—Women ............. 70,516 
errr Tire r 200,185 
Ge ED. WEE piensa tncdesssces 197,835 
Kreml Hair Tonic & Shampoo.......  ...... 
Kreml & Kreml Kreme Hair Tonic, 

Py ED Se cavebetedcocesee§ e8eees 
Serta AGROGIGEE, BAGee ccccccccceesstes 165,647 
BOUUENE GE, cocedescccrscccees on  @ebaus 

Ns cai heen e 9 dee ee 
i eM cshhervinceccrds § sauna 
Serutan & Nutrex ......... re ee Se 
Serutan, Nutrex & RDX........ 1. hanes 
Serutan Vegetable Hydrogel........  «....- 
OIE. dcn60'ceee0kwe scenes ce 756,675 
DO. os soetnheecaewebee. 833,330 
Begs Te Me, PO GR coccccecoccs 448,829 
ee I Oe ME, cc eccscctnes weaved 
0 SE Ferree 115,865 
Sheaffer’s Pen, Pencil, Ink & Lead.. 11,910 
Sheaffer’s White Dot Pen & Pencil... 294,219 
Shell Uniom O68) Corp.....cccccccccces 872,165 
Shell Industrial Lubricants ......... 197,912 
Shell Oil Co.—General Promotion.... 552,420 
Shell X-100 Motor Oil............... 98,000 
Sherwin-Williams Co. .....0-seesseees 306,704 
Acme Paints—Home ................ 68,438 
Kem Tone Paints—Home............ 143,685 
Sherwin-Williams Paints—Home 40,548 
Weed-No-More Weed Killer...... 12,430 
Shotwell Manufacturing Co..........-.  seeee- 
Shulton, DT din kcahendeda 659460400 00's 355,247 
Early American After Shave Lotion. 41,270 
Early American Shaving Requisites. . 78,320 
Early American Toiletries........... 177,368 
Shwayder Brothers, Inc.. ee | 247,320 
Samsonite Luggage .. ives 116,120 
Samson Card Tables & “Chairs. eve vue 131,200 
DES xa ia ieg seb 6s9 oe 00s bn pws 1,486,910 
Ace Spring Bedsprings .............. 52,690 
Babybeauty Mattress ............... 49,650 
Beautyrest Mattresses .............. 559,525 
Hide-A-Bed phates eon sed Oekede eee 261,020 
Simmons 25 be 60000 ents 004% 87,300 
Simmons Electronic Blanket . 236,150 
_ Simtex Tablecloths & Napkins... 240,575 
ol Eee 415,050 
Simoniz (Self-Polishing, for Floors).. 241,300 
Simoniz & Simoniz Kleener ......... 169,595 
Simplicity Pattern Co., Inc............. 181,867 
~. 2 2 Siar 330,730 
Sinclair Oil Corp.—General 
RRA re 39,855 
Sinclair Opaline Motor QOil.......... 286,400 
nger Manufacturing Co............-- 643,715 
. & SOP eee 
ee rrr re 223,885 
mith, Alexander, & Sons Carpet Co... 672,679 
Ale xander PE PNB cc ccesvcccccs 444,554 
Sloane Quality Linoleum Products. 193,625 
mith or. ts saebb00. 05.6 468% 80 6,009 
mith, L. C., & Corona Typewriter, Inc. 324,562 
Smith-¢ orona Adding Machine...... 34,601 
Smith-Corona Typewriters .......... 289,961 
ocony-Vacuum Oil Co., Inc........... 863,730 
Se NN eis iv cicswencteeeete 35,400 
Mobil Batteries & Service........... 35,370 
Mobil Tires Car & Truck. ...ccccssee 81,000 
Mobilgas Dealer Service ............ 528,360 
Mobiloil Arctic Motor Oil............ 40,500 
Mobiloil BN GEE. cccccccccercecece 82,260 
Socony-Vacuum Industrial Lubrication 60,840 
— . 2 a array etree 153,717 
uth Bend Lathe “Works vba bea heeesee 96,658 
Ge Be Ge Gece cccoseccsccccecs 364,623 

I Oe ncn ds cee ewewes 199,879 

EO ccc ccnscdenesnc®s 155,020 

alding, A. G., & Brothers, Inc....... 156,099 

Spalding Golf Equipment ........... 95,164 
Spalding Tennis Equipment.......... 55,575 

irks, Ganaten Uhh 604060 se cceeses 114,400 

idel Co. COeveccoccseecescoccecs 215,530 

ng Air ‘Co Se RhGer eds anne codons é 159,938 

, 2  & “err 286,508 

 o | ay Err 1,237,059 


Farm 
Magazines Magazines 


184,273 
78,898 
32,850 

4,950 
41,800 


21,350 


6,264 
5,368 


85, 772 


General& Magazine Network Company 


Farm total 


26,350 
101,676 


44,442 
148,302 


$66,243 
366,243 
499,281 
49,600 
39,600 
34,200 
36,000 
36,900 
100,200 
$10,717 
45,220 
265,497 
150,960 
3,750,536 
221,820 


115,865 
11,910 
294,219 
872,165 
197,912 
552,420 
98,000 
490,977 
137,336 
176,535 
45,498 
54,230 
355,247 
41,270 
78,320 
177,368 
247,320 
TK 
131,2 
1,509, 585 


60,840 
159,891 
102,026 
396,158 
199,879 
155,020 
156,099 

95,164 

55,575 
167,300 
215,530 
159,938 
290,508 

1,322,831 


Sections 


51,940 
142,665 


60,000 
60,000 


268,915 


176,000 
44,000 


Radio 


55,101 


752,997 
415,269 
456,606 
456,606 


128,086 


Total 


148,302 


421,344 


531,142 


100,200 
310,717 


154,619 


3,831,665 


114,970 
440,124 


164,342 


1,307,869 
328,549 


993,003 


265,847 


154,161 
772,019 


375,550 


176,526 


1,102,640 


174,257 


1,514,649 


762,025 
833,330 
1,113,940 


592,402 


381,022 
431,907 


247,320 


1,569,585 


512,000 


1,096,352 


194,382 
368,119 


1,164,180 


159,891 
102,026 
396,158 
199,879 
155,020 
156,099 


194,900 
477,799 
159,938 
293,708 
1,362,255 


Parent Company and General 


Products Advertised 
E. R. Squibb & Sons 


General Promotion ............... 168,380 
Ramieres GOGGRIGS occ cccscccceccce 25,195 
Lentheric Perfumes ........-+-++++% 166,468 
Lentheric Shaving Requisites ........ 62,578 
Squibb Angle Toothbrush ........... 214,808 
Squibb Cod Liver Oil..............- 127,831 
Squibb Dental Cream ...........+.++. 448,845 
Squibb Penicillin Calcium Ointment... ...... 

PE GR ha ae echaehecesoes 127,786 

Staley, A. E., Manufacturing Co....... 180,450 
Staley’s Cream Corn Starch.......... 33,500 
Sweetose Syrup .....ceesseccccceces 67,650 
DO ME nc cca pis ecebseeeueess 29,300 

EP eee 478,234 
Black & White Scotch Whisky....... 196,730 
Blue Bonnet Margarine & Chase & 

PE TEED paceasoccceccocees asec 
Blue Bonnet Oleomargarine ........ 40,127 
Chase & Sanborn Coffee............ 105,500 
Chase & Sanborn Coffee & 

EE, GREE ceccwescedseccccose «© ceswer 
Chase & Sanborn Coffee & 

DNR EEE ccdpheetsnesoccscse 8 vatsie 
Fleischmann’s Dry Gin ...........+- 57,445 
Fleischmann’s Yeast & Shefford 

CEES nn casebbboesecsnbeseescosee 8 §©«©6cesees 
Tomiie Tank Tem cccccsccccesccnccscs seeses 
Tender Leaf Tea & Royal Pudding... ...... 
V-8 Cocktail Vegetable Juices........ 73,300 

Standard Oil Co. 
Butyl Inner Tubes—Car & Truck.... 121,850 
Standard Oil Co. of California......... 285,654 
Oronite Chemicals ........6.6++ee++> 31,320 
Petroleum Products & Institutional... .....- 
BEE TD Dic ccccccccacceecccecves 199,950 
Standard Oil Co. of New Jersey....... 124,067 
Blitg Garface Spray. cccccesccsesscses 36,250 
Institutional Publicity .............. 124,067 
Standard Oil Co. of N. J 
General Products ..........+-++«+5 60,260 
BtarGash, TMS. coccccecscccsccccsevvccce 98,766 
Stark Brothers Nurseries & 
CE OO, a ccadipdeuss cs ce ceews 56,298 
State Farm Insurance Cos............. 121,500 
State Farm Life Insurance.......... 66,500 
State Farm Mutual Auto Iinsurance.. 55,000 
Statler Hotels Co., Imc........eeeeceeee 518,920 
Pennsylvania Hotel—New York ..... 105,990 
Statler Hotels ....... err rere Te 407,930 
Staim, Bug B GOreccccvevcvcceseccccvece 356,194 
Paris Accessories—Men ...........- 143,680 
Perma-Lift Foundations ...........- 212,514 
Sterling Drug, Inc.......0eseeeeeeceee 1,250,454 
Bayer Aspirin, Milk of Magnesia .......... 
Bayer Aspirin, Milk of Magnesia, 

mnergine Cleaning Fluid ........-- s+ ++. 
Bayer Aspirin, Milk of Magnesia & 

Phillips Creams ..cccccesssseceees sevens 
Bayer Aspirin Tablets .......-+..-++. 406,508 
Campho-Phenique Antiseptic ........ 106,178 
Dr. Caldwell’s Syrup Pepsin........ 19,950 
Vrugs Products & Fersonna Blades..  ...... 
Pletcher’s Castoria ....--.eeeeeecens 232,245 
Haley’s M-O, Phillips Creams & 

Phillips Milk of Magnesia.......... «sees 
Haley’s M-O & Phillips Toothpaste...  ...... 
Haley's M-O, Phillips Toothpaste, 

Phillips Milk Ce MEE Rcacehesss cesses 
Haley’s M-O, Phillips Toothpaste, 

Phillipe Cr@@M—S ccccccsccccccsesss  seevee 
Ironized Yeast & Milk of Magnesia... ....-. 
Ironized Yeast Tablets............++. 2,184 
Jayne's P. W. Tablets.........-...+- 17,065 
Lyon’s Toothpaste .....cscccsesecess sever 
Lyon’s Toothpaste & Powder, Double 

Danderine, Astring-O-Sol .......-. 0 see eue 
Lyon’s Toothpaste, Double Danderine, 

Astring-UO-Sol, Energine Cleaning 

BENE  cageeHGRsiebAeATEAabSSEegess  coseoe 
Lyon’s Toothpaste & Dr. Lyon's 

TOUEROUIEEE cccccccecestccsecesce § « sesece 
Lyon’s ‘loothpaste, Double Dan- 

derine, Coconut Oil Shampoo....... «+++>> 
Lyon’s Toothpaste, Double Van- 

derine, Coconut Oil Shampoo, 

Energine Cleaning Fluid.........-. «s+«+: 
Midol Tablets ....cccccsccccvcscoess 87,091 
Moile Brushless Shave Cream........ 110,740 
Molle Shaving Cream & Double 

DE concen eceepeteeeseheree 8 se0898 
Phillips Milk of Magnesia............ 255,210 
Phillips Milk of Magnesia & Double 

DaemGePiMe cocceccccccececcoseccces 
Phillips Milk of Magnesia & Energine 

Cleaning Fluid ....ccseseceeeeerss  seeee 
Phillips Milk of Magnesia & Tablets, 

lronized Yeast, Bayer Aspirin...... «+++: 
Phillips Milk of Magnesia Tablets, 

Bayer Aspirin ........ ee SE et ee 

Stetson, John B., Co......eeeeeceeceees 398,800 
Mallory Hats—Men ......--+e+eceees 85,800 
Stetson Hats—Men .......--eeeerees 182,000 
Stetson Hats—Men & Women........ 88,000 

Stewart-Warner Corp. .......6000se05> 500,793 
Bassick Caster® ......sccsceeeeccees 27,825 
Stewart-Warner Radio-Phonograph 120,750 
Stewart-Warner ‘Television .......-.- 33,200 
Alemite Lubricating Equipment..... 202,600 
South Wind Heaters.............+-- 113,261 

Stokely-Van Camp, Inc............+++> 776,301 
Stokely’s Canned Vegetables......... 27,543 
Stokely’s Catsup & Chili Sauce.. 33,668 
Stokely’s Cranberry Sauce........... 42,758 
Stokely’s Finest Foods..............- 273,422 
Stokely’s Finest Fruits........... 60,392 
Van Camp's Baked Beans........... 294,497 
Van Camp’s Chili & Tamales........ 44,021 

Stromberg-Carlson Co. ........--500005 216,887 
Stromberg-Carlson Radio- 

PPROMGRTORES cccccccesscccccsccese 125,086 
Stromberg-Carlson Radio-Phonograph 

i PE cp cndbenceecerccones 67,725 

Studebaker Corp. ..ccccccsssscccceeces 1,505,685 
Studebaker Passenger Cars.......... 1,204,575 
Studebaker Trucks ........--sseseee 301,110 

Sun Chemical Corp. .......-++eeeeees 87,805 

Sun-Maid Raisin Growers of California. 112,552 

Bem Ge Geis ccccwcecccccvccvacessocces 31,586 
Oil, Fuel Oil & Sunoco Gas........-- — ssees- 
Sun Industrial Oils........ccccseces 31,586 

ES TI, di ccctietsccccvcevccces 804,422 
Sunbeam Shavemaster .............-. 199,300 
Sunbeam Coffeemaker .............-- 101,546 
Sunbeam Household Appliances. . 29,400 
Sunbeam Ironmaster ...... ne 121,603 
Sunbeam Mixmaster ........ 250,195 
Sunbeam Toaster ....... 32,503 
Sunbeam Waffle Baker.. 26,768 

Sunshine Biscuits, Inc..... 415,009 
Cheez-It Crackers ....... 68,016 
Hi Ho Crackers.......... 231,377 
Hydrox Cookies ........... 77,176 
Bring CHMGMOTD cc cccccccccccccvcces 38,440 

GE TS 4b 85 66 eh cab cecercnas 100,625 
C-E Domestic Water Heaters -Home. 48,700 
C-E Steam Generating hecnanenes 

Industrial ..... 51,925 

ig a re 309,345 
Swank Billfolds .... a Bratgieiee Ube 46,650 
Swank Men's Jewelry 257,145 

EY eas keh oee wicks ve eks eee 4,404,548 
i Pn é66Gdddeekekecetabacses  —5SS0R2 
Allsweet Oleomargarine ........ err 3. g: 
Peter Pan Peanut Butter ........ 156,855 


Peter Pan Peanut Butter 
& Derby Meats (Derby Foods) eae 
320,405 


OG GORGE BINS ccnccccccccccsecs 
Ge Ge Gilg BED ccecewsccecsceses 353,950 
‘s e ~ eee sg ® 


Farm 
Magazines Magazines 


Farm total 


168,380 
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31,586 
810,548 
199,300 
101,546 

29,400 
121,603 
250,195 

32,503 

26,768 
415,009 

68,016 
231,377 

77,176 

38,440 
112,025 

60,100 


11,400 
11,400 


51,925 
309,345 
46,650 
257,145 
4,532,963 


128,415 


General& Magazine 


Sections 
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56,476 


77,124 
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31,560 


353,955 
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189,500 
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Network Company 


Radio 


156,364 


9,063,366 
706,843 


215,085 


138,978 
1,404,569 


138,978 
135,669 
505,615 

76,107 
360,957 


145,596 


69,489 
677,158 
218,394 


284,574 


334,583 
454,055 


138,978 


1,049,768 
1,049,768 


613,100 


297,909 


Total 


129,411 
423,690 


2,042,861 


121,850 
472,181 


443,887 


102,606 
156,760 
141,000 
513,920 
356,194 


11,316,792 


398,800 


569,460 


776,301 
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1,847,907 
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1,081,354 | 
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GF Earnings 
and Sales Hit 
Record Level 


To Increase Effort 
with Buyer’s Market 
and Lower Prices 


New YorkK—General Foods Corp. 
reported last week record sales 
of $463,336,031 and record net 
earnings of $24,555,752—but noted 
that conditions are returning to 
“normal,” and “we look for a 
competitive and active period.” 

Net sales, which were $407,266,- 
910 in 1947, rose in 1948 for the 
15th consecutive year. Net earnings 
increased more than $6,000,000 
from the $18,303,594 reported for 
1947. But ratio of earnings to sales 
in 1948, said Clarence Francis, 
chairman, and Austin S. Igleheart, 
president, was only 5% as com- 
pared with 11% in 1939. 

Mr. Francis told a press confer- 
ence that the corporation’s sales 
in the first two months of 1949 
were ahead of the parallel period 
of 1948. He expected first-quarter 
earnings to be about equal to those 
of a year ago. A “price recession,” 
he said, already is under way, but 
he hopes that this will not be 
accompanied by a “volume re- 
cession.” 


@ On the whole, the heads of GF 
regard the current economic cli- 
mate as “challenging, stimulating 
and hopeful...the kind of econ- 
omy which puts people on their 
toes, makes them trade punch for 


turned out 118 new products. Only 
a small proportion of these, how- 
ever, have reached the volume- 
sales stage. 

In reply to a question, Charles 
G. Mortimer Jr., vice-president, 
said that GF spends less than 5% 
of sales volume for advertising, 
sales promotion and marketing re- 
search. Current annual expendi- 
tures for these purposes are es- 
timated to exceed $20,000,000. But 
in advertising, as in other parts 
of its operation, the meeting was 
told that although GF “estimates 
for a year, we budget for three 
months.” Plans are kept flexible 
to meet changing conditions. 

The only reference to advertis- 
ing in the pamphlet report was 
headed “Television Experiment.” 
The corporation showed that 1948 
was its second year in television. 
Programs then sponsored included 
“Author Meets the Critics” for 
Jell-O, “Meet the Press” for Max- 
well House, and “Small Fry” for 
Post cereals. There were also TV 
spots for Sanka coffee and Dit- 
mond Crystal salt. 

“A number of our marketing 
groups,” the report said, “gained 
experience in this new and dif- 
ficult medium. As audiences grew 
in 1948, the commercial value of 
our programs began to approach 
normal advertising returns. Also, 
last year, General Foods estab- 
lished itself in important television 
time periods which will be of in- 
creasing value as the medium de- 
velops in the next few years.” 


BORDEN ADS TAKE 
15% OF SALES 


New YorK—The Borden Co. set 
up more than 250 separate adver- 
tising budgets for use during 1948, 
but its total expenditures on those 
campaigns were only about 1.5% 


plete data on the company’s fi- 
nancial picture, were included in 
the comprehensive annual report 
issued to stockholders. The report 
not only depicted many of the 
products merchandised by Borden, 
but also included an “informal re- 
port” signed by the famous trade 
character, Elsie, for herself and 
family. 

The year’s sales problems, said 
Mr. Montague, called for aggres- 
sive advertising efforts, and the 
company used some _ programs 
stressing individual products and 
an over-all national campaign fea- 
turing the Borden name and Elsie 
the cow. At the close of the year, 
five national magazines were car- 
rying the Elsie advertising, while 
radio promotion was headed by 
“County Fair,” 1948 summer re- 
placement on CBS that won a 
permanent place on the ad sched- 
ule. The CBS show was supple- 
mented by two successive musical 
programs and local radio adver- 


tising, while in Canada Borden 
continued its “Canadian Caval- 
cade.””’ Experimental videocasting 


also was renewed. 


s More than two billion pack- 
ages carried the Borden brand last 
year, the president said, explain- 
ing that “more food was sold under 
the Borden label than under any 
other brand in the world.” 

Elsie reported that she and her 
young son, Beauregard, were view- 
ed by more than 2,500,000 people 
on their personal appearance tour 
last year. They expect to see a lot 
of new places this year and, inci- 
dentally, take husband Elmer along 
in the traveling boudoir. Almost 
3,000,000 Elsie toys, feeding dishes, 
dolls, wagons, games, etc., were 
sold last year and the 1949 pro- 
gram calls for the addition of 


punch.” of sales, Theodore G. Montague,|phonograph records and comic 
GF continues to diversify. Since | president, said last week. books. 
the war its laboratories have The figures, along with com- Sales of Borden and its subsid- 
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1,321,400 people* in Nashville's 51-county trade area spent $654,888,000* 


in retail stores last year... 


market... 


With its 60 BMB counties WSIX covers this rich 
And WSIX’s programming and service, designed over the years 


to win a loyal audience, can help make your sales effort pay off! 
*projected from Sales Management May 1948 
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iaries gained for the ninth con- 
secutive year, totaling $649,592,375, 
up 7.7% from 1947’s $602,959,406. 
Net income, however, declined 
3.1%, from $19,793,276 to $19,179,- 
427 last year. “Contrary to many 
assertions that corporate profits are 
too high,”’ Mr. Montague said, “the 
plain fact is that our postwar earn- 
ings have not been adequate for 
the company’s needs. And our 1948 
profits were the lowest in the post- 
war period. They failed to provide 
enough funds for a going business 
during an inflationary period when 
the value of the corporate dollar 
declined.” 

Among the many products mer- 
chandised, he said, specialty 
cheeses set an all-time sales rec- 
ord, while sales of Borden’s 100% 
Pure Instant coffee rose sharply 
and it was, by a large margin, the 
leading brand in the soluble coffee 
field. Instant coffee accounted for 
only an estimated 7% of the total 
coffee consumption and “the future 
market appears promising,’ he 
added. 


Wilco Launches Campaign 


Wilco Co., Los Angeles, manu- 
facturer of household products, 
has signed to sponsor three times 
weekly “Ladies First” over the full 
Don Lee network as part of a new 
campaign to promote its Clearex 
glass cleaner, Stop Spot cleaning 
fluid, Bif Spra-Cote insecticide and 
Sure Fire lighter fluid and machine 
oil. Copy is now appearing in 
Sunset. This will be followed by 
space in 36 newspapers during 
spring housecleaning season. Trade 
publications also are being used. 
Elwood J. Robinson Advertising 
Agency, Los Angeles, handles the 
account. 


Jewel Tea Sales Increase 


Jewel Tea Co., Barrington, IIL, 
reports that its total sales and 
revenues for 1948 reached a new 
high of $153,565,748, as compared 
with the previous record of $131,- 
204,300 for the fiscal year 1947. 
This is a gain of $22,361,448 or 17% 
over 1947, and $64,641,081 or 73% 
over 1946. 


19% 9 


Advertising Age, March 21, 


Indiana Standard 
Extends PR Copy; 
Runs Council Ads 


Cuicaco—Standard Oil Co. > 
Indiana has approved’a 1949 i). 
stitutional advertising campai;:n 
which will follow last year’s ge- 
eral objectives, but will introduce 
an innovation by stressing actual 
people, particularly employes, in 
a picture-and-caption style d.- 
signed to tell the public about tie 
company’s operation. 

The campaign will break either 
April 10 or April 17, embraces a 
total of eight ads running once a 
month, and will run in 155 Sun- 
day and daily newspapers in the 
company’s 15-state marketing area, 
as well as in 15 state and regional 
farm publications. 

Basic schedule calls for 1,200 
lines per insertion, although some 
ads will be 840 lines. 

In addition, Standard published 
its annual financial report ad last 
week in ten newspapers, and on 
Sunday (March 27) launched a 
new series of five ads tying up 
with the Advertising Council’s ef- 
fort to increase knowledge of the 
economic system. These ads, to 
appear monthly, will run in one 
newspaper in each of the 11 larg- 
est cities in the company’s terri- 
tory. They will feature the Ad 
Council booklet, “Miracle of Amer- 
ica,” as a giveaway. 

Standard Oil has purchased 50,- 
000 of these booklets from the Ad- 
vertising Council, and is distrib- 
uting them to all dealers and em- 
ployes, as well as using them in 
connection with the advertising 
effort. 


ANPA Adds Five Members 


The following newspapers have 
joined the Bureau of Advertising, 
American Newspaper Publishers 
Association, New York: Chicago 
Calumet; Times, Gloucester, Mass. 
Eagle-Gazette, Lancaster, O., Ar- 
gus-Courier, Petaluma, Cal., and 
Rhinelander, Rhinelander, Wis. 
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+ on 46th Street 


The Complete Graphic Arts Supply Center 


FOR THE ARTIST— 
AMATEUR OR PROFESSIONAL 


Whether your interest in 
art is serious or just for fun, we can serve 
your every possible need—from a stick of 
charcoal to a huge studio easel. 


\ Layout pads and illustra- 


tion boards, and every short cut, gadget, 
tool and useful new material available for 
the commercial artist. 


FOR THE ART STUDIO, 
ADVERTISER AND AGENCY 


2 West 46th St., 


STUDIO FURNITURE 
/ AND EQUIPMENT 


Drafting tables, drafting 
machines, lamps, tracing cloth and vellum, 
instruments—every requirement for your 
drafting and planning divisions 


FOR INDUSTRY, DRAFTING 
AND ENGINEERING 


Drawing tables, taborets, 
lamps, cabinets and easels—many new de- 
Signs in artists’ furniture for home and 
studio. 


Silk Screen Process Supplies * Studio Furniture and Equipment * Artists Materials 
Drafting Supplies * Photographic Supplies * Picture Frames and Prints 
Air Brushes and Compressors * Plastics and Hobby Materials 


Write for illustrated catalog of Advertising Art Materic 5 


ARTHUR BROWN & BRO. Inc. 


New York 19, N. Y. 


(Just West of Fifth Avenue) 
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TOUCH-CONTROL—Ease of operation is 
emphasized in the new campaign Inter- 
national Harvester Co. will lounch in 
April—Farmall C Month’’—with this four- 
color page in farm publications. Aubrey, 
Moore & Wallace, Chicago, handles the 
company’s farm equipment account. 


Harvester to Push 
‘Farmall C Month’ 
in April Campaign 


Cuicaco—In its second large- 
scale promotion of Farmall trac- 
tors this year, International Har- 
vester Co. hopes to convert April 
into “Farmall C Month” with an 
extensive advertising and _ sales 
promotion campaign. 

The program will include full- 
color copy in farm publications, 
newspaper space, spot radio, di- 
rect mail, demonstrations and 
point-of-sale displays. Harvester 
and its dealers, in the first major 
'49 campaign, promoted the small 
Farmall Cub during February, and 
additional ad and sales drives on 
other products are likely as the in- 
dustry draws closer to a buyers’ 
market. 


ws The Farmall C tractor and its 
full line of matched, quick-change 
implements will be promoted via 
full-color pages in April issues of 
Capper’s Farmer, Country Gen- 
tleman, Farm Journal, Progressive 
Farmer, Southern Agricultur:st 
and Successful Farming, while 
specialized copy will be used in 
22 sectional and state farm maga- 
zines. Harvester’s NBC show, 
“Harvest of Stars,” also will pre- 
sent the “April Is Farmall C 
Month” story during the April 3 
broadcast. 

Dealers are being supplied with 
merchandising kits which contain 
ad proofs and mats, one-minute 
radio commercials, posters, charts, 
display cards and a supply of in- 
vitations asking prospects to “See 
the Farmall C.” An eight-page 
mailing piece will be used to de- 
scribe features of the tractor and 
offer prospects a booklet showing 
the equipment line. 

Aubrey, Moore & Wallace han- 
dles the company’s farm equip- 
ment account. 


Pinsker Elects McElroy 
Thomas J. McElroy, former pro- 
motion director of American 
Home, New York, has been elected 
ice-president of Casper Pinsker, 
ine., New York. Prior to his as- 
ociation with American Home, 
lr. McElroy was advertising man- 
ger of American Safety Razor 
orp. and later was with Ruthrauff 
Ryan. 
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Establish PR Oftice 


Myron Eichler, former publicity 
director of USO camp shows, and 
Herbert Berg, formerly with Eagle 
Lion Films, have formed Eichler- 
Berg Associates, public relations, 
at 369 Lexington Ave., New York. 
Mr. Eichler has been associated 
with Columbia and 20th Century- 
Fox film companies, and Mr. Berg 
has served with Paramount and 
United Artists. 


Alcoa Advances Two 

Cc. C. Conner, assistant adver- 
tising manager of Aluminum Co. 
of America, Pittsburgh, has been 
appointed an assistant secretary 
of the company. M. Russell Kam- 
bach, who has been associated 
with Alcoa’s advertising activities 
for 19 years, has been named to 
succeed Mr. Conner as assistant 
advertising manager. 
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8.676 Weekly Papers 
in U.S.,Says APA 


New YorK—There are 8,676 
weekly, semi-weekly and _ tri- 
weekly newspapers in the United 
States, with a total net paid circu- 
lation of 13,759,134, according to 
the 30th Annual Directory of 
Country and Suburban Town 
Newspapers released by the Amer- 
ican Press Association. 

This represents an increase of 
295 newspapers over a year ago 
with a total circulation increase 
of 513,391. The average rate in- 
crease per newspaper went up 1% 
over last year. Total cost of adver- 
tising in all weekly newspapers 
is $302 per agate line. 


Appoints Robert Borden 


Robert E. Borden, formerly with 
the National Patent Council, Am- 
erican Fair Trade Council and An- 
derson Co., Gary, Ind., automotive 
equipment manufacturer, as direc- 
tor of publicity and publications, 
has been appointed director of 
publicity and advertising of Lique- 
fied Petroleum Gas Association, 
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GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, NEW YORK 


for his dollar than any other 
medium in its field. 


25,000 


100 


daily on the Real Long Island! 


evening paper. 
82.8% more advertising than the second paper. Source: Media Records 


Newsday 


circulation now tops 


.. and on the Real 


75,000 


50,000 


Long Island 


Represented Nationally by Kelly-Smith Company 


where retail sales exceed $2,000,000 a day 


Newsday carried more advertising in 1948 than any New York City 
Newsday carried 


Executive Offices Hempstead, Long Island, N.Y... . Alicia Patterson, Editor and Publisher 
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Says Personal Judgment 
Attects Science In Ad Plans 


To the Editor: In your discus- 
sion of my study “The Slogan in 
Modern Advertising,” published by 
the Association of National Adver- 
tisers, you opened the review with 
the following sentence: “Going on 
the premise that the creation of 
advertising is unscientific, we can 
say that the use of the advertising 
slogan is equally so.” 

While this is an actual extract 
from the conclusion of the study, 
it would have been a little more 
to the point had you prefaced this 
line with the material contained 
in the paragraph from which it 
was extracted. 

This paragraph showed that 
much of advertising created today, 
in spite of Hooper reports, Starch 


ie a a 2 
Peirés IPB 


This yom sve is a ae? s neon, Letters | are welcome. 


reports, etc., is based on personal 
judgment on the part of the cre- 
ators and the administrators of the 
advertising program. 

I am as much a believer of 
scientific research in advertising 
as the next man. But, I am also 
a believer in taking many of the 
research results with a little grain 
of salt because advertising re- 
search as it stands today is only 
an indication and a guide for this 
personal judgment. I know of no 
advertising program in my own 
experience which is based com- 
pletely on the findings of a re- 
search report. Somewhere along 
the line this research is inter- 
preted, and in the process of this 
interpretation, a personal judg- 
ment enters into it. Once this per- 
sonal judgment is included in the 
preparation of advertising, we can 


no longer call it scientific. 

That is what I meant when I 
used that sentence in my conclu- 
sion. Your using it alone as a sep- 
arate entity gives the wrong slant 
on my whole approach to the 
problem. 

I must say, however, that the 
remainder of the review was done 
in all fairness and I wish to thank 
you for it. 

EMANUEL FALTz, 

Advertising Department, Cal- 

vert Distillers Corp., New 

York. 

ges 


CM’s Chrysler Comment 
Draws a Big Razzberry 

To the Editor: In more than 25 
years in the business, I am sure I 
have never seen remarks so biased 
and unreasonable as the comments 


THESE OUTSTANDING SEATTLE FIRMS, 
EACH A LEADER IN ITS FIELD. PLACED 


MORE LINAGE (NV THE 
POST-INTELLIGENCER 


THAN IN THE SECOND NEWSPAPER 


FREDERICK & NELSON, Seattle's largest department store 


|. MAGNIN, The nationally known, quality women's shop 


BEST'S, This is Seattle's largest volume women's shop 


LITTLER, This is Seattie's leading quality men's store 


GRUNBAUM, Largest volume furniture storein Northwest 


STANDARD FURNITURE, Second largest volume in furniture 


Ihe Scat 
Post Intelligencer 


REPRESENTED NATIONALLY BY THE HEARST ADVERTISING SERVICE 


on the Chrysler advertising in the 
clipping attached, from The Cre- 
ative Man’s Corner of your Feb. 
28 issue. 

The general tone, I am sure, 
could come only from a General 
Motors fan. The writer probably 
drives a lumbering Buick that is 
so crowded in the back seat that 
passengers must remove hats and 
sit with their knees under their 
chins. 

But that is a secondary consider- 
ation. 

To have reached the _ ivory 
throne in the ivory tower to such 
an extent that the commentator is 
able to say, at a glance, whether 
advertising is good or bad—well, 
brother, you are either in your 
dotage or very, very new in the 
business! 

Better crank up that Buick and 
get off Ohio St. for a bit. Drive 
around and see what the common 
people are doing. 

If I dare invade those ivory 
premises, I enclose a copy of one 
of our bulletins, with a suggestion 
that your judgment may not be en- 
tirely infallible. Now in its third 
printing, the piece has been our 
most successful in many years. 

It has proved an excellent ton- 
nage builder as a tool in the hands 
of our men on the firing line, it is 
much in demand by dealers and 
hatchery men, and to our amaze- 
ment it is being used in the class- 
rooms of several leading agricul- 
tural colleges, hundreds and hun- 
dreds of vo-ag schools and in the 
rehabilitation program of one 
federal prison. 

How do you like the “proved 
eye-appeal” of all the pretty pic- 
tures? [Ed. Note: This is sarcasm. 
There are no pictures in the book- 
lets}. 

Maybe you should take a ride 
in a Chrysler. Then you might 
understand what they are talking 
about. 

CLARENCE F. BAKER, 

Pillsbury Mills, Inc., Clinton, 

Ta. 

ses 


Baines Clarifies Setup 
of Advertising Distributors 


To the Editor: So that there 
will be a clear picture in the minds 
of your readers as to the officers 
and ownership of Advertising Dis- 
tributors of America, I would ap- 
preciate your publishing the fol- 
lowing: 

First, you should know that 
there are two different companies: 
one, the parent company, the Ad- 
vertising Distributors of America 
of Delaware Corp.; and the other, 
the Advertising Distributors of 
America, Inc., of New York. 

The Advertising Distributors of 
America of Delaware is owned by 
the following zone directors: Ad- 
vertising Distributors of America, 
Inc., New York; Advertising Dis- 


Advertising Age, March 21, 1919 
tributors of America, Inc., Ctri- 
cago; Cassidy-Richlar Divn. 2 
ADA, Philadelphia; Publicity Dis. 
tributing Divn. of ADA, Pittsburgh: 
Molton Distributing Divn. of AD 4, 
Cleveland; Advertising Distrib :-. 
tors of America, Inc., San Fra»- 
cisco; Triple A Advertising Divn. 
of ADA, St. Louis; Michigan Ai. 
vertising Divn. of ADA, Detrott: 
Pioneer Distributing Divn. >f 
ADA, Indianapolis; Ueber & Sos 
Divn. of ADA, Milwaukee; Bal’i- 
more Distributing Divn. of ADA, 
Baltimore; Advertising Distrib :- 
tors of Canada Ltd., Toronto. 
The Advertising Distributors >f 
America, Inc., of New York, is 
owned and operated by the fo.- 
lowing stockholders and officers: 
C. R. Baines, chairman of the 
board and director; Harry Adams, 
president; Harry Broder, vice- 
president; William Greenfield, ex- 
ecutive vice-president, director of 
distribution; George P. Johansen, 
secretary and treasurer; Harry 
Peck, director; Nat Weinberg, di- 
rector of mailing. 
C. R. BAINEs, 
Chairman of the Board, Ad- 
vertising Distributors of 
America, Inc., New York. 
aeen 


‘Creature of Habit’ Wants 
Copy Cub Made Easy 

To the Editor: Perhaps I am a 
creature of habit. However, I re- 
sent your moving “Copy Cub” off 
the first page of ADVERTISING 
AGE, since I always have to look 
for it. I don’t always read the 
editorials and sometimes inadvert- 
ently pass up the “Copy Cub” 
which oftentimes brings light to a 
dull day. 

Frep G. JONEs, 

Advertising Manager, Cream- 

ery Package Mfg. Co., Chi- 

cago. 

agen 


Editor Daubs It On 

To the Editor: E. B. Overshiner 
wants to put Copy Cub back on 
Page 1. I second the motion. 

There have been two negative 
results in moving Copy Cub to 
the editorial page. Because the 
news stories on Page 1 are of 
specialized interest, most of your 
cover pages are dull reading for 
the average reader. Then Copy 
Cub seems to have been bitten by 
the editorial bug. Vague items are 
starting to appear in his copy. 

In Feb. 14 issue, the following 
item appeared in Copy Cub: 

“A rose by any other name 
would smell as sweet, and Dorothy 
Daub, advertising manager of Bon- 
wit Teller, Philadelphia, gets along 
very well without being an artist 
or art director, thank you.” 

What is it? A local joke? Doesn't 
Copy Cub know there are hun- 
dreds of retail advertising mana- 
gers who don’t draw a straight 
line, or direct the finer points of 
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commercial art? Or was Copy 
C: b charmed by Miss Daub’s ra- 
diant personality and decided to 
give her a little publicity? I can’t 
blame him for the latter, Miss 
Daub is a nice person. 

Please put Copy Cub back on 
the front page before he starts the 
three-dot, half-thought type of re- 
p: rting the New York boys use in 
their newspaper columns. 

Wo. J. APPEL Jr., 

Advertising Manager, The 

Hub Department Store, Steu- 

benville, O. 

It’s not much fun blue-printing 
Copy Cub’s points for him, but 
perhaps we'd better point out 
again that Dorothy’s name is Daub 
—daub, paint, artist, art director 
—get it, Mr. Appel? 
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The Hex with Sex: It's the 
Individual That Counts 


To the Editor: Mr. Healy’s ob- 
jection to women as copywriters 
reminds me of a story I heard 
about a group of famous interna- 
tional perfumers who, in forming 
an association, came up against the 
question of whether or not women 
were to be admitted as members. 

Some of the astute gentlemen 
were “dead set” against having any 
feminine influences in their se- 
lect group and advanced as their 
reasons the many things “wrong 
with women.” Finally, one of the 
top perfumers gained the floor and 
explained, “Gentlemen, I beg to 
point out to you that we are con- 
cerning ourselves unnecessarily 
with the question of whether or 
not women shall be admitted to 
this association. Ours is an as- 
sociation of perfumers and we 
must remember that in our art 
there is no sex. Should a woman 
be a good perfumer, gentlemen, she 
is not a woman—she is a per- 
fumer!” And so the problem dis- 
solved. 

It would appear that Mr. Healy’s 


gripe isn’t with women; it’s with 
copywriters—and, Lord knows, if 
all the flops and all the successes 
were added up for both sexes, we 
should find neither one nor any 
individual approach entirely an- 
swerable for failures or for tri- 
umphs. 

Man is seldom, if ever, com- 
pletely masculine; women seldom, 
if ever, completely feminine. Many 
women are more masculine in their 
approach to problems and in their 
expressions than men; and vice 
versa, many men have a better un- 
derstanding of what a woman 
wants or needs than her sister. We 
just can’t separate the sexes and 
solve anything. 

Some men cook, wash, clean or 
design feminine fashions better 
than ill-trained or slovenly wo- 
men. Some women build a better 
barn, shoot straighter, sell more 
than incapable or lazy men. The 
trouble is not with the sex, but 
with the individual—and who can 
say, “I have only success to my 
credit?” 

Few of us are fortunate enough 
to become “pregnant” (whether 
with child or understanding) at 
just the right moment. When it 
happens, it certainly helps. But 
15 million other pregnant women 
given the opportunity may not 
have come up with as good a slo- 
gan for Carnation as “milk from 
contented cows.” Don’t you agree? 

On the other hand, there are 
certainly 15 million men who 
would rather face a firing squad 
than go down to the corner drug 
store for a box of Kotex should 
friend wife be one of those zanies 
who runs out of it (as some folks 
do of gas for the car). Among 
these men are some copywriters 
who may have failed to “put over” 
Kotex. Not every male copywriter 
would have been as successful as 
the gentleman whose name Mr. 
Healy doesn’t recall. Incidentally, 
this gentleman will probably hate 


Mr. 
name, as will the ladies who “run 


Healy for forgetting his 
out” hate me for calling them 
zanies. 

But, it’s such things that make 
life interesting and we should all 
thank God for our mistakes; be- 
cause if you’re right all the time, 
you're liable to get shot. 

EMILY VOLP, 

Copywriter, Brooklyn Eagle, 

Brooklyn, N. Y. 


Eleemosynaries Touching, But 
Not Convincing, He Says 

To the Editor: Just by way of 
spoiling what would otherwise be 
100% approval of your stand con- 
demning the new postal increase 
bill, let me utter a dissenting word. 

You reason that the postal “sub- 
sidy” benefits the readers rather 
than the publishers. This is the 
same reasoning that most indus- 
tries use to get subsidies in gen- 
eral, that labor uses to get wage 
increases, that gambling joints and 
houses of ill fame use to be toler- 
ated—namely, that their profits 
will be spent for the general good. 
The eleemosynary supplications of 
publishers and others who stand 
to lose money by the postal in- 
creases are touching but not con- 
vincing. 

You ask, “Why should the P. O. 
Department alone be self-sustain- 
ing?” Why, indeed. However, the 
way to assuage its unique loneli- 
ness is not to make the P. O. De- 
partment like other government 
departments but to make other 
government departments like the 
P. O. Department. 

Alas, this government has gone 
already so far down the road of 
totalitarianism that there is no 
turning back. Even delaying tac- 
tics, like this, are almost com- 
pletely ineffectual. Today, we take 
for granted—in fact, we vigorously 
advocate—many government de- 
crees which we rebelled against in 


the early Roosevelt days. 

Everybody has his tin cup out- 
stretched for the largess of a pa- 
ternalistic government. We're all 
alike, big business, little business, 
labor, farmers, the military, prop- 
erty owners, tenants, the learned, 
the ignorant, the rich, the poor, 
the young and the old. Sometimes 
we don’t even have to exert our- 
selves by stretching out a tin cup. 
The bounteous government will 
bestow its philanthropy upon us 
without our asking, sometimes 
even without our wishing for it. 
We have become a nation of beg- 
gars and we’re breeding a genera- 
tion of beggars who will probably 
look the part. 

The advertising business is more 
eloquent, though not necessarily 
more vociferous than other ele- 
ments in this nation, in beseeching 
the government for a handout. It 
will probably get what it asks for. 
Why not? After all, the govern- 
ment eventually will become the 
client of all advertising agencies 
—the only client. And the only 
copy that will be required will be: 
“Alms for the sake of all.” 

MARK TABER, 
Chicago. 
ses 


Texas Tech Is No Myth 


To the Editor: I quote the fol- 
lowing from your article in the 
Feb. 28 issue of ADVERTISING AGE 
relative to the Marion Harpers: 

“Marion Sr. never went to col- 
lege. When asked about his alma 
mater he paraphrases Raymond 
Rubicam, who used to mention 
casually a mythical ‘Jersey Uni- 
versity.’ In his case it’s an equally 
mythical ‘Texas Tech.’ ” 

A campus of 2,000 acres of level 
South Plains land, $14,000,000 
worth of beautiful buildings, 7,000 
students, and three or four hun- 
dred faculty members (including 
56 Ph. D.’s) should take Texas 
Tech out of the mythical category. 
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The Texas Tech football teams— 
which have played in Detroit, Cin- 
cinnati, Philadelphia, Miami, San 
Francisco and Los Angeles—ac- 
cording to some of their opponents 
were just a little bit more than 
mythical. 

I agree that “you ought to know 
both Marion Harpers.” I would 
like to know them. As a member 
of the board of directors of Texas 
Tech, perhaps I might persuade 
them to adopt our institution. 

CHARLES W. WOOLDRIDGE, 

Manager, Personnel Depart- 

ment, Texas Power & Light 

Co., Dallas. 


AA was aware of the existence 
of a far from mythical Texas Tech, 
but the one Marion Harper Sr. 
“went to” was entirely mythical. 

sae 
Restless Wait Ends; 
Gets Rest of the Story 

To the Editor: Last evening I 
was enjoying my customary Mon- 
day night date with the current 
issue of ADVERTISING AcE. Turning 
to Page 26, I became absorbed with 
the fascinating “Story of Glass 
Wax.” But to my consternation, the 
article ended abruptly. No period. 
No exclamation. No “Continued on 
next page.” This departure from 
your customary practice of com- 
pleteness was quickly explained, 
however, when I discovered Pages 
27-34 were missing. 

With the same suspense most 
kids await tomorrow’s episode of 
Dick Tracy’s experiences, I, too, 
restlessly await reading the final 
details of Mr. Ragnow’s article. 

Should you find those missing 
pages kicking around the office, 
would you please send them along? 
Airmail, special postage enclosed. 

I. C. BETTIKER, 

Detroit Manager, Beaumont & 

Hohman, Inc. 

Our apologies to Mr. Bettiker 
for a faulty copy. A good one has 
been dispatched posthaste. 


lt takes a 


lot to cost so little! 
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WBBM has what it takes to cost less 


than any competing Chicago station. 


Because it delivers so much more! 


Chicago station. 


To get more listeners at less cost— 
buy WBBM...Chicago’s most sponsored 


station for 23 consecutive years. 


®Pulse of Chicago, Nov.-Dec 


Chicago’s Showmanship Station 
Columbia Owned —50,000 watts 


FOR LESS: Because WBBM’s local 
originations capture far bigger audiences, 
they deliver each prospective customer 
for your product at far less cost 


than the local shows of any other 


ALOT: WBBM builds and produces more 
of the “most popular” local shows 

than any competing station. Right now, 

9 out of the 10 top-rated local 

daytime programs in Chicago are on WBBM. 
(And the tenth is a tie.)* 
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Few Select Agencies 


by ‘Formal’ 


Formal Presentations 
Are Customary, However, 
Advertiser Study Shows 


By Joun B. MILLER 


Cuicaco—The vast majority of 
agencies bidding for new accounts 
offer prospective clients formal 
presentations, but few of these ad- 
vertisers actually use formal pro- 
cedures in selecting the new 
agency. 

The use of “grade sheets,” bal- 
loting by company executives and 
other formal procedures is infre- 
quent, according to returns in Ap- 
VERTISING AGE’s survey of adver- 
tisers who changed dbencies during 
1948. The study is based on more 
than 100 replies to letters and 
questionnaires sent to 400 indus- 
trial and consumer products firms 
throughout the United States. 

An impressive number of com- 
panies, however, outlined the 
methods they have adopted in nar- 
rowing down the list of solicita- 
tions and deciding on the agency 
they believe will do the best job. 


Methods 


While their procedures are en- 
tirely informal in many cases, top 
management men listen to the 
presentations, discuss their prob- 
lems with agency personnel, visit 
agency offices, confer among them- 
selves on respective merits of the 
candidates, etc. 


s In 13 cases, company executives 
told AA, one agency did such an 
outstanding job of presenting its 
story that the final choice was an 
easy one to make. The competi- 
tion was keener in most instances, 
however, making it a “toss-up” 
between two or more agencies. 

Considering the number of com- 
panies cooperating in the survey, 
ranging from the smallest to the 
largest advertisers, complaints 
about poor presentations were few 
and far between. 

“Frankly, we have never seen 
so many ‘round pegs in square 
holes’ as there are in the adver- 
tising business,” commented one 
executive of a West Coast food 
products manufacturer. “By throw- 
ing the doors wide open and listen- 


candidates. 
Succeeding articles will 


The Advertiser-Agency Relationship 


This is the third of a series of seven articles based on an 
exclusive ADVERTISING AGE survey of advertisers who 
made some change in their agency setups during 1948. 

It tells how these companies—more than 100 of whom 
cooperated in a confidential study of advertiser-agency 
relationships—weigh agency solicitations, which execu- 
tives hear the formal presentations and what officers 
actually make the final decision on a new agency. Also 
detailed are the reasons why the agency “winners” were 
chosen when the decision was a “tossup” between several 


agencies, geographic location, types of accounts and other 
factors involved, as well as ideas developed by these 
advertisers for possible future use, and their listing of the 
most important qualities of a competent agency. 


discuss “big” and “small” 


ing to all prospects, we of course 
encouraged a lot of misfits. Un- 
fortunately, we must say that the 
percentage is high.” 


e This company forbid formal 
presentations or specific recom- 
mendations by agencies, sticking 
to informal discussions. The com- 
pany president himself handled 
the conferences, interviewing more 
than 20 agencies. Grade sheets 
were kept and the selection nar- 
rowed down to two. Final decision 
was made in favor of a smaller, 


If you want to “reach out” in Flor- 
ida, you can do it with Florida’s three big 
morning dailies—and at lowest cost. 


In addition to saturation circulation in 


Florida's three major markets—Miami, Jack- 
sonville and Tampa—you get family coverage 
in 42 other Florida counties. 
cent of Florida's effective buying income con- 
centrated in this area, your greatest potential 
for sales is right in the palm of your glove. 67 


WA FLORIDA TIMES-UNION 


With 78 per 


counties. 


Remember! 
—as well as the “‘infield’’—in Florida, more 
effectively and at lower cost, through the pages 
of Florida’s three leading morning newspapers. 


You can cover the “outfield” 


From 20 to 100 per cent family coverage in 45 of Florida's 


Jacksonville - National Representatives-Reynolds-Fitzgerald, Inc., Jann & Kelley, Inc., Atlanta 


MIAMI 


STAMPA MORNING TRIBUNE 


PY 
ae National Representatives - Sawyer-Ferguson-Walker Co. 


HERALD 


National Representatives Story, Brooks & Finley, Inc., A. S. Grant, Atlanta 


Pacific Coast agency rather than 
“a national agency with only a 
branch office in this area.” 

In slightly less than half of the 
cases, advertisers who invited 
agencies to submit formal presen- 
tations offered them specific sug- 
gestions on the problems involved, 
what information would be help- 
ful, what to discuss with company 
men, etc. 

In this connection, another manu- 
facturer in the consumer food field, 
with headquarters in New York 
state, made “personal, cold turkey 
calls” on a sizable group of agen- 
cies, inviting them to solicit the 
account. The company requested 
formal presentations, told the agen- 
cies what it wanted to be shown, 
and worked out a questionnaire to 
develop the information it wanted 
to obtain. 


ws With the uniform questionnaire 
serving as the basis for all solici- 
tations, a four-man group (general 
manager, advertising manager, 
sales manager and sales promotion 
manager) attended the meetings 
with agency representatives. Their 
choice, by secret vote, was easy 
because one solicitation was so 
outstanding all four executives 
balloted for the agency. At latest 
report, they still believe they found 
the one that comes closest to the 
company’s specifications. 

Among advertisers who invited 
agency solicitations and asked for 
formal presentations, only one in 
four set any time limit on these 
presentations. One company picked 
45 agencies for preliminary inter- 
views, each limited to an hour; 
then selected six agencies, asked 
for formal presentations confined 
to “pertinent facts in which we 
were interested,” and gave them 
unlimited time. Another firm set 
a four-hour limit on presentations. 
A third fixed the time limit at two 
to three hours for the first inter- 
view, with one hour for follow-up 
sessions. 


a Whatever the time involved, the 
complicated problem of picking 
an agency is considered important 


Advertising Age, March 21, 19i9 


enough to engage the persor a] 
interest of company presidents a iq 
other officers, as well as advert s- 
ing, sales, merchandising and m: r- 
ket directors. 

In more than half of the cas»s, 
company presidents were among 
the executives who listened to ‘he 
agency presentations. In addition, 
sales managers, vice-presidents in 
charge of sales, and general m:n- 
agers frequently sat in with <d- 
vertising managers and their aices 
at the agency conferences. Oth»r; 
who attended the meetings, in 
fewer numbers of course, incluced 
the company secretary-treasur »r, 
office manager, vice-president in 
charge of operations, traffic man- 
ager, sales promotion manager, etc 


w As might be expected, the con- 
pany president frequently makes 
the final decision on the new 
agency, with approximately 247% 
of the respondents indicating that 
the chief executive handles this re- 
sponsibility. But in an almost equal 
number of cases, the advertising 
director or manager alone handles 
this important duty. 

With 45% of the companies rep- 
resented in the survey, the final 
appointment is determined by two 
or more executives and officers. 
These joint teams, for instance, in- 
clude: The president and advertis- 
ing manager in two cases; the 
advertising director and assistant 
president; the executive manager 
and an advertising committee; the 


Kee-rect! 


“We saw what the presi- 
dent had set his mind on do- 
ing so we advised him to do 
it and he did.” 

Well, that’s one way to 
stimulate the unanimous 
choice of a new advertising 
agency, as recorded by one of 
the respondents in ADVERTIS- 
ING AGE’s survey on “How to 
Pick an Advertising Agency.” 

This company, in the food 
field, is always being solic- 
ited by agencies, the inform- 
ant confided to AA. Its de- 
cision to make a change last 
year was influenced “by geog- 
raphy and a variety of other 
factors, including friendship 
with the boss.” 


company’s board of directors; the 
advertising manager and his assist- 
ant; the president and vice-presi- 
dent in charge of advertising; the 
president and general manager, etc 
Three firms said their sales man- 
agers alone handle this assignment. 
With another, the executive vice- 
president made the final choice. 


we When the choice between two 
or more agencies was a difficult 
one, advertisers listed a _ wide 
variety of factors which influenced 
the final decision. Mentioned n 
frequently were the merchandising 


f 


reported: 


standing. 


Kem wnhw hw © 


preferred “the man.” 
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reputation. 


A Difficult Task—Most of the Time 


Advertisers who invited agency bids, and listened to additiona! 
solicitations for their accounts last year, found the job of selecting 
the “winner” a difficult one in many cases. This is what they 


13 picked one right away because the presentation was out- 


had to pick between two “close ones.” 

found the choice a toss-up between two or three. 
had to pick between three “close ones.” 

had to choose between several close ones. 

said it was a toss-up among five candidates. 

said six were bunched together. 

Why did they choose the finalist? 


liked the sound program suggested. 
were swung over by the types of accounts handled. 
liked the agency’s practical, “low-pressure” approach. 
were convinced by the merchandising plans outlined. 
Others cited a copywriter familiar with the industry; previou 
performance; superior personnel; size and location; persona 
visits to the agencies; sincerity, common sense; the handling o 
a rush job; experience in the same field, and the agency’s genera 
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new agency. 


10 company presidents. 
9 advertising managers. 
3 sales managers. 


cies. 


and advertising manager. 


manager. 


Who Really Selects the Agency? 


Of the advertisers who cooperated in the ADVERTISING AGE sur- 
vey of agency relationships, 42 reported which executive or group 
of top management men makes the final decision in selecting a 


One-man choices were made in these individual cases: 


1 vice-president and general manager. 
1 executive vice-president. 

A three-man team—president, sales manager and advertising 
chief—made the final choice in two cases. 
company board and a special committee selected the new agen- 
Other executive “combinations” used were: 

President and advertising manager (2). 

President, general manager. 

President, vice-president in charge of advertising. 
General sales manager and assistant to president. 
Executive manager and an advertising committee. 
Advertising manager and his assistant. 

President and assistant to president. 

Chairman, president, vice-president, general sales manager 


Advertising director and assistant to president. 
Advertising manager and executive vice-president. 
President, general manager, sales manager and advertising 


Vice-president in charge of sales and advertising, general 
sales manager and advertising manager. 

Market director in charge of advertising, sales promotion 
and research, and vice-president in charge of sales. 


In two others, the 


plans proposed; actual experience 
in the advertiser’s field; other ac- 
counts served; the account execu- 
tive’s capabilities, and a belief that 
a former agency account executive, 
connected with a new agency, 
could service the account most 
satisfactorily. 

Here are some of the other fac- 
tors that weighed heavily in indi- 
vidual cases: A smaller-size agency 
was selected because of its affilia- 
tion with other agencies; the pre- 
vious performance by a former 
agency had left an apparently in- 
delible mark; the agency won out 
with superior personnel and its 
“low-pressure approach to our 
problem”; actual visits were made 
to the agency’s office; the agency 
was sincere and showed common 
sense, offering no fine phrases or 
slogans, “no masterminds to search- 
light our problems:” 


s The assistant vice-president and 
advertising director of a western 
bank, whose ad budget last year 
was in the $50,000-$100,000 cate- 
gory, used this procedure in deter- 
mining the “best” new agency: 
The heads of 14 agencies were 
asked to present written material 
only, on: (1) brief history of or- 
ganization; (2) complete client list 
with any exhibits to which they 
wanted to “point with pride’; (3) 
i resume of advertising and busi- 
ness experience of their principal 
personnel; (4) any operating poli- 
cies they wished to describe, such 
s compensation, billing, contact- 
ng, research, etc. 
The bank said it wasn’t inter- 
ested in elaborate presentations, 
ind would eliminate any agency 
ibmitting creative work or rec- 
nmendations for ads. The process 
{ elimination was relatively easy 
wn to the final two or three 
fencies. “We then investigated 
e latter in more detail, checking 
ith their clients, visiting their of- 
es, meeting their personnel, ask- 
g questions of policy and adver- 


ing philosophy,” this respondent 
id 


‘he banking firm considered 
ency size, quality of work for 
her clients, and experience of its 
eative, production and managing 
rsonnel. The ad chief made all 
contacts and _ investigations, 

de a final choice and won the 
animous recommendations of 
bank’s advertising, public rela- 

is and managing committees, 

i the bank president’s approval. 

* \ midwestern transportation 
pany, which invited several 


neies and had 16 bid for its ac- 
® nt, told them what its require- 
™ its and ad volume would be (its 
46 budget was in the $50,000- 


$100,000 class). Most of the presen- 
tations were complete and thor- 
ough, said the firm’s passenger 
traffic chief, but “some exceeded 
our ability to pay, others did not 
show that their organization was 
familiar with our problems or 
would be able to prepare attractive 
selling copy in forceful and con- 
vincing style.” The deciding factor, 
he added, was the successful bid- 
der’s “apparent ability to consider 
our interests from a financial and 
serviceable standpoint.” 

A soft drink manufacturer which 
picked 45 agencies for preliminary 
interviews, then six for the “finals,” 
complained that of the presenta- 
tions only two were outstanding, 
several were fair and the majority 
were poor. “Many showed an abso- 
lute lack of understanding of our 


New Approach 


An office equipment mak- 
er’s search for a new agency 
got off to a poor start but 
wound up with a happy end- 
ing, the company’s manager 
told AA. 

Explaining that the former 
agency couldn’t afford to 
specialize on the account, 
since all its others were “in- 
dustrials,” the ad chief said 
his company sought a small 
agency in its home town. But 
“not one of 17 invited talked 
in our terms or with a spe- 
cific approach to our prob- 
lem. All stressed size of staff, 
number of other accounts, 
prestige, financial position— 
everything else but how they 
proposed to sell more goods 
for us. 

“All the stories sounded 
alike except the fellow who 
asked us for three months in 
which to join our sales or- 
ganization and learn our bus- 
iness. 

“P.S. He got the job, and 
the account.” 


product, business and the industry 
as a whole,” he said. “Several had 
never tasted our product and 
asked, in the interview, of what it 
consisted. This was not a charac- 
teristic of small agencies only— 
some big names in agencies made 
very stupid approaches and presen- 
tations.” 


ws This company employed a check 
list of questions for the prelimi- 
nary interviews, and grade sheets 
which were used in a formal vote 
of top executives. It finally se- 
lected a medium-size agency 
“without too many accounts.” Its 
budget last year fell in the $100,- 


000-$250,000 category. 

One of the most carefully 
thought-out procedures was re- 
ported by a leading equipment 
manufacturer serving both con- 
sumer and industrial fields, with a 
$1,000,000-plus budget. Believing 
its operations had grown too com- 
plex to warrant handling by a sin- 
gle agency, it made a tentative 
study of 22 to 25 new possibilities, 
then invited four of these agencies 
to make presentations before the 
company’s executive group. 

The invited agencies were briefed 
on the company’s past record and 
future needs, and were given two 
to three hours’ time for a formal 
presentation shaped according to 
their own procedure. Department 
executives heard these presenta- 
tions and a later “repeat” perform- 


ance was scheduled for the same 
group and additional sales and 
merchandising executives. There 
was a difference of opinion over 
the merits of two of the four agen- 
cies, with the final decision hing- 
ing on the agency’s “superior cre- 
ative, merchandising and research 
strength, successful record with 
important accounts, and national 
branch facilities.” 

This major advertiser kept grade 
sheets, but found extended discus- 
sion necessary before a decision 
could be made. When that was 
completed, the company president 
okayed the choice. 


s A clothing manufacturer, select- 
ing a dozen agencies which asked 
interviews, gave them a prepared 
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the company, and instructed each 
one to offer a single example of its 
specific thinking on the firm’s prob- 
lem, not a general presentation. 
These examples were screened 
by the vice-president in charge of 
merchandising, assistant sales man- 
ager, advertising manager and as- 
sistant ad manager. Three “final- 
ists” were selected by vote, with 
the ad chief and his aide making 
the final choice after visiting the 
three agencies “to see them at 
work in their own surroundings.” 
Their choice was based on the 
agency’s experience in the cloth- 
ing field; balanced strength in cre- 
ative department, merchandising, 
research and production; impor- 
tance of the “new” account in re- 
lation to others being served, and 
geographic accessibility. 


You Dont Have to Hire a Corps of 
to Shoot FAK. GOLF... 


Drawn by John Buckley whose illustrations appear weekly in Pictorial Review 


MEMO TO ADVERTISING EXECUTIVES: Wantto stop paying 
for “‘scatter-coverage” and fit your advertising exactly to 
your distribution? Then remember this: 


Only in PICTORIAL REVIEW can you buy separately, 
without penalty, even for color, your choice of from one to 
ten of America’s “key” Sunday Magazine markets. 


As & 


Distributed With 
The Sunday Issues Of 


SEATTLE POST-INTELLIGENCER 
NEW YORK JOURNAL-AMERICAN 
BALTIMORE AMERICAN 
PITTSBURGH SUN-TELEGRAPH 

DETROIT TIMES 
CHICAGO HERALD-AMERICAN 
MILWAUKEE SENTINEL 
BOSTON ADVERTISER 
LOS ANGELES EXAMINER 
SAN FRANCISCO EXAMINER 


Other unduplicated PICTORIAL advantages give you: 
“Flood-light” visibility for each 
advertisement. An undivided 
audience-attention because of no 
similar product advertisements. 


Add to these values, the unequalled, 
market-by-market, street-by-street 
guidance of the famous Hearst sales 
operating controls. Then ask your- 
self how better can you invest your 
advertising dollars in 1949. 


Quit in Pictorial Review 
~ Can you buy from 1 to 10 
Big-City Sunday Magazine Markets. 


A HEARST 
PUBLICATION 
Represented 
Nationally 
By Hearst 
Advertising 
Service. 
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Hickock Names Zwerling 


Eric Zwerling, former assistant 
sales manager of Tern, Inc., New 
York, has been appointed manager 
of the newly created government 
sales and surplus department of 
Hickock Mfg. Co., Rochester. He 
will make his headquarters in 
New York City. 


Emerson Names Dietz 


Hzsrold R. F. Dietz has been 
named sales promotion manager of 
Emerson Radio & Phonograph 
Corp., New York. Previously as- 
sistant sales promotion manager, 
he succeeds Stanley M. Abrams, 
now sales manager in charge of 
television. 


When you 


ener Remember 


WM. F. RUPERT 


RECENT Cempiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
BIRTH fer the pest fifty yeers. 


90 Fifth Ave., New York 11 
CH 2-3757 


LISTS 


Publication Ads in 
Britain Gain 5.6% 
Over Volume in ‘47 


Lonpon—The cost of advertising 
space in British newspapers, maga- 
zines and trade publications last 
year rose 5.6% to a total of £21,- 
777,867, according to 1948 estimates 
published by Statistical Review. 

For the fourth quarter of the 
year, publications space in major 
printed media cost £5,679,884, 
6% more than the £5,359,564 
spent in the comparative 1947 
period. 

During the October-December, 
1948, quarter, said Statistical Re- 
view, expenditures were divided 
this way: London morning papers, 
£ 1,423,650; London evening pa- 
pers, £368,204; national Sunday 
papers, £573,464; provincial dail- 
ies, £773,188; provincial and sub- 
urban weeklies, £270,221; maga- 
zines, £1,718,316; technical jour- 


hats off to 


Ind., (Fort Wayne) 


San Francisco! 


San Francisco County, Cal., is a good market. 
Spendable income per family ($6,365) is 3rd 
highest among all counties in U. S. Allen County, 


Home Coverage: 99% of City Zone 
plus 48% of Retail Trading Zone 


Fort Wayne, Indiana 
ALLEN-KLAPP CO... . NEW YORK... 


with $6,160 is 5th highest. 


CHICAGO . . . DETROIT 


nals, £241,858, and trade reviews, 
£310,983. The British pound is 
roughly equivalent to $4 in inter- 
national exchange. 


ws The biggest spender was the 
British government itself, with a 
total space cost of £352,669 during 
the fourth quarter, compared with 
£404,291 during the fourth quarter 
of 1944, the last comparable “war” 
quarter. Gains were shown for 
Army recruiting; the British Elec- 
tricity Authority, which was not 
nationalized in 1944; the British 
Railways, government controlled 
in '44 but nationalized now; the 
government’s production drive, and 
the Ministry of Labor. The cam- 
paign to divert Britishers’ funds 
to “National Savings” took £55,050 
in the fourth quarter last year, 
less than half the sum spent in '44 
but still the largest single govern- 
ment item. 

Automotive advertising rose 
from £89,515 in the final quarter 
of °47 to £113,573 last year, while 
gasoline and oil, on which nothing 
was spent in °47, accounted for 
£80,534. Other gains were shown 
for motor trucks, bicycles and 
motorcycies, and soap, but cigaret 
advertising dropped off from 
£108,457 to £61,899. 


Appoints Russ Buckhout 


Russ Buckhout, former western 
advertising manager of Popular 
Science, has joined the advertising 
sales staff of the Thrilling Fiction 
Group, Thrilling Comics Group 
and See, New York. 


Appoints Edwin Parkin 


Fairbanks-Lloyd Corp., New 
York, has appointed Edwin Parkin 
Advertising, New York, to handle 
advertising for Nodor household 
odor absorbent. 


She’s lovely... she’s engaged... 


she reads NATIONAL COMICS 


Now, here’s a babe who stacks up high in the popularity polls 
of the neighborhood pint-packaged Lotharios. She’s got every- 
thing!—including a complete library of National Comics titles. 


; Is that important? And how! ’Cause, of the 9 out of 10 young- 
sters 8 to 20 years old (and some 45% of their parents as well) 
... 4 out of 5 are regular readers of any one issue of The National 


Comics Group. 


If it’s volume sales you’re after . . . if it’s kids and their parents 
you want. . . get acquainted with National Comics’ 31 titles, 
8 million monthly ABC guarantee . . . the basic buy in the field. 


THE NATIONAL COMICS GROUP 


Represented by: 


RICHARD A. FELDON & Co., INC. 
205 East 42nd Street, New York 17 


Chicago «¢ 


Los Angeles  ¢ 


San Francisco 


e Portland 


Copr. 1949—National Comics Publications, Inc. 
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is a shade too macabre. 


The Creative Mans Corner 


Your best friend and severest critic—the occupant of this 
Corner—has been trying valiantly for two days to get in 
touch with Claude Hopkins and other famed, departed ad- 
men to ghost-write this column for him. 

No luck, however—which makes yours truly feel even 
more strongly about this Travelers ad. 

By and large, the Travelers advertising has been interest- 
ing, instructive and helpful. Maybe this particular ad covers 
all three of those categories, too—but somehow it seems to 
be written in the wrong (excuse the term) spirit. 

As you can see, it’s about a dead man who calls on a 
Travelers’ agent to see if he can’t get more insurance—the 


dope. Some people haven't the sense to lie down when they 


He arrives at the house of the Travelers’ agent, looking— 
of course—like a ghost of his former self. And he then 
engages in conversation with the agent and the agent’s 
wife. Even the copywriter who dreamed up this nightmare 
couldn’t escape using a too, 
returned dead man, after confessing he wasn’t in the mood, \ 
while alive, to be sold more insurance, says (and this is a ) 
quote): “I’m ripe now, though.” 

The Travelers advertising has always maintained a nice , 
balance between striving for high readership ranking and 
striving to make a sale. This time, however—in The Corner’s 
opinion—the desire for a high readership rating triumphs 
over even good taste. Not to mention good sense. 

To this Corner, Beany Harrison (and here we go again) 


—-, 


\ 


The Travelers 
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Sightmaster Names Radin 


Matty Radin, formerly presi- 
dent and general sales manager of 
Paneltone Corp., maker of built- 
in wall radios, has been named di- 
rector of sales of Sightmaster 
Corp., manufacturer of television 
receivers. He will make his head- 
quarters in New York. 


Two Appoint Cayton Agency 


Roxdale Building Products Corp. 
and National Tileboard Corp., New 
York, have appointed Cayton, Inc., 
New York, to handle their adver- 
tising. 


Climalene Names Hill Agency 


Climalene Co., Canton, O., has 
named W. S. Hill Co., Pittsburgh, 
to direct all of its advertising. The 
agency will now handle Climalene, 
Savex, Softo and Softene, in ad- 
dition to Bowlene and Spin, which 


it has been handling. 


Galt Appoints Seufert 


James R. Seufert, formerly with 
Coast Engraving Co., San Francis- 
co, has been named sales manager 
of Charles P. Galt & Associates, 
San Francisco commercial <r 
studio. 


— 


The record 


each month © eS 


of the finest perfume 


and cosmetic advertising 


BEAUTY 


_ Also publishers of DRUG AND COSMETIC INDUSTR! 


SF Pa a AAS SAD ot 


FASHION _ 


Cite <x 


Colo: 
forF 
3rok 


PHILAD 
\ertising 
troducing 
uct, or r 
is the fir 
food brok 
marketin 
National 
and The 

In add: 
color ad 
ployed tc 
ent produ 
shortenin 

Other t 
food brol 
such as b 
ent produ 
and 148 
25.1%; vi 
vertising, 
ing, 2.8% 
5.1% and 
15% and 


s Accord 
brokers r 
zine adve 
to reach 
food prod 
national ¢ 
no mediu 
11%, nev 
outdoor, ¢ 
by 0.7%. 
In laun 
sent quest 
of the NI 
pleted an: 
a 52% ret 
cities in 
food brok« 


$1,788,412 


ceries a y 


~ .yF 


—— 


eee ; el th a Ne a . ees re Sa ae EP Se ere he Pee ¥e ee i eg Spon eo ae 0 PRR ia A a ine” 9 ae a MERE 8 es eS ig ee , 
<a a gh eae ; Fi es ie ia ae a ee jtig dite eer We ee a te ee be y é atts os fy eee ONG a nf Pidgahied . Re ee Ba Soe Te < 
eo igh a tin oF y x ae ace gta. ur % i ie ie ble, eae oes : ea: aut iN ais Sina Wes, oe eae a As oa ei eee ee 
nt a oe iy: a ae Te Gales Fr Poet ee Pap vad Tc ee. Soot aa eas Y 2 ae See abl a Brant “ERR S Saks Pe ing 3 oy : %, - ae ae : 
ee _— >. - ae eal: pete ORs ee ee ee AS a cee eee ee 
; pO SF dvertis 
' 
> 
. | 
| 
| 
ee | | 
- | 
a 
| : ef ba 4 \ 
—_—_ ¢ teeth ‘ota 
ewer | ai. 
oe — | Sieh —; ) 
é, * { Pe org ee “ 
| : i : ase eit 
: | er ; 7 : oo ae é ei \ 
| % cs nies : . res Re \ 
| a TO ee 
| cg 4 : A af eee — Be = ce 4 } * \ 
| _. fe ey & tf Bes Se ites. ee ys 
e ; pe ae Pee, hy 
: | 7 a e. ° ia : é y: oF oe \ 
} | » ae ip ‘ta ‘f |. 2am 
SD } ae. Oe “se (ee ey a aa 
es a ae. — 
A : ake oe gate a, vipa E : 
; ee ‘om 4 tae oY ee Fr 
cP Be Be ee “= “ 3 ud | } 
i i. ie ame <9 a ols ee 
ad tae a ee + hee } 
oe oe = fot: ll \ 
. i ied Luke’. hae: |; 
a i - ; eee oy f ae | | -. \ 
en Ae aue 2? en 7 See Spe ne sy 
E anoee Ais te = 0 \ 
7 fe ae hs . 2° Begg tr ar ies : : , \ 
iain oe . oi... am Se \ 
(A eee 3 abi Ana ee F 
Ps SMe Se. ly MS pe spate - 
: * A oa Regd onenegiaee” 3 
, | : ai, is 
b Le 
Po ’ ’ - 9 its “se P Po adi’? 
f° “Tt can’t be Beany,” I said, ‘““Beany’s dead 
>. P é 
og aol son dee wine w whe 4 ; tues wee ‘ t gerbeied. Not mp we How chee ee lege ap 
e ews-s,enrmine | : 3 
nis 4 * by’ pe _ waleey pught eevee 
1 wakedd, “GA dew flee eee ated. ht There @ word w -* ap ethang 1 comet 
4 er ee oe . team © tebe wu 4 ” . ee soe talent tell my 
shes We wen a _ ts atenit Beane Marriweds came. Des jon 
: } Bowe Har F sod. 1) caw i te thee Side stews a c Hike . othe by " - vt, —" ¥ 
. ; Be any's chest y ~ web weww Srewvide’y have . toe or vinnt -> ative 
Samet by op chet arty 6 “ : 4 ’ a ay : fein: 
4 74 aed me § oe mone, meewen un 
(Ge he hams ceow « me t ora m ihm every 
® tn Gee beokd Rha " drat : fee eer » . ‘ . i 
re ae — SS ‘ iin Nea. Hyer. he wai pal wend Wh he eve nse Go, Tigh ie, pa 
i ii i a A HS NE AT CORRES cE AR > eS 1 hoevived Bolen fos aaect the sheee A om rey sf, tania 
. ee 2 Reae+ ahd b~qnert the thew 9d dar Wither 116 Mhe ts exsetilteg to Wit dee fadelly a | 
3 a 4 Mow ae vom, My Har singy” Metom mbedt Lecp che hvnee-nuomigage ingemresir we whasever SE = 
* > 2 its, shea te well Ge cmahd be enperterd,” he” yw colt &, The Gundiy wenddilihe'te hang ues Soe y on eee eos a 
yy . ‘ 1 ee oe oe ie anewored, te frase, They comtl geld is, ot cree, te: 
oat : ie $ Ps a 
saa ' oo Pape 
“| ‘ tig _ 
t (a7 ; 4 2 ; | 
ts ah: 
- ~ ’ os ae ee 
PN et B.. ’ oe 
ot ee “a cabeee A1t/ " 
a We ek oe ern — B Ee ae se 
. anal Poe ate nee > . ee 
i . it ai lad Bott ‘= —s 
i ‘ak ee — oe ay EN een a 
, és 4 p abseil ¥ 
1 i = m @ 4 - ; 
%) pes ee a 
é fae 4 cs “ 
' ate , - - ° ; nt timp, | a ; 
‘e* re * ~ Fi ae a ‘ 
ee yes + ae af © oS i poles ’ i ee 8 
i ay apse ”) ie , Bod : ee * bs 
ae tg ee . , oily f . lata he Ps.” 4 
ys 2) eg « - ia } se ees oe we 
RS ae ae, pe Pee ome. He Dn pas, ate 
a iii Ue we : [ee “. as 
ce een GINS x: . . a - ‘ ee a © 
ae : eS rm ae ae a Re oe 
5 i Ea - Pie te : Np ‘ oe 
- | a ee s 4 y P ’ aT 
par 4 a ss - > perce Spgs ieee ee Oe ae ie ial 
Ps tee Eee en aS era | ge ee 5 ; 
an See ae tae aie n eI ne eitimga als a eae a? aa] 
RE ie LO Tee Be gaits Oe 0. ane ae 
2 as ie Me, eee ee ne “% 
}| 5 rete : ra A. ee fe ‘ i tie 7 ‘ 
4 fo gee Be gee ers <2 = ame a wie 
——s ee ti‘SSR 
———— <a cal a f 
< SEES ie Nes} 
ee ; 
° rr 
' 7 
Po 
ee 3 
| ee 
ee ' 
NS I 
| ee 
y e- ~ as 
ee 
ee 
: > * 
a 
‘ al es e: 
oe eee Es 
a core <a 
* PAs ont 3 ‘ Se Re ey a P cays oN a re Te Tene Rye x re ee ee et B hig ia Ses igh . ; . ‘ 5 iets Z Rec Fo ie cg : Poe - Pe rar eS 2 ; 
Pee eS Z aay sie fr rai bgelipe ee inet ig Re Ae oe Fy US IR TAS ous ain, crate Wingo he 3 Sea ST ere ek ‘ Pee eee We Re “a ; arian ‘aoe ied es ‘ 55 eee sai See ‘ xs ‘ 


ll ll le il ll A A A A A A el 


_ 


.dvertising Age, March 21, 1949 


Color Ads Best 


for Food Items, 
Brokers Contend 


PHILADELPHIA—Visual color ad- 
\ertising as the best means of in- 
troducing a new family food prod- 
uct, or reintroducing an old one, 
is the first choice of 53.5% of the 
food brokers cooperating in a joint 
marketing study completed by the 
National Food Brokers Association 
and The Saturday Evening Post. 

In addition, 47% believe, visual 
color advertising should be em- 
ployed to introduce new ingredi- 
ent products, such as margarine or 
shortening. 

Other techniques favored by the 
food brokers for family products, 
such as baked beans, and ingredi- 
ent products are: Sampling, 17.6% 
and 14.8%; radio, 15.2% and 
25.1%; visual black-and-white ad- 
vertising, 5.1% and 8.1%; coupon- 
ing, 2.8% and 5.3%; “2 for 1” sales, 
5.1% and 4.2%, and “push money,” 
15% and 1.7%. 


s According to 17.6% of the 
brokers reporting, national maga- 
zine advertising is the best way 
to reach the families who want 
food products. Another 11% favor 
national advertising, but specified 
no medium; radio was named by 
11%, newspapers by 8.6%, and 
outdoor, direct mail and handbills 
by 0.7%. 

In launching the study, the Post 
sent questionnaires to all members 
of the NFBA and received com- 
pleted answers from 708 brokers, 
a 52% return, who operate in 150 
cities in 42 states. The average 
food broker, it was shown, moves 


| $1,788,412 worth of packaged gro- 


ceries a year—statistical proof of 


the claim that the broker’s func- 
tion in the distributive field is an 
important one. 

Other findings of the study in- 
cluded: 71.8% favor a policy of 
fixed price over quantity discounts; 
89.2% prefer a cash discount to 
net, and 45.4% find point of sale 
material of little value. Distribu- 
tion of the average broker’s sales 
works out in this proportion: local 
chains, 21.8%; national chains, 
14.3%; independent wholesalers, 
54.5%, and industrial and institu- 
tional users, 9.4%. 


ws At the local level, newspaper 
advertising was the first choice of 
99.3% of the brokers; with radio 
drawing 64.6%, and posters and 
handbills 29.2%. Among the useful 
point of sale material listed by 
brokers, counter cards and dis- 
plays were named by 54.4%; 
posters were endorsed by 49.6%; 
displays by 42%, printed material 
by 16.5%, and mail inserts, recipes 
and formulas by 15.6%. Of the 
45.4% who believe point of sale 
material has little value, 23.7% 
believe much of it is wasted, 20.1% 
believe it should be dropped, and 
1.5% say it is of little value. 

The study found that, in services 
rendered the companies they rep- 
resent, 54.1% of the brokers check 
local tie-in advertising; 45.9% set 
up point of sale displays: 39.4% 
direct mail to distributors; 30.3% 
do detail and specialty selling; 
14.1% issue bulletins on market 
conditions; 11.1% check retailers’ 
prices and movement of goods; 
10.8% supervise sales meetings 
and provide speakers; 10.1% use 
demonstrating and sampling, and 
7.3% check invoices. 


Coronet Mig. to Seidel 


Coronet Mfg. Co., New York, 
maker of plastic furniture and 
bedding covers, has appointed 
Seidel Advertising, New York, to 
handle its advertising. 


Mortimer Renamed 
Head of Ad Council 


New York—Charles G. Morti- 
mer Jr., vice-president, General 
Foods Corp., has been reelected 
chairman of the Advertising Coun- 
cil. 

Named vice-chairmen were: Lee 
H. Bristol, president, Bristol-Myers 
Co.; Leo Burnett, president, Leo 
Burnett Co., and Albert E. Winger, 
president, Crowell-Collier Publish- 
ing Co. Louis N. Brockway, ex- 
ecutive vice-president, Young & 


Rubicam, was appointed chairman i 


of the executive committee by the 
board of directors. 


Others reelected: Paul B. West, 


president, Association of National 
Advertisers, secretary; Frederic R. 
Gamble, president, American As- 
sociation of Advertising Agencies, 
treasurer; Theodore S. Repplier, 
president, and Allan M. Wilson 
and George P. Ludlam, vice-pres- 
idents. 


Forty directors, representing the 
six constituent organizations, were 
named along with nine directors- 
at-large. 


Appoints Erwin, Wasey 


Erwin, Wasey & Co. of Minne- 
sota, Minneapolis, has been ap- 
pointed to handle the advertising 
of the Spark-O-Liner Corp., Min- 
neapolis, manufacturer of the 
Perry cooling system filter. A 
spring campaign will be directed 
at the fleet transportation market 
= publications and direct 
mail. 


Max Walter Opens Office 


Max Walter, artist and interior 
designer, has formed the Max 
Walter Advertising Service, with 
offices at 449 Baldwin Rd., Maple- 
wood, N. J. The service, available 
to advertisers and agencies, is de- 
voted to advertising and merchan- 
dising in the home furnishings 
field. 


Flexnit Names Maxwell 


Bernard W. Maxwell, formerly 
an advertising adviser to ready-to- 
wear manufacturers, has been ap- 
pointed advertising manager of 
Flexnit, Inc., New York, replacing 
Mort Adams. 


Kushell Joins Wolfe 


Murray G. Kushell, for the past 
four years sales promotion and 
advertising manager of Personna 
Blade Co., New York, has joined 


Lipman Wolfe & Co., Portland, 
Ore., department store, as pub- 
licity director. 
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PRINTING IN SMALL JOBS WE SPECIALIZE IN 
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For purposes of price illustration: 


prices will run 35¢ to $2 depending on quantity. 
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ADVANTAGE OF COLOR 


give you runs of as few as 100 
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with reproductions of amazing fidelity. 
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229,558 LINES in JANUARY 
Other Salt Lake Papers LOST : 


These figures point up a trend . . . a significant change 
that is taking place in the newspaper advertising picture 
in the Mountain West. 


The Deseret News gained in all classifications — general, 


retail and classified. 


The Best Newspaper Advertising Buy 
in the Mountain West 
MORE THAN 85,000 Daily and Sunday 


he Deseret Nems 


SALT LAKE CITY, UTAH 


National Representative: Cresmer & Woodward, Inc. 
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Hetfernan Joins ‘Companion’ 
John J. Heffernan, formerly with 
Practical Home Economics, New 
York, has joined the advertising 
sales staff of the Woman’s Home 
Companion, New York. He will be 
in charge of the Companion’s ac- 
counts in the southern territory. 


Harkavy Joins Basford 


Howard A. Harkavy, formerly 
sales promotion and advertising 
manager of Langevin Mfg. Corp.., 
has joined the copy and contact 
staff of G. M. Basford Co., New 
York and Cleveland agency. 


Polsky’s Names Salberg 


Lee Salberg, formerly assistant 
advertising manager of Herpol- 
scheimer’s Department Store, 
Grand Rapids, has been named 
advertising manager of Polsky’s, 
Akron. 


Video Set Owners 
Still Go to Movies, 
WRC Survey Finds 


WASHINGTON—Washington area 
television set owners use their sets 
an average of 162 minutes daily, 
according to a “cradle-to-grave”’ 
listenership study conducted by 
WRC, NBC outlet here. 

Based on interviews and a lis- 
tener-diary technique developed by 
the NBC Washington research de- 
partment, the Washington area 
study showed TV set-owners at- 
tended motion pictures only 
slightly less than non-set owners. 
The report said 32% of the TV 
owners saw a motion picture each 
week, compared with 36% of the 


‘s 


YEAH MAN! I'M GOING To 
LIKE IT MARCH 27 IN 


EDITION OF THE 


PITTSBURGH POST-GAZETTE 


) 


Nashville Chamber of 
Commerce figures. 


PANEOEANEEN LS 


and other fabric products add 
$10,800,000 


Newspaper Printing Corporation, Agent 
represented by the Branham Company 


INAS DY bibs 


The "MONEY TOWN" of the South 


annually to the 
buying power of 
the ‘Money Town” 
of the South. 


Reach this prosperous 
market through two 
great newspapers. 


non-owners. 

Advanced as the first study of 
listening habits of all family 
members, from infants to the 
aged, the WRC report on radio and 
television said that 44% of child- 
ren, age five to 11, read at least 
part of a newspaper daily, while 
76% do some radio listening. 
Average newspaper reading time 
for this age group was 11 min- 
utes, while radio listening time 
was 112 minutes. 


ws The 12 to 18 age group was 72% 
newspaper readers and 88% radio 
listeners. Average reading time 
was 26 minutes, and average lis- 
tening time, 163 minutes. 

WRC found 72% of the area 
population read newspapers and 
spent an average of 57 minutes. 
Average AM radio listening time 
was 162 minutes daily for the en- 
tire listening audience. 

A special diary study of tele- 
vision listening reported 72% of 
TV homes tuned to “Texaco Star 
Theater.” Other popular programs 
were “Toast of the Town” 
(62.9%); boxing (52.5%); “Break 
the Bank” (51%); “Howdy Doody” 
(46.5%). Milton Berle and Arthur 
Godfrey did not appear during 
the week of Feb. 20-23, when the 
test was made. 

The WRC diary technique in- 
volves record keeping by a pop- 
ulation cross-section selected on 
a random sample basis. In the TV 
tests, 450 diaries were placed 
through 5,000 random telephone 
calls, with 365 usable diaries re- 
sulting. 


Baar Joins Robbins & Barber 

Stanley Baar, former managing 
director of Licensed Beverage 
Industries, Inc., New York, has 
been named a partner of Robbins 
& Barber, New York, public 
relations counsel. Mr. Baar was at 
one time wine and spirits editor 
of the New York Journal of Com- 
merce. 


Distiller Names Rose 


Sanford B. Rose, former assist- 
ant national merchandising man- 
ager of Three Feathers Distrib- 
utors, Inc., a Schenley affiliate, 
has been appointed advertising and 
merchandising manager of Brandy 
Distillers Corp., another Schenley 
affiliate. 


Huggins Appoints Frost 


Harry M. Frost Co., Boston, has 
been retained to handle the adver- 
tising of James Huggins & Co., 
Malden, refiner and distiller of 
coal tar products. 


Se ie baie 


Advertising Age, March 21, 


1949 


Teleradio Mans Corner 


Radio these days is good for a startled reaction almost any 
night. The music halts and an announcer begins shouting 
(no other word conveys the pitch and anxiety of his voice) 
various messages. 


Do you need any baby pants, the snug fit kind, then 
drop everything and telephone. Eager servants of the public 
are standing by at the radio station switchboard. 


Or perhaps a bargain in six pairs of nylons would 
intrigue you? Here he lowers his voice to a confidential tone 
and assures you these nylons are genuine seconds. Naturally 
you are so startled that you make a point of listening the 
next time the same blurb hits the air. Yes, he said seconds 
(and no more expensive than firsts in the stores). You 
telephone your order, trusting the color and size of seconds. 


Perhaps you’re reading in the evening paper about the 
latest rent gouger to be indicted. The shouter is back: Get 
in touch with the National Apartment-Finding Bureau 
quick. Open day and night, Sundays 2-5. Rents as low as 
$45 a month. Just pay the man $50 for his trouble. 


Maybe you thought you were feeling okay. Fool. What do 
you know about the human body and its capacity for aches 
and pains? What you need is the up-to-date Doctor Book. 
Tells how to diagnose your tumors, recognize old age, have 
a baby. Get to that dial, kid. Just ask for Doctor Book. Send 
no money. Until next week, and the week after, and the 
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week after. 


have a liverwurst on rye with 


verse. 


Or do you want a high school diploma? Just telephone. 
Or perfect yourself on the harmonica? Why put it off? 


Next you'll be able to buzz WOPU’s switchboard and 


At times like these your Teleradio Man regrets that he 
was denied the muse of poetry. The subject cries out for 


a pickle sent over. 


‘Spring Wine Fair’ 
Gets Record Drive 


San Francisco—The wine in- 
dustry—producers, distributors and 
retailers—will unite in launching 
a “Spring Wine Fair” campaign 
April 1, designed to boost retail 
sales at least 50%. 

The new selling drive, described 
as the heaviest promotional push 
for wine on record, is to include 
advertising in newspapers, maga- 
zines, radio, television and trade 
publications, with retailers flaunt- 
ing “Spring Wine Fair” window 
and store displays, bottle toppers 
and other aids. Advertising and 
merchandising will be conducted 
on both an industry-wide and a 
brand basis. 

Coordinating the campaign is a 
special committee headed by How- 


and including executives of leading 
wineries. National, regional and 
local retailer groups are being 
asked to support the drive and 
build the normally slow-moving 
springtime months into a major 
wine marketing season comparable 
to peak fall and winter seasons. 


Greene to U.S. Treasury 


Irving L. Greene, assistant gen- 
eral sales manager of Todd Co., 
Rochester, has been appointed pay- 
roll savings consultant to the 
United States Treasury Depart- 
ment. His first assignment will 
be in connection with the national! 
savings bond campaign ‘beginning 
May 16. 


Reeves Appoints Schroeder 


Charles F. Schroeder, former|) 
with Goold & Tierney, Inc., has 
been named to the newly created 
post of advertising promotion man- 
ager of Reeves Brothers, Inc., New 


ard Williams, Wine Growers Guild, 


York, cotton textile manufacturer. 


The Largest-Selling mass men’s magazine 


*"* LEGION MAGAZINE 
838 


ABC Net Paid Circulation 
(Period ending December 31, 1948 ) 


3,031 


Is ‘mass magazine” space getting foo costly 
for your men’s product budget? 


LOOK AT 
THESE FACTS 


THE AMERICAN 


LEGION 


1. More men read each 100 
copies of the American Legion 
Magazine than any other ‘‘mass 
magazine,’’ says Starch. 


2. The American Legion Maga- 
zine costs only $1.90 per 1,000 
—less than any other mass 
magazine for men. 


full details to: 


1 Park Avenue 
New York City 


If these facts intrigue y 
drop a‘‘collect wire’’ for \ 


Mr. Fred Maguire, Adv. Dir. 
American Legion Magazine 
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COOPERATION 


IN COLOR—The Lincoln-Mercury division, 
waukee Lincoln dealers and the Boston Store joined forces in this color spread 
in the Milwaukee Journal March 13, said to be the largest run-of-paper ad ever 
printed in a newspaper. The cooperation was continued during the week following 
appearance of the ad with a Lincoln displayed in the main show window of the 
department store. 


Ford Motor Co., Mil- 


Carstairs Tests 
Twin Theme, First 
of 4 Trial Drives 


New YorK—Carstairs Bros. Dis- 
tilling Co. last week started a test 
campaign, capitalizing on a twin 
theme for Carstairs White Seal. 

The copy, in 800-line size, went 
to seven newspapers in Carstairs’ 
East Coast marketing area. It is 
one of four themes Carstairs plans 
to test shortly, all of which will 
run in comparable space. 

The twin theme, admittedly 
slanted to capitalize on the interest 
aroused by Toni Co., headlines 
“Twins! Men who care! Both say 
Carstairs!” The illustration shows 
two men, both holding glasses, 
with the caption: “George Malone 
and William Malone, 26-year old 
twins, of Atlanta, Ga.” 

Copy begins, “George and Wil- 
liam Malone are identical twins 
and moderate drinkers. Like most 
‘look-alike’s,’ they don’t always 
think alike. On many things they 
have widely different opinions. 
But when 
‘we’re two men with but a single 
thought—Carstairs!’ ” 

Lennen & Mitchell is the agency. 


Buxton Schedules 
Record Spring Drive 


SPRINGFIELD, Mass.—Buxton, Inc. 
will launch its biggest spring gift 
promotion campaign next month 
starting off with a two-color half- 
age Mother’s Day ad in the April 
23 issue of The Saturday Evening 
Post. 

This ad will be followed by an 
id in Life on May 2 and full-page 
olor ads in Mademoiselle and Sev- 
nteen, The campaign will cover 
\lother’s Day, Father’s Day, grad- 
lation, weddings and anniver- 
aries. 

The company is also distributing 

special dealer folder, offering 
ttention-getting display material 
or windows and counters. J. Wal- 
er Thompson Co., New York, is 

e agency. 


Vadman Urges CCA Take 
susiness Paper Audit Name 


Following NIAA’s recommen- 
ation that Controlled Circulation 
\udit and Audit Bureau of Circu- 
itions merge their business paper 
iditing, and on the ABC’s au- 
\orization of a test audit of un- 
1id circulation on Canadian busi- 
ess papers (AA, March 14), Rex 
/adman last week advocated 
ianging CCA into Business Paper 
idit, a group to audit both paid 
id controlled publications. 
Mr. Wadman, former president 
National Business Papers Asso- 
ition, urged publishers to write 
CCA’s board of directors, not 
Frank Avery, CCA’s executive 
ector. Mr. Avery reminded AA 
t CCA is now serving the func- 
ns outlined by Mr. Wadman. 


Alternate Plan 
for Magazine 
Delivery Told 


BALTIMORE—The threat of high- 
er second class postage rates has 
encouraged a group of manage- 
ment engineers here to work out a 
new magazine delivery service, 
which may prove superior and 
cheaper in many ways than the 
higher postal delivery rates now 
before Congress. 

The plan, promoted by Robert 
M. Kelly, management engineer, 
and A. T. Miller, consumer re- 
search counselor, calls for door-to- 
door deliveries by uniformed per- 
sonnel working under supervision 
of bulk magazine dealers and 
wholesalers. 

As its sponsor sees it, the uni- 
formed full-time magazine carrier 
would become as familiar to the 


|neighborhood as the bakery man, 
it comes to whisky— 


milkman or postman. By taking 
over all elements of delivery, col- 
lections and renewals, he would 


| bring about a substantial reduction 
jin circulation costs currently car- 
| ried by publishers. 


ws Mr. Kelly and Mr. Miller have 
approached a number of large pub- 
lishers in search of backing for a 
test in a typical eastern seaboard 
city. They are hoping that one of 
the large publishing organizations 
will soon “come in.” 

According to the plan, each 
delivery man would cover 1,000 
“dwelling units” a day, approxi- 
mately the same number covered 
by the postman. He would dis- 
tribute all publications handled by 
bulk dealers and wholesalers. 

Mr. Kelly is vice-president of 
News-Meter Distributing Co., Bal- 
timore, which has handled home 
deliveries for newspapers in a 
number of parts of the country. 
The News-Meter receptacle would 
be an integral part of the home 
delivery service visualized for 
magazines. 

Its advocates say the plan will 
provide greater volume and profit 
for the dealer. At the same time, 
it frees publishers of postal regu- 
lations, facilitates renewals and 
collections, cuts mailing-room 
costs, and provides an on-the-spot 
uniformed salesman to promote 
circulation. 


Ohio Newspaper Men Elect 


The Ohio Newspaper Association 
has reelected Roger H. Ferger, 
publisher of the Cincinnati En- 
quirer, president. Other officers 
named are: E. C. Dix, Wooster 
Record, chairman of the board; R. 
Kenneth Kerr, Lancaster Eagle- 
Gazette, vice-president, and Karl 
Bull, treasurer. 


chairman. 


ell-Emmett Co. here is the agency. 


agency. 


featuring singers Roger Dann and 


lanta, is the agency. 


Last Minute News Flashes 


Open ‘Operator 25’ Service to Wider Membership 
New YorK—Directors of the Distribution Council of National Adver- 
tisers, Inc., have changed its by-laws to admit without dues advertisers 
eligible to subscribe to the service, and to admit advertising agencies as 
non-voting associate members on invitation of the board. The council, 
which runs the “Operator 25” service for localizing national advertis- 
ing, now has 22 advertisers conducting campaigns, with ten others 
reported lined up. Marshall Adams, Mullins Mfg. Co., was reelected 


100-Market Drive Opens on Airex Moth Killer 


New YorkK—General Chemical division of Allied Chemical & Dye 
Corp. will launch a newspaper and selective announcement campaign 
in approximately 100 cities east of the Mississippi and north of the Car- 
clinas beginning March 30 for Airex moth killer. The campaign will be 
followed in the near future by drives for an all-purpose insecticide, an 
air freshener and others. Each will carry the trade name Airex. New- 


Lydia Pinkham to Use More Papers, Stations 

LYNN, Mass.-—Lydia E. Pinkham Medicine Co. will increase its 
advertising schedule in April by 50 newspapers and 20 stations 
carrying selective announcements, 
newspapers and 80 stations. Erwin, Wasey & Co., New York, is the 


bringing its total list to 700 


Beck to Sponsor Half-Hour TV Revue 


New YorK—A. S. Beck Co. will sponsor a 30-minute television revue, 


Monica Lewis, and the comic team, 


Kirkwood and Goodman, beginning March 31 at 10 p.m., EST. The 
program, to be carried on NBC’s New York and Schenectady outlets 
through Dorland, Inc., may be extended to other markets later. The 
shoe company, which tested TV on WPIX, New York, has budgeted 
approximately $2,500 weekly for video. 


Wellco Foamtread Shoes Drive Opens in April 


WAYNESVILLE, N. C.—Wellco Shoe Corp. is launching a campaign in 
April for Foamtread shoes in Charm, Glamour, Mademoiselle and 
Seventeen using four-color full-page ads. Liller, Neal & Battle, At- 


Sinclair Launches 


$250,000 Campaign 
on Anti-Rust Gas 


New YorK—Sinclair Refining 
Corp., through Hixson-O’Donnell, 
on March 22 will launch a $250,- 
000 experimental campaign for 
anti-rust gasoline, newest product 
of its research and development 
department, for a four-month per- 
iod. 

The campaign calls for insertion 
of two weekly full and half-page 
ads in all newspapers in five mid- 
western cities chosen for the ex- 
periment, plus radio spots on 15 
stations, and display material 
placed in 4,200 gas stations and 
other outlets. 

The product, result of over two 
years’ experimental work in Sin- 
clair laboratories, will have the 
benefit of 1,500 spot announce- 
ments, averaging 75 per week, for 
the duration of the campaign, in 
addition to thrice-weekly tie-ins 
on the Sinclair news broadcasts 
over WENP, Milwaukee. Company 
officials announced that approxi- 
mately $90,000 will be spent on 
the spot announcements, while the 
remaining $160,000 will go for 
newspapers, etc. 


RMA Votes to Present 
Video Facts to Public 


Directors of the Radio Manufac- 
turers Association decided last 
week to set up a special committee 
charged with the duty of giving the 
public an “objective, constructive 
and orderly presentation” of facts 
regarding possible changes in video 
sets if stations are permitted to use 
ultra high frequency channels. 

RMA action, proposed by 
V. Galvin, head of Motorola, Inc., 
and acting chairman of the group’s 
set division, followed the contro- 
versy which broke out after Zenith 
Radio Corp. used newspaper space 
to assure set buyers that expected 
changes would not obsolete Zenith 
video sets. What form the new 
committee’s presentation will take 
was not disclosed. 


Ames Incross Names Smedal 


Olav Smedal, owner of the Valo 
Feature Service, Ames, Ia., has 
been appointed advertising di- 
rector of Ames Incross, Inc., 
|which serves cooperative hatch- 
leries in 13 states. 


Paul | 


Int'l Silver Plans 
Special Promotion 
for New Pattern 


MERIDEN, CONN.—International 
Silver Co. will launch a campaign 
in April to introduce its new ster- 
ling pattern, Queen’s Lace. The 
company will use five additional 
consumer magazines, combined 
with regularly scheduled ads in 
Life and its Sunday night radio 
show, “The Adventures of Ozzie 
and Harriet,” which will be heard 
on CBS beginning next month. 

This campaign will tie in with 
promotion by the American Lace 
Manufacturers Association, com- 
prised of localized department 
store ads and window displays. 

Full-page color ads of Queen’s 
Lace will appear in the May 2 issue 
of Life and in the following addi- 
tional magazines: Harper’s Bazaar, 
House & Garden, House Beautiful, 
Seventeen and Vogue. 

The lace-like openwork of the 
new pattern will also be tied in 
with lace-featured gowns, dresses, 
etc., created by four women’s ap- 
parel designers in Paris. 

Young & Rubicam, New York, 
is the agency. 


‘Tallulah Bankhead Files 
‘Suit Over Prell Jingle 


Tallulah Bankhead has filed a 
$1,000,000 damage suit against 
Procter & Gamble Co., Benton & 


Bowles, Columbia Broadcasting 
System and National Broadcasting 
|Co., charging that she has been 
| “humiliated and distressed” by 
j}use of the “Tallulah the Tube of 
| Prell Shampoo” jingle aired on two 
|network shows. 

| P&G officials, who said the com- 
|pany has no intention of dropping 
ithe attention-getting jingle, orig- 
jinated by Benton & Bowles’ Len 
| MacKenzie, said there had been no 
intention “to capitalize on any liv- 
name.” Counsel 


|ing person’s 


77 


P&G Again Top 
Advertiser, PIB 
Report Shows 


(Continued from Page 1) 
General Electric Co., which spent 
$11,772,858 in the four media. 
Fifth was Lever Brothers Co., 
which spent $11,470,401. 

Sterling Drug, Inc., was sixth 
with $11,316,792; Colgate-Palmol- 
ive-Peet Co. seventh with $10,803,- 
230; General Mills eighth with 
$10,426,179; Swift & Co. ninth with 
$9,263,977, and Campbell Soup Co. 
tenth with $8,771,375. 


= Other companies spending more 
than $5,000,000 were R. J. Rey- 
nolds Tobacco Co., Liggett & Myers 
Tobacco Co., Distillers Corp.-Sea- 
gram, Miles Laboratories, Ameri- 
can Home Products Co., Chrysler 
Corp., Ford Motor Co., American 
Tobacco Co., Gillette Safety Razor 
Co. and Bristol-Myers Co. 

There were 125 companies spend- 
ing $1,000,000 or more in the four 
media and 715 spending between 
$100,000 and $1,000,000. 


Leading magazine advertisers 
were: 
General Motors $8,281,552 
General Electric 7,198,698 
Distillers-Seagram 6,018,592 
General Foods 4,501,268 
Swift & Co. 4,404,548 
Procter & Gamble 4,297,441 
Chrysler Corp. 3,828,878 
Schenley Distillers 3,750,536 
Colgate 3,626,148 
Ford Motor 3,375,547 


Leading radio advertisers: 


Procter & Gamble $18,199,384 
Sterling Drug 9,063 ,366 
General Mills 7,190,599 
General Foods 6,774,593 
Gillette 6,267,319 
Miles Labs 5,885,540 
Campbell Soup Co. 5,819,758 
Lever Brothers 5,317,036 
Liggett & Myers 5,043,752 
American Home Products Co. 4,592,772 
ws Leading advertisers in farm 
publications were: 

General Foods $1,280,914 
General Motors 1,012,118 
General Electric 734,237 
Chrysler Corp. 644,250 
Ford Motor Co. 473,630 
Goodyear Tire & Rubber Co 403,900 
Lever Brothers 389,970 
R. J. Reynolds 380,600 
General Mills 363,604 
Dearborn Motors Corp. 326,360 


In the six publications which 
PIB classifies as newspaper maga- 
zine sections, leaders were: 


Procter & Gamble 3,372,480 
Colgate 2,768,711 
Lever Brothers 2,390,015 
Swift & Co. 1,343,674 
Pillsbury Mills 1,126,315 
National Dairy Products Corp. 926,325 
General Mills 915,559 
Sterling Drug 863,284 
Westinghouse * 601,689 
Lamont, Corliss & Co. 600,477 


ASA Takes Own Rx, 
Standardizes Its 
Own Standards 


NEw YorK—The 
Standards Association 
took its own medicine. 

It standardized American Stand- 


American 
last week 


| ards. 


Up to now the standards pub- 
lished by the association have been 
printed in 20 different sizes by 
the national organizations active 
in the standardization program. 

Hereafter these will be pub- 
lished in three sizes: 8142x111” for 
pamphlets; 6x9” for books; and 
544x734” for pocket-size books. 
In a standard release form, using 
standard terminology, the ASA 


for 


noted that “through its action in 
approving these standards, the 
American Standards Association 


jone of the defendants said the|strongly urges all of the member- 
|plaintiff “must not only prove be-| bodies of ASA, and other national 
yond a doubt that the name Tallu-| organizations serving as sponsors 


jlah indicates Tallulah Bankhead, 
|but that the commercial was in- 
'tended to be identified with Miss 
Bankhead.” 


Regal Names Abbott Kimball 


Regal Amber Brewing Co., San 
Francisco, has appointed 
|Kimball Co. as its agency, effec- 
itive May 1. 


Abbott | 


for work on standards, to use these 


| three sizes in publishing their own 


those ap- 
Standards.” 


standards as well as 
proved as American 


Sutherland Joins ‘Life’ 

Arthur T. Sutherland, formerly 
with Collier’s, has joined the New 
York sales staff of Life. 
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Parent Company and 
Products Advertised 


General 


Farm 


Magazines Magazines 


(Continued from Page 67) 


Swiftning Lard 
Swift's Brand of Meats” ” 
Swift’s Brookfield Butter 
Swift's Brookfield Cheese 
Swift's Brookfield Eggs ..... 
Swift's Brookfield Meats ... 
Swift’s Meats for Babies . 
Swift's Peanut Butter 
Swift's Premium Meats 
Pard Dog Food 
Sunbrite Cleanser 
Swift's Cleanser 
Swift's Cleanser—Contest 
End-O-Pest Insecticide 
Swift's Red Steer Plant Food 
ET ee is cho ceeeewewe 
Swiss Federation of Watch 
Manufacturers 
Sylvania Electric Products, Inc. 
Sylvania Lamps 
Sylvania Radio Tubes 


Talon, Inc. 
Tampax,Inc. 
Tappan Stove Co. 
Texas Co. 
Fire Chief Gasoline 
Havoline Motor Oil 
Marfak Lubricating Grease ... 
Sky Chief Gasoline 
Texaco Dealer Service 
Texaco PT Anti-Freeze 
Texaco Products 
Texas Co., Industrial Lubrication 
Texsun Citrus Exchange 
et rite neko gy > 66. «0 
Indian Head Fabrics—-Women..... 
Lonsdale Fabrics—Women 
Textron Blouses—Women 
Textron Lingerie 
Textron Lounge Apparel 
Textron Pajamas—Men 
Indian Head Fabrics 
Nashua Blankets 
Nashua Sheets & Pillow Cases 
Nashua Shower & Window Curtains.. 
Thor Corp. 
Thor Automagic Dishwasher 
Thor Gladiron 
Thor Washing Machines 
Tide Water Associated Oil Co. 
Federal] Tires—Car & Truck 
Tydol Flying-A-Dealer Service 
Veedol Motor Oils 
Timely Clothes, Inc. 
Timken Detroit Axle Co, 
Timken Silent Automatic Heat— 
Timken Axles 
Timken Roller Bearing Co. 
Timken Roller Bearings 
Timken Steel & Tubes 
Torrington Co. 
Torrington Needle Bearings 
Columbia Bicycles 
Towle Manufacturing Co. 
Trailer Coach Mfrs. Ass'n. 
Trane Co 
Trane Air Handling Equipment 
teed eeacts sehen bee 48 
Trane Convector-Radiator’'s—-Home 
Transcontinental & Western Air 
Travelers Insurance Co. 
Travelers Insurance, All Forms...... 
Travelers Insurance, Casualty 
Travelers Insurance, Life 
Trico Products Corp. ........... 
Trimount Clothing Co. 
Tucker Corp. 
20th Century Fox Film Corp. 
“The Snake Pit’’—20th Century-Fox. 
20th Century Fox Motion Pictures.... 
Twitchell, E. W., Inc. 
Textilene Sunsure Seat Cover Fabric. . 
Twitchell Fibre Cords 


U 
U. S. Brewers Foundation, Inc. 
U. . Envelope Co. ; 
U. S. Government . 
National Guard U. S. A. 
U. S. Army & U. S. Air Force Recruit- 
ing Service 
War Assets Administration ... 
U. S. Playing Card Co. .. 
Bicycle Playing Cards 
Congress Playing Cards 
U. S. Plywood Corp. 
Menge! Flush Doors—-Home 
Weldwood Plywood—Home 
Uv. . _ Rubber Co. 
U. S. Gaytees—-Women 
U. Hy Gaytees & Royal Rubber Footwear 
Family 
U. 8. Kedettes Shoes— Women 
U. S. Keds—Family 
U. S. Royal Rubber Footwear 
Lastex Yarns 
Laton Elastic Yarn 
U. S. Koylon Foam 
U. S. Royal Golf Balls .... 
Fisk Airborne Tires—Car & Truck 
U. S. Royal Tires—Car & Truck ... 
U. S. Royal Tractor Tires : 
U. S. Shoe Corp. 
s 


Home 


Men.. 


U. S. Steel Corp. ...... 
eer 
USS American Fence Farm .. 
USS Cyclone Wire Fence Industrial. 
CS ee , i cco cecescnvecessens 


Ingersoll Mickey Mouse Gift ‘Items 
Saga Watches 
U. S. Tobacco Co. 
Underwood Corp. ‘ 
Underwood, William, Co. ; 
Union Carbide & Carbon Corp. 

Union Carbide & Carbon Corp., 
eral Promotion Seid it 
Vinylite Plastics 
Eveready “‘A”’ Battery . 
Eveready Mini-Max Hearing Aid 
PE cc cagatrteseseeresess 
Eveready Flashlight Batteries és 
Eveready Flashlights & Batteries ... 
Eveready Mini-Max Radio Batteries 
Prestone Anti-Freeze ‘ 
Union Gil Co. of California 
Union Pacific Railroad Co. . 
Sun Valley, Idaho, Resort Developme nt 
Union Pacific Railroad—Passenger. . 
United Air Lines, Inc. 
United Artists Corp. 
“An Innocent Affair” United Artists 
“My Dear Secretary’’—-United Artists 
*Pitfall’’—Regal Films 
“Red River’’—Monterey .. 
United Artists Motion Pictures| 
United Electrical, Radio & Machine 
Workers of America 
United Fruit Co. ......... 
United Jewish Appeal .. 
United Merchants & Mfrs., Inc. 
Ameritex Fabrics—Women 
Cohama Fabrics—Women 
United Wallpaper, Inc................. 
Trimz Ready-Pasted Wallpaper—-Home 
Trims Ready-Pasted Wallpaper, Con- 
test—Home 


Gen- 


489,595 
591,568 
50,235 
74,730 
40,520 
133,475 
157,100 
73,500 
961,924 
298,345 
13,055 
102,426 
31,400 
82,990 


147,016 


585,430 
217,690 
155,218 

55,500 


357,556 
412,938 
135,067 
1,170,712 
168,600 
161,125 
350,565 


139,825 
214,000 

92,400 
177,625 
162,258 

49,000 
$12,715 


271,680 
156,650 
151,470 

59,350 

92,120 
349,595 
293,275 

56,320 
133,995 
107,375 

26,620 
289,000 
159,772 
176,895 


53,190 
113,175 
274,490 
271,870 
174,010 
62,035 
35,825 
209,771 
53,537 
276,016 
34,360 
155,185 
114,510 
86,585 
27,925 


977,750 
90,234 
1,373,961 
254,355 


1,002,011 
117,595 
199,131 

83,181 
115,950 
165,138 

34,400 
107,600 

1,216,250 

30,825 


136,050 
26,750 
89,900 

108,530 
34,085 

478,652 


160,904 
515,627 
448,164 


197,700 
150,963 
1,369,286 


$12,434 
218,505 
40,115 


70,076 
194,990 
77,145 
91,260 
318,164 
295,075 
552, 296 
7 3, 791 
456,590 
245,420 
407,450 
46,110 
35,870 
48,551 
113,410 
145,459 


156,605 
220,400 
194,664 

40,418 
125,790 
170,290 

83,565 


32,125 


82,840 


7,800 
67,625 
16,250 

248,200 


69,400 
69,400 


9,756 


20,450 


37,189 


37,189 


42,500 


60,550 
133,588 


54,800 
31,300 


108,718 


47,248 
11,700 
43,626 


489,595 
591,568 
50,235 
74,730 
40,520 
133,475 
157,100 
73,500 
961,924 


32,125 
147,016 


668,270 
217,690 
155,218 

55,500 


365,356 
480,563 
151,317 
1,418,912 
168,600 
161,125 
350,565 
157,710 
193,790 
62,750 
248,200 
74,825 
70,506 
1,558,493 
131,200 
58,400 
96,900 
407,525 
139,825 
214,000 
92,400 
177,625 
162,258 
49,000 
312,715 
86,670 
78,125 
147,920 
299,185 
3,750 


92,120 
418,995 
362,675 


26,620 
289,000 
159,772 
176,895 


53,190 
113,175 
274,490 
271,870 
174,010 

62,035 

35,825 
219,527 


53,537 
276,016 
34,360 
155,185 
114,510 
86,585 
27,925 


998,200 
90,234 
1,411,150 
254,355 


1,039,200 
117,595 
199,131 

83,181 
115,950 
165,138 

34,400 
107,600 

1,338,347 

30,825 


77,625 
64,555 
80,305 
59,020 
136,050 
26,750 
89,900 
108,530 
41,660 
478,652 
60,550 
160,904 
649,115 
502,964 
31,300 
45,260 
52,615 
65,530 
33,825 
197,700 
150,963 
1,478,004 


312,434 
218,505 
40,115 


70,076 
242,238 
77,145 
102,960 
361,790 
295,075 
552,296 
73,791 
456.590 
245,420 
407,450 
46,110 
35,870 
48,551 
113,410 
145,459 


156,605 
220,400 
194,664 

40,418 
125,790 
170,290 

83,565 


General& Magazine 
Farm total 


Sections 


40,000 
19,200 


72,000 
48,000 


64,000 
16,926 


252,000 
113,400 
248,948 


141,865 


100,000 
40,000 


40,000 
20,000 


S3R8.835 
168,450 


164,950 
‘40, 000 


40, 000 


3,200 


2,448 
3,463 
5,341 


"8,114 
8,502 
6,840 


164,000 


164,000 


49,500 


Network 
Radio 


318,792 
66,618 


388,100 


380,588 


1,052,090 
1,052,090 


249,506 


293,854 


Company 
Total 


887,255 
217,690 


365,356 
622,428 
151,317 
2,660,810 


158,426 
1,558,493 


312,715 


399,185 


156,650 
151,470 


418,995 


133,995 


289,000 
159,772 
176,895 


274,490 
271,870 


252,097 
318,792 
120,155 
276,016 


114,510 


998,200 


129,069 


1,967,700 


239,131 


165,138 


1,353,192 


160,904 
1,555,054 


152,615 


249,506 
210,148 
154,426 
.503,345 


295,075 
716,296 


245,420 
407,450 


293,854 
263,525 
220,400 
197,864 


219,790 


Parent Company and 
Products Advertised 
United Wallpaper—Home ....... 
Varlar Wall Covering—Home 
Universal Match Corp. 
Old Nick Candy Bar 
Schutter Candies ........... 
Universal Pictures Co., Inc. 

Castle Films, Home Movies .... 
Universal-International Motion 
TT aay 5.6% aie tad ride 
I a i Oe i os 
Utica & Mohawk Cotton Mills, Ine. 
Mohawk Sheets 
Utica Sheets 


Van Camp Sea Food Co. 
Van Raalte Co., Inc. 
Van Raalte Gloves— 
Van Raalte Hosiery 
Van Raalte Lingerie 
Vanguard Films, Ime. .......ccceces: 
“Mr. Blandings Builds His Dream 
oe Poe co ba bok 
“The Paradine Case” 
Vick Chemical Co............ 
Prince Matchabelli Perfume 
Seaforth Men's Toiletries 
ee Pee ar 
Vicks Va-Tro-Nol Drops....... 
Vicks Vaporub ............. 
Victor Adding Machine Co. 
Visking Corp. 
Visking Cellophane Casings 
Visking Vis Queen Film 
Voice of Prophecy 


Women 
Women 


Ww 
Walker, Hiram, -Gooderham & Worts, 
Ltd. 


Canadian Club Blended Whisky 
Pre 
Drambuie Liqueur ............... 
Hiram Walker’s Brands of Liquor 
Hiram Walker’s Cordials.......... 
Hiram Walker’s Gin............... 
Imperial Blended Whisky.......... 
Old Smuggler Scotch Whisky ........ 
Walker’s De Luxe Blended Whisky... 
Wallace, R., & Sons Manufacturing Co.. 
Wallerstein Co. 


ye ee eee 
5 ES a 
. fare ae 

Warner Brothers Corp. ............... 


Warner Brothers Pictures, Inc. 
“Johnny Belinda’”—Warner Bros. 
“Key Largo”’—Warner Bros. 
*‘Rope”’’—Transatlantic Pictures ..... 
Warner Brothers Motion Pictures 

Warner & Swasey Co.......... 

Warner, Wm. R., Co., Inc..... 
Courtley Men’s Toiletries .. 
DuBarry Beauty Ritual 
DuBarry Creams & Lotions 
DuBarry Success Course ............ 
Rayve Creme Shampoo, See also Lever 


I a ad oie one 
Rayve Creme Shampoo & Hedy Home 

POPMAMORG WAVE ..cccccccccccecss 
Richard Hudnut Home Permanent 
Richard Hudnut Shampoo ......... 
ie ores dxdats 


Sloan’s Balm & Liniment 
Wee, Bs ic A secscsccccds 
Fountain Pens, Pencils & Ink 
Waterman’s Pens 
Waterman's Pens & Pencils 
Webster Tobacco Co., Ine. 
Cinco Cigars 
Webster Cigars 

Weco Products Co. ............ 
Dr. West's Miracle Toothpaste. 
Dr. West's Miracle-Tuft Toothbrush & 
ye ae ae 
Dr. West’s Toothbrushes 
Welch Grape Juice Co. 
Welch's Grape Juice ... 
Welch’s Preserves 
Wembley, Inc. ......... 
Wesson Oil & Snowdrift Co. 
Wesson Oil ........ 
Wesson Oil & Snowdrift 


West Coast Woods Co. . re 
West Coast Woods, Book Farm 
West Coast Woods--Home 

West Point Manufacturing Co. ....... 


Western Auto Supply Co. ...... 
Western Union Telegraph Co. 
Westinghouse Electric Corp. 
Westinghouse Air Brakes aa 
Westinghouse Electric Corp., 
SN ee te eae o alg 
Westinghouse 
|. ae Say -S 
Westinghouse Life Line Motors. . 
Westinghouse Heat & Sun Lamps 
Laundromat, Refrigerator, etc. 
Westinghouse Air Conditioning 
DT thtev cena aGid whee «6% %s 
Westinghouse Appliances 
Westinghouse Electric Corp. 
Promotion 
Westinghouse Electric ( 
FR Pe eee 
Westinghouse Electric Ranges 
Westinghouse Electric Refrigerators. - 
Westinghouse Electric Refrigerator & 
"ite OD COL Ss ceed oa eeee ae ee a 
Westinghouse Electric Roaster-Ovens 
Westinghouse Electric Sheets 
Westinghouse Electrical Planning 
Service—Industrial ... 
Westinghouse Elevators 
Westinghouse Fans ..... 
Westinghouse Irons . 
Westinghouse Lamps ... 
Westinghouse Laundromat | ‘3 
Westinghouse Pop-Up Toaster.... 
Westinghouse Radio-Phonograph .. 
Westinghouse Vacuum Cleaner... se 
Westinghouse Water Heaters Home 


General 


Industrial. 


Westminster, ‘Ltd. 

Weyenberg Shoe 
Portage Shoes--Men 
Weyenberg Shoes—Men 

Weyerhaeuser Timber Co........... 
Balsam Wool Insulation--Home 


Manufacturing Co.. ss 


Weyerhaeuser 4-Square Lumber & 

Services—Home ..........- a 
White Motor Co., The......... 
White Sewing Machine Co.... 


Whitman, Stephen F., & Son 
by a Motor Co.... 
Wildroot Co. 
All Products ‘ are 
Hair Tonic & Cream Oil. Pere 
LA eae Cream Oil Hair Tonic. 
Wildroot Hair Set... ' 
Wile, Julius, Sons & Co... 
Benedictine D.O.M. Lique our 
Peter Dawson Scotch Whisky. . 
Willett, my we _ | ea 
Williams, J. B., a 
Aqua Velva pant Shave Lotion.... 
Glider Brushless Shave......... pake 
Lectric Shave Lotion................ 
Williams Shaving Cream. ieee 
Williams Shaving Preparations aaa oh 
Williams, R. C., & Co., Inc 


General 


Farm 


Magazines Magazines 


48,590 
36,455 
65,158 
62,760 
184,200 
65,710 


78,010 
172,650 
83,000 
14,400 
68,600 


254,467 
157,654 
43,869 
35,556 
78,229 
122,406 


49,300 
68,266 
382,573 
36,305 
62,783 
127,529 
25,475 
112,300 
112,190 
209,058 
159,078 
49,980 


2,411,629 
540,471 
323,000 

36,344 
293,170 
31,875 
82,525 
704,820 
199,145 
164,614 
329,450 
63,755 
167,660 


184,000 
108,920 
2,070 


29,930 
84,180 
257,970 
53,370 
204,600 
$22,783 
47,743 


81,200 
193,840 
337,888 
107,835 
230,053 
148,535 
,160 
238,760 


98.850 


98,850 
230,655 
2,558 
276,690 
1,806,991 
23,520 


93,841 


47,970 
37,250 


33,165 
120,450 
201,580 


47,530 
49,660 
67,998 


39,980 
37,093 
56,285 
53,420 
167,690 
235,230 
29,895 
177,300 
31,870 
23,690 


130,350 
118.625 


30,300 
184,550 
103,075 
379,850 
104,950 
237,083 


47.182 


153,355 


10,091 
16,618 


10,623 


2,625 


9 Gor 
2,625 


47,370 


39,298 


316,200 


119,120 


27,010 


83,850 
7,900 
4,900 

30,300 


12,040 
2,000 


27,400 


Advertising Age, March 21, 


General& Magazine 


Farm total 


48,590 
36,455 
65,148 
62,760 

184,200 
65,710 
78,010 

172,650 
83,000 


14,400 
68,600 


254,467 
157,654 
43,869 
35,556 
78,229 
122,406 


49,300 


112,100 
209,058 
159,078 

49,980 


2,411,629 
540,471 
323,000 

36,344 
293,170 
31,875 
82,525 
704,820 
199,145 
164,614 
329,450 
63,755 
167,660 
158,723 
358,410 
144,473 
457,239 
102,780 
59,465 
173,189 
64,580 
175,110 
744,862 
30,895 
76,360 
73,198 
182,269 


62,315 


184,000 
108,920 
2,070 


29,930 
84,180 
257,970 
53,370 
204,600 
322,783 
47,743 


81,200 
193,840 
337,888 
107,835 
230,053 
148,535 
243,785 
241,385 


146,220 
39,298 
98,850 

230,655 


276,690 
2,123,191 
23,520 


93,841 


1,904 
89,171 
31,355 


47,970 
37,250 


119,120 


33,165 
163,570 
228,590 


47,530 
49,660 
67,998 


39,980 
37,093 
56,285 
53,420 
167,690 
235,230 
29,895 
261,150 
39,770 
28,590 
30,300 
130,350 
118,625 
36,495 
82,130 
119,017 


62,725 


30,300 
184,550 
103,075 
379,850 
104,950 
264,483 


158,355 
214,775 


Sections 


54,540 


72,278 
32,080 
5,000 
4,005 


97,020 
80,850 
16,170 


240,810 
3,470 


179,263 
"2,168 


46,470 
39,725 
91,240 
36,470 
54,770 


23,040 


601,689 


63,115 


55,950 
55,950 


181,750 
167,850 


Network 
Radio 


279,231 


146,656 
146,656 


31,693 
31,693 
662,564 


662,564 


201,696 


1,318,029 


1,318,029 


960,220 
648,541 

86,970 
220,334 


194 


Compa: y 
Total 


504,( 4) 


195,4 4s 


596, 27 
157,:\54 
122,406 


512,165 


112,10 
306,078 


279,231 


2,423,243 


1,090,695 
147,94; 
457,239 


175,110 
1,216,832 


352,006 


970 


369,581 


151,735 
906,349 


146,220 


253,095 
204,254 
276,690 

4,042,909 


130,15 


119 


Alver 


Vilson 
Wils 
Wils 
Wils 
Wils 

Vilson 
Mor 
Wils 
Ideal 
Wils 
Wils 

Vinari 
Vine : 
Vine ¢ 
Vise, 
Nati 
Wise 
Wohl § 
Conn 
Jacq’ 
Marc 
Wolver 
Wood, 
Worthi 
W rigle 
Wrig 
Wrig 
Wurlit: 
Wur! 
Wur'! 


‘Do's 
in A 
NEW 
word 
Don’ts 
the Na 
reau i 
tisers, 
printed 
The 
by the 
and sl 
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Parent Company and General 


Products Advertised 


fompal y 
Total 


Villiamson Candy Co............ 
Villys-Overland Motors, Inc.. 
Jeep Passenger Cars........ 
= cchwze6d dts « 
Vilson Brothers-—Chicago a 
Wilson Brothers Men's Wear..... ; 
Wilson Brothers Shirts—-Men........ 
Wilson Brothers Sportswear 
Wilson Brothers Ties......cccccceses 
} Vilson & Co., Inc. 
4 Mor Luncheon Meat................- 
Wilson’s Meat 
Ideal Dog Food......... eee 
Wilson Golf Equipment............. 
Wilson Sporting Goods.............. 
es MU, Ts cc eccecicadc ewe 
Wine AGvVinOry BOard.....cccccsccccces 
ee ES GE, ob ce carxaddacevenns 
Vise, William H., Co., 
National Educational Alliance, Books. 
Wise Books 
Wohl Shoe 
Connie Shoes 
Jacqueline Shoes--Women 
Marquise Shoes--Women 
Wolverine Shoe Tanning Corp.......... 
We. en Mice Oe UR, BOB. conccccuseces 
Worthington Pump & Machinery Corp.. 
Wrigley, William, Jr., Co.............. 
Wrigley’s Gum 
Wrigley’s Gum—-Public Service....... 
Wurlitzer, Rudolph, Co. 
Wurlitzer Juke Box 
Wurlitzer Pianos 


504,04. #=Jeep Passenger Cars.............. 


195.4 4s 


CO eS Perr 


112,10 Mw rigley’s Gum—Public Service...-... «+... 
306,078 


NBBB Publishes 
‘Do’s and Don’‘ts 


279,23) 


2,423,243 


Magazines 


Farm General& Magazine Network Company 
Magazines Farmtotal Sections Radio Total 
case Gaethe "ebbees 526,086 526,086 
182,290 918,420 100,000 ceunns 1,018,420 
3,400 576,015 aeee 0 0it«é#¥e se ewe 
178,890 eee saacue 
ee 205,228 dees ued’ 205,228 
‘ee 27,250 > Tr 
48,378 
—) 8 denese  § pee 
et” psteese” ~~ Vauaee 
701,217 81,469 782,686 
178,368 ee 
P< -scxage § ‘gutners 
Te «eras #8 bees 
142,514 veneae mee 
1,404 81,469 
103,750 cae > Aes 103,75 
a 8 “Assess  whened 144,900 
ee —sé ee as 171,576 214,076 
75,117 84,400 17,800 177,317 
27,525 x’ ee = i 
47,592 84,400 17,800 
‘spa p-ebaee 153,679 
ne, ‘sépume 
er” | 4 cadue 
rr 36,700 etedue 
102,240  t) are 102,240 
ee 283,826 pwn « 283,826 
12,600 as  westes | seebes 101,785 
. os 53,975 60,000 871,399 985,374 
oéeeve 53,975 TerTT 871,399 
icin | hee’ 60,000 Kae ewe 
21,852 \.) ) reer 170,877 
ipaees 87,250 ee ee sake 
21,852 ee  Bavese #§§ weecum 


ae asp 


has been named an account ex- 


ductions. 


os te a ie Pe, = 
ak . ee : er Kes : 
79 
Parent Company and General Farm General& Magazine Network Company 
Products Advertised Magazines Magazines Farm total Sections Radio Total 
Wyandotte Chemical Corp. ........... 159,631 159,631 159,631 
Y 
Yale & Towne Manufacturing Co. 313,243 313,243 313,243 
Automatic Electric Trucks .......... 100,400 100,400 
Yale Material Handling Equipment.. 40,045 10,045 
Te EEG BOOT oc ccvcccesecvcets 110,400 110,400 
Yale Hardware—-Home ........ 27,020 27,020 
Yardley of London, Inc. ............ 855,430 855,430 855,430 
Yardley Beauty Aids ............. 222,400 222,400 
ET OS niece cdseveds 291,375 291,375 
Yardley Toilet Water & Soap 314,305 314,305 
Yardley Toiletries ........... 27,350 27,350 
Tl Me cdvenncsdbacnee 400 252,955 252,955 252,955 
York Air Conditioning & 
Refrigeration—Industrial ..... , 122,790 122,790 erst aa 
York Packaged Products—Industrial. 42,460 42,460 res ; 
eee ene § OR ee ee ee ee at 123,123 123,123 
Young People’s Records, Inc. ......... 99,815 i orate te 99,815 eae 123,075 
BOE, We Bos UOs sveesuctivercceves 310,735 40,592 351,327 173,960 525,287 
y 
ee ee 996,902 118,828 1,115,730 38,031 we Ce 
Zenith 75 Hearing Aid..... . 260,333 39,348 299,681 38,031 ; 
Bemis BAG oo cccccscccess 213,926 3,400 re - sicece 
Zenith Radio-Phonograph 492,163 76,080 568,248 
Zenith Television ........... ey = =—Ss«ét wc ee 
Binns Bife. Ce. .cccccccccccss - 208,433 2,622 OE ee 211,055 
Zonite Products Corp............ 491,924 6,800 498,724 213,869 712,593 
Forhan’s Toothpaste .......... a 86=3—t—“iéi a 86,800 96,873 
Zonite Disinfectant ............ 76,710 6,800 83,510 19,580 
Zonitors Medical Suppository. . 236,400 a 236,400 74,153 
Zukin, Joseph, of California...... 92,014 wie 92,014 a 8 — yeries 115,277 


5¢ brings the rate to 35¢ per line. 


The rate for a four-color full-page 
ad is $550, and $450 for a two-color 


advertising rates. An increase of| full-page ad. 


in Advertising Copy’ 


New YorK—A _ quarter-million 
word volume on the “Do’s and 


329.45) § Don’ts in Advertising Copy” by 

158,606 § the National Better Business Bu- 

rth reau is now available to adver- 

ay tisers, agencies, broadcasters and 
457 239 ) printed media. 

The volume has been published 

by the bureau in looseleaf form 

175,119 | 2nd supplements will be issued 

1,216,832 | monthly to keep the material up to 


date. The material is presented in 
16 general sections such as drugs 
and devices, cosmetics, food, al- 
coholic beverages, etc. 

| The bureau has devoted about 
ja year to the preparation of the 
basic volume and the first sup- 


352,006 | Plement will be published this 
month. The new service is offered 
at $30 per copy including the 

257,970 | monthly supplements and revisions 
for 1949. Allen E. Backman of the 

322,78" | bureau is editor. 

seu suy | JOHN C. O'LAUGHLIN 

— WasHINGTON—John Callan O’- 

is1.73, | Laughlin, president and publisher 

906,349 }Oof Army & Navy Journal, died in 
Walter Reed General hospital here 

146,220 | March 14. 

Mr. O’Laughlin, who began his 

253,095 | career as a newspaper correspond- 

sea'goo | cnt here, served in Europe for the 

1,042,909 sociated Press and later for the 
Chicago Tribune, returning to 
Washington in 1909 to represent 
the Tribune. After service in 
World War I he joined Lord & 
‘homas as a vice-president. He 
icquired control of Army & Navy 
Journal in 1925. 

WILLIAM B. MURRAY 

New YorK—William B. Murray, 
9, head of the radio and television 
epartment of William Morris 
\gency since 1932, died at Hark- 
ess Pavilion here. 

Mr. Murray, known in radio and 
\usie circles as the only agent who 
ould speak Greek, sold many out- 
anding radio shows, including 

ldie Cantor, Amos ’n’ Andy and 
‘urns and Allen programs years 

20. 

130 He was associated with the Bald- 
in Piano Co. from 1923 to 1928, 
ith the Judson Radio Corp. from 

119 128 to 1930, and in 1932 was di- 
ctor of NBC artists’ booking ser- 

184 ce. 

10: 

10 EE R. WILLIAMS 

= Cuicaco—Lee R. Williams, 49, 
no was associated with the art 

iff of Grant Advertising, died 

a irch 14 folowing a heart attack. 

0:8 

4s.’ |) HARLES KAPLAN 


_ PHILADELPHIA—Charles M. Kap- 
‘1, a member of the sales staff 


91 11 ©: Station WIP for ten years, died 
a 


1 rch 10. He was 75. 


Prosperity 


report from the 


nation’s newsstands... 


Life 

Ladies’ Home Journal 

True Confessions 
Saturday Evening Post 
McCall's 

Woman's Home Companion 


“True Story 


Coronet 
Better Homes & Gardens 


*2,377,000 


Net paid 


the wage earners had a good 6 months: 


therefore, naturally, so did TRUE STORY. 


Of the 10 leading Newsstand Magazines (ABC) 


TRUE STORY (and only True Story) 


gained newsstand circulation in the last six months of *48. 


TRUE STORY 


had the biggest net paid six-month period in its history!* 


TRUE STORY (and only True Story) 


is growing with the Wage-EKarner Market! 


Of the top ten magazines on the nation’s newsstands 
preliminary reports show that only TRUE STORY went ahead! 
Not only ahead, but had a whopping newsstand gain of 146,774 


copies per issue over the same period in’47—a 11.9% rise! 


Matter of fact, TRUE STORY went ahead to the greatest 
6-months total net paid in its 28-year history. 


But that’s not so strange, because the Wage-Earners of 
America were having a great six months period of their own. 


They felt the HCL less . 


were spending on their favorite magazine. 


. . had more “‘loose”’ money . . . 


This is the era of the Wage-Earner—in marketing, in 


politics, in every fibre of your business life. 


Go places 


with him, and his family’s favorite magazine! 


TRUE STORY . .. for 28 years America’s 


favorite Wage-Earner magazine. 
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/ COMPANION’S THE BUY! 
Delivers 4,000,000... 


- a big excess circulation 
over its rate base! 


Six years ago, the Companion inaugurated a vigorous, dynamic new editorial policy. 


The Companion’s progress since that time has been featured by a steady growth 
in reader popularity. Increasingly, the word goes around that 4ere is the magazine 
to watch in the women’s service field. 


In the first half of 1948, the Companion’s net paid delivery was 3,755,000. This 
figure rose to 3,850,000 in the second half... és running over 4,000,000 now. Still 
further gains are indicated for the immediate future. 


All this with even less of a circulation selling operation than we maintained 
before the war. 


Present rate base for 1949 is 3,750,000. We are delivering a considerable excess 
of circulation over and above our rate base now. We confidently expect to continue 
to deliver this extra. 


Reasons enough why 102 products became new Companion advertisers in 1948. 
And why the Companion gained 62% pages of advertising last year—more than any 
other magazine in the women’s service field! 


The magazine 
of personal service, 
home service, 


public service 
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Alvertising Age, March 21, 1949 


PHOTOGRAPHIC 
EVIEW 


AT COLUMBUS CONFERENCE—At the National Marketing Conference he!d in Co- 
lumbus, O., by the Domestic Distribution Department, Chamber of Commerce of the 
United States, Margaret A. Purdy, president, Personnel Management Services, De- 
troit, chats with C. I. Weaver, left, president of the Ohio Chamber, and Earl O. 
Shreve, president of the U. S. Chamber, Washington. Lower picture: Charles Y. 
Lazarus, left, vice-president, F. & R. Lazarus Co., Columbus, and Don Francisco, 
right, executive vice-president, J. Walter Thompson Co., New York, hear a point put 
across by James J. Nance, president of Hotpoint, Inc., Chicago. 


PEARS IS BACK—This window display in a New York drugstore features co picture 
' the cast of the Broadway show “‘Life with Mother’ welcoming back Pears soap, 
ade in England by A. & S. Pears Ltd., a Unilever subsidiary (AA, March 14). 
‘he 200-year-old slogan ‘‘Good Morning—Have You Used Pears’ Soap?” will be 
used. Cowan & Dengler, New York, is the agency. 


P+ SENTS THE ‘FREEDOM SCROLL’—Thomas D’A. Brophy, second from left, president, 

\ orican Heritage Foundation and chairman of Kenyon & Eckhardt, presents the 

edom Scroll,” signed by more than 3,500,000 visitors to the Freedom Train, to 

dent Truman. Left to right are: Allen Wilson, vice-president of the foundation; 

Brophy; the President; J. Edward Shugrue, national director of the foundation; 

v' ver Evans, head of the Library of Congress, and Wayne Grover, archivist of the 
United States. 


IN ‘LOVE HAPPY’—Fisk’s “Time to Re- 
Tire” boy is one of several well known 
trademarks employed as props in the 
Marx Brothers’ picture, to be released in 
June. Here Harpo is in a scene involving 
escape from a gang of jewel thieves. 


SOAP—A miniature of the official M5G 
intercollegiate football, designed and 
manufactured by MacGregor-Goldsmith, 
Cincinnati, has been reproduced in toilet 
soap for use as a novelty by the sport- 
ing goods maker. MacGregor-Goldsmith 
distributed the miniatures as souvenirs at 
the National Sporting Goods Dealers As- 
sociation convention in Atlantic City. 


TAKES OVER—The new president of the 
Junior Advertising Club of Portland, 
Ore., Rollie Gabel, of Mac Wilkins, 
Cole & Weber, left, accepts the gavel 
from Ed Allworth, of Abbott, Kerns & 
Bell, outgoing president, during install- 
ation ceremonies at the club’s March 
meeting. 


PLAN BRAND NAMES DAY—Members of the committee planning the 1949 Brand 
Names Day, which takes place on April 12 at the Waldorf-Astoria, look over the 
promotion piece on the third annual conference. Seated, left to right: George T. 
Sweetser, publisher, Esquire; Ivor Kenway, vice-president, American Broadcasting 
Co.; Henry E. Abt, BNF president. Standing, left to right: Lawrence Moses, ad- 
vertising manager, Phillips-Jones Corp.; J. Sherwood Smith, president, Calkins & 
Holden; H. Ford Perine, merchandising director of Life, and Nathan Keats, as- 
sistant to Mr. Abt. 


“No wonder Elgin steals the show!” 


up JAMES STEWAAT 
“Beautdal styling — amd the Dara Power 


Merepring wesn: aperd performance 
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IN NEW SERIES—Screen star James Stewart states his preference for Elgin watches 
in one of the extensive series of magazine ads Elgin National Watch Co. will launch 
late this month through J. Walter Thompson Co., Chicago (AA, March 14). 


ALBANY LAUNCHING—The first meeting of the Hudson Valley 
Industrial Advertisers, newest chapter of the National In- 
dustrial Advertisers Association, was held at the DeWitt Clinton 
Hotel, Albany. Shown discussing chapter plans are (seated, left 
to right): Blaine G. Wiley, executive secretary, NIAA; George 
Laflin Miller, Doyle, Kitchen & McCormick, guest speaker, and 


Bert King, Mica Insylator Co., Schenectady, Standing (left to 
right): John J. Nolan, Nolan & Twitchell Advertising Agency, 
Albany; H. W. Leland, General Electric Co., Schenectady; Adin 
L. Davis, board member, NIAA, and A. J. Griffin, Ticonium Co., 
Albany, temporary chapter president. This is the 30th chapter 
of the association. 
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Names Smith and Syrett 


R. C. Smith & Son, Toronto, has 
been named to direct the advertis- 
ing of Transvision-Television 
(Canada) Ltd., formerly Cub Air- 
craft of Hamilton, Ont. Robert 
Syrett, Toronto, has been appointed 
to handle the public relations, pub- 
licity and sales promotion. 


Brach Appoints Frank 


Clinton E. Frank, formerly with 
Dancer-Fitzgerald-Sample, has 
been named sales promotion mana- 
ger. of E. J. Brach & Sons, Chicago, 
candy manufacturer. 


QUALITY ART 


= All new and different, with each 
monthly issue of the Art Mart* 
Service. Sample issue on request. 
"Classified Art for Every Use 


“ART MART 


Dalias 1, Texas 


P. O. Box 2121 


NATA Discloses 
Data from Study 
of FM on Buses 


(Continued from Page 1) 
not. 

The reason given by most of 
those not in favor of bus radio 
(4.3%) was classified as “too much 
confusion.” There seemed to be 
very little complaint about the pro- 
gramming or the quality of the 
reception, although a number of 
replies mentioned the safety fac- 
tor, according to Jay Murray, Mur- 
ray & Malone, Minneapolis, chair- 
man of the NATA FM committee 
(AA, Nov. 22, ’48). 

Surveys of riders on radio- 


Independent alone! 


reaches 200,000... . 


NEW YORK . CHICAGO ° 


ST. PETERSBURG, 
20,600 Evening Independent 


Year Round 


Families SPEND 
$6,040,830 
FOR DRUGS 


Of St. Petersburg’s $9,903,000 total drug sales, $6,040,830 is spent 
by approximately 20,600* Evening Independent year-round families. 
This is a drug market almost the total of Tampa’s—served by The 
*(Circulation 26,071—January 19, 1949) 


THIS IS $2,740,194 HIGHER, OR 


82% MORE 


than 20,600 average Florida families 
spend for drug items. 


During the peak months of the visitors’ season, when The Inde- 
pendent’s families reach about 34,000, and the city population 


DRUG SALES WILL BE ALMOST DOUBLE! 


Che Evening Independent 


The Sunshine Newspaper 
ST. PETERSBURG’S FAMILY 
Represented Nationally by 


DeLISSER, INC. 


FLORIDA 


NEWSPAPER 


PHILADELPHIA . ATLANTA 


THERE IS AVAILABLE TO NA- 
TIONAL ADVERTISERS A SPECIAL- 
IZED SERVICE IN PLANNING, DE- 
SIGNING AND PRODUCTION OF 
LITHOGRAPHED DISPLAY MATERIAL 
-IT MAY BE THAT THE SKILL 


AND EXPERIENCE OF THIS 
ORGANIZATION COULD BE USED 
ADVANTAGEOUSLY BY YOU 


LITHOGRAPHED DISPLAYS 


Ce 


Gan! 


MERCHANDISING KNOWLEDGE 


equipped vehicles have been made 
in the past, but they were never 
concerned primarily with riders’ 
opinions about the commercial. 
NATA figured it could be taken 
for granted that most persons 
would never be keen on commer- 
cials, but decided to find out 
whether members must count on 
any irritation. The study was 
undertaken to provide a “feel” 
for the situation. 

For four months prior to the 
study undertaken Dec. 10-16, based 
on November programs, riders on 
heavily used lines in Duluth had 
heard FM programs on which were 
many commercials. Although at 
the start advertisements were 
limited to 20-second spots, an- 
nouncements up to a minute long 
were being aired by the time of 
the survey. (Two Duluth depart- 
ment stores, for example, aired 
spots of strong selling copy at 
four-minute intervals.) 


we The survey covered 12 ques- 
tions. The results: 

1. Have you heard any of the 
musical programs? Have _ heard, 
98 1%. Have not, 1.9%. 

2. Have you heard weather re- 
ports? Yes, 74.6%. No, 25.4%. 

3. Heard any time signals? Yes, 
68.2%. No, 31.8%. 

4. Heard news reports? 
83.7%. No, 16.3%. 

5. Heard advertisements or com- 
mercials? Yes, 74.4%. No, 25.6%. 

6. Recall any commercials 
heard? Not quite two-fifths 
(38.4%) could recall specific an- 
nouncements, and 61.6% could 
not. 

7. Specific commercials recalled. 
NATA did not reveal response. 

8. Frequency of travel on buses: 
Frequently, 57.8%; occasionally, 
28.1%; once in a while, 14.1%. 

9. Length of time on bus: Under 
15 minutes, 19.7%; 15-19 minutes, 
25.3%; 20-24 minutes, 27%; 25 
minutes or more, 28%. 

10. Preference for continuing or 
stopping FM on buses (per count): 


Yes, 


No 
Continue Stop Opinion 

Total 77.9 4.3 17.8 
Males 80.3 2.6 17.1 
Females 75.5 5.9 18.6 
Age 15-29 83.8 1.8 14.4 
Age 30-44 81.6 4.0 14.4 
Age 45 up 68.7 71 24.2 


Questions 11 and 12 related to 
reasons for discontinuing FM 
(33 of some 775 gave reasons) 
and identification as to age, etc. 


FIRST TWIN CITIES 
BUSES CARRY FM 


MINNEAPOLIS—I ntroduction of 
FM radio in 30 buses here has been 
set by agreement between Station 
KBTR and five Minneapolis sub- 
urban bus companies. The station 
is offering special programs to bus 
riders during rush hours with 
commercials spotted every four 
or five minutes. 

News, music and some sports are 
beamed from 6:45 a.m. to 9:15 
a.m.; from 10:30 a.m. to 2 p.m. 
and from 4:30 to 7 p.m., peak 
transportation hours. Bus com- 
panies have agreed to turn their 
bus radios off during other hours, 
so that the station’s regular pro- 
grams won't conflict with the type 
of programs aimed at bus radio 
specifically. KBTR is affiliated 
with Transit Radio, Inc. 

Passengers surveyed have found 
the innovation a pleasant one and 
bus drivers, it is reported, welcome 
FM radio for a unique reason: 
Passengers, kept waiting, often 
complain that buses are late. With 
a radio station now supplying the 
correct time, there’ll be fewer 
disputes between passenger and his 
|watch and the bus driver, whose 
|watch never was enough evidence 
| for passengers. 


‘Starts Swift'ning Drive 


| Swift Canadian Co., through the 
| Toronto office of J. Walter Thomp- 
son Co., has launched a campaign 
in Ontario dailies to introduce its 
new shortening, Swift’ning. Other 
Canadian markets will be opened 
| later. 


New Nielsen Report 
Shows CBS Programs 
Still Going Strong 


Cuicaco—Shows that switched 
to CBS continued to gain in lis- 
tenership during the second week 
in February, according to A. C. 
Nielsen Co.’s latest report. 

Jack Benny (Lucky Strike) 
nosed out S. C. Johnson & Son’s 
“Fibber McGee & Molly” and took 
over second place among the eve- 
ning shows. “Amos ‘n’ Andy” 
(Lever Bros.), which moved up to 
17th place and then to seventh 
position on the previous two re- 
ports, now is in fifth place, with a 
strong 2.6-point gain. 

Wildroot’s “Adventures of Sam 
Spade,” which started as a sum- 
mer show and_ inconspicuously 
moved up and down the list, well 
below the top 20, until it switched 
to Columbia this season, landed in 
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Advertising Age, 


eighth place on the latest repor'. 

“Lux Theater” dropped 2.2 
points, but still maintained ts 
lead over the evening shows 
Greatest gain during the period 
measured was that of the “Fo 
Theater,” which zoomed from 40th 
position to 14th place. “Stop tre 
Music,” (Lorillard’s segment) aiso 
pushed upward from 34th to 12th 
place. (This was before Walter 
Winchell identified the mystery 
tune for his listeners.) 


e A clue to NBC’s current d's- 
cussions about relaxation of its 
ban on mystery shows during the 
early evening hours may be found 
in the lineup of the top 20 shows 
With three exceptions, all of the 
shows from seventh through 20th 
are whodunits. They have moved 
into the elite group one or tw 
at a time each report, with a 
minimum of fanfare. 

More important, all of the mys- 
tery shows in the top 20, except 


FA 


— §0,000 WATTS — 
EDWARD PETRY & CO. 


Yours for the Asking: 


COMPLETE FACTS FILE 
OF THE WWVA MARKET 


Here— in one compact file folder—are all 
the facts about the great four-state market 
served by WWVA: Eastern Ohio, Western 
Pennsylvania, Virginia and West Virginia. 
A penny postcard will bring your file folder 
to you. Just ask for a copy of the Fingertip 
Facts Folder about the WWVA market. 


FOR TIME BUYERS ABOUT 
A GREAT MARKET AREA - 


: ~ Representa 


Pan & “Ee 
IMPOSING group of su¢cesstful advertising executives 


N 
A and advertising agencies find this a lucky number. 
It enables them to use a service consisting of ad-setting, 
engraving, and printing — all ander one roof... Specially 
trained men are always on their toes to serve you so well 
that you will come back again. We can lighten your burdens | 
—and at the same time produce better and more profitable | 
printing for you—at a saving of time, trouble and money. 


FAITHOR 


CORPORATIO 


AD-SETTING - ENGRAVING - PRINTING 


| 


400 N. RUSH STREET, CHICAGO 11 - WHitenaut 4-2306 
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hd ertising Age, March 21, 1949 
fo’ “Mr. District Attorney” (Bris- | 
to -Myers) and “This Is Your FBI” 
(}quitable Life) are CBS shows, 
ard almost all are aired before 
9 p.m. In all, a total of 12 out of | 
the top 20 are Columbia programs, | 
aid the mysteries unquestionably | 
lped CBS get into its present | 
position. 

In the past few reports there | 
have been apparent changes in| 
ytime listening habits also. For | 
long, long time, the soapers held 
\| of the top 15 places. They were, | 
uite obviously, the most popular | 
aytime shows. 

Then Arthur Godfrey appeared | 

on the scene, and finally crashed 
the elite list. Latest report shows 
him on top of the heap. In addi- 
tion, however, early 1949 saw the 
initial appearance of “Jack Arm- 
strong” (General Mills) among 
the top 15, and the latest report 
shows ABC’s “Sky King” (which 
alternates with “Jack Armstrong” 
in the same time slot) also among 
the leaders. 
Nielsen data puts the tota! radio 
usage per home per day at 5.1 
hours—the same level as the pre- 
vious report, but 5% off from the 
year-ago listenership figure. 
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Davidson in New Post 


Richard S. Davidson, formerly 
assistant manager of Home Own- 
ers’ Catalogs, published by F. W. 
Dodge Corp., has been named 
assistant general manager of 
Progressive Grocer, New York. 


Adds Translation Service 


Charles L. Leong & Associates, 
San Francisco, publishers’ repre- 
sentative, is offering commercial 
translations of advertising bro- 
chures, sales literature and adver- 
tising copy into all Oriental lan- 
guages. 
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Nielsen Figures on Top-Rated Shows 


EVENING, ONCE-A-WEEK, 


Prev. Cur. Points | Cur. Prev. Cur. Points 
Rank Program Rating ow Rank Rank Program Rating rk ¥ 
1 Lux Radio Theater...... 33.6 1 4 Jack Benny .......... 25.4 +3 
a eS 30.0 4 a3 . 2a 2 Fibber McGee & Molly...25.1 +0.6 
2 Fibber McGee & Molly...298 |0.0| 3 $3 Walter Winchell .......246 +1.4 
4 Godfrey’ $ Talent Scouts..29.2 41.3) 4 1 Lux Radio Theater...... 24.3 —4.1 
fe 4} &) eae 28.4 +4+2.6| 5 7 Godfrey’ s Talent Scouts..21.1 +0.1 
5 Walter Winchell ....... 27.1 +09) 6 13° Amos 'n’ Andy...... 21.1 42.1 
RR fs . eon 268 +05) 7 @ Oe OD cca ccrede. 20.9 +0.7 
18 Adventures of Sam Spade.24.8 418) 8 19 Crime Photographer ....20.3 +2.7 
22 Crime Photographer ....246 43.6) 9 5 My Friend Irma........ 19.7 1.8 
6 My Friend Irma.... .24.4 2.3 | 10 21 Stop the Music (4th gtr.) 19.6 42.4 
10 Mystery Theater ....... 23.1 0.7 | 11 Eg aa 19.3 +0.3 
34 Stop the Music (4th qtr.) 22.9 43.5 12 ee EE oan bak dons 19.1 +0.4) 
ff... eae 22.9 +0.6 | 13 29 Adventures of Sam em 188 +428) 
OO 22.4 +39 | 14 12 Mystery Theater .......18.3 0.7 | 
- * ~ —e 22.1 10/15 6 This Is Your FBI. 18.2 —1.3 | 
14 Inner Sanctum ...... 21.6 1.8 | 16 27 Stop the Music (3rd qtr.) 18.0 42.0 
13. FBI in Peace and War...21.5 0.8 | 17 15 People Are Funny....... 178 —0.2 
16 Mr. and Mrs. North..... 21.2 —1.0/ 18 8 Mr. District Attorney... .17.7 2.3 
12 Mr. District Attorney....21.1 —2.8/ 19 1l FBI in Peace and War.. .17.6 0.7 
9 This Is Your FBI....... 21.0 —2.1 | 20 23 Mr. and Mrs. North..... 17.3 .+0.5 
EVENING, 2 TO 5 A WEEK, 5-30 MINUTE PROGRAMS 
1 Lone Ranger ... soe omen 0.1| 1 S BO BE nc cccsecce 16.3 +1.1 
2 coeeddel +04) 2 ci) >> Saar 15.0 +0.1 
3 Counter-Spy eked +19) 5 3 Counter-Spy .......... 13.5 +2.4 
DAYTIME, 2 TO 5 A WEEK, 15-30 MINUTE PROGRAMS 
7 Arthur Godfrey 1 ll Arthur Godfrey 
(Ligg. & Myers).....13.6 408 (Ligg. & Myers). 11.5 +41.1/ 
9 Ma Perkins (CBS)......11.6 40.4] 2 8 Ma Perkins (CBS).. 10.6 +0.3) 
1 When a Girl Marries. 11.6 0.9) 3 1 When a Girl Marries. 10.6 —0.5) 
2 Young Widder Brown....11.4 0.7} 4 3 Young Widder Brown... .10.0 0.8 | 
20 Arthur Godfrey (Nabisco) 11.2 40.6] 5 21 Arthur Godfrey (Nabisco) 10.0 +0.7 | 
6 Pepper Young's Family..11.2 -—O.7] 6 6 Pepper Young's Family. .10.0 -0.6 | 
Se. WE 2004s ees v 0% 11.0 0.4] 7 2 Backstage Wife ........ 99 —1.0) 
4 Backstage Wife ........ 10.9 —10] 8 7 Portia Faces Life. . 97 —0.4 | 
18 Wendy Warren ........ 10.8 0.0} 9 4 Right to Happiness . . .. 96 —1.5 
oe AL Peer 10.7. 4+1.1]10 5 Stella Dallas .......... 9.6 0.8 | 
8 Portia Faces Life....... 10.6 0.7711 9 Our Gal Sunday........ 9.4 my 
3 Right to Happiness..... 10.6 —1.6]12  f - Seats 9.3 0.4 
5 Stella Dallas ....... 10.5 —0.9]13 17 Guiding Light ......... 9.3 0.0 | 
19 Guiding Light ......... 10.5 +0.2]414 20 Wendy Warren ........ 91 40.1) 
25 Jack Armstrong ........ 10.5 +0.9]15 16 Romance of Helen Trent. 9.0 0.4 | 
DAYTIME, SATURDAY OR SUNDAY, 5-60 MINUTES | 
| 
1 True Detective Mysteries.17.9 40.5); 1 1 True Detective Mysteries 12.7 x4 
2 Quick as a Flash....... 16.9 +25] 2 ee of eee 12.2 41.3 
GC Te Mee bcceecdces 14.2 +1.0; 3 8 Quick as a Flash....... 11.2 +1.5 
3 House of Mystery.......140 -—O8)| 4 5 House of Mystery....... 111 —0.3 
4 Stars Over Hollywood....13.7 -—1.0| 5 3 Grand Central Station. ..10.7 1.0 


Week of Feb. 6-12, 


1949 


All figures copyright by A. C. Nielsen Co. 


TOTAL AUDIENCE 


15-60 MINUTE PROGRAMS 


AVERAGE AUDIENCE 


garde. 


Chicago e 


And they are, too! Bartered, swapped, traded . 
virtually legal tender among America’s beardless literary avant 


With few fixed habits or prejudices. . . 
sive, and brand conscious . . . and the inherent ability to make 
others want things as intensely as they do (especially parents) 
. .. the comics magazines’ sub-adult audience is your one new 
expanding market. And National Comics does the complete job 
... read by 4 out of 5 of all regular comics readers. 


THE NATIONAL COMICS GROUP 


Ask the man who owns one 
copy Of NATIONAL COMICS... 


Go ahead, ask him! 


“National Comics? Entre nous, my most valued possession,”’ 
he whispers hugging a current copy of Superman. 


Represented by: 


RICHARD A. FELDON & Co., INC. 
205 East 42nd Street, New York 17 
Los Angeles e 


San Francisco e 


. . comics are 


impressionable, respon-_ 


Portland 


Copr. 1949—National Comics Publications, Inc. 


| cinnati, 


Citizens Publishing Formed 
in Louisiana; Buys KLOU 


Citizens Publishing Co. has been 
formed in Lake Charles, La., to 
start publishing a new morning 
and Sunday newspaper. The com- 
pany also has purchased Station 
KLOU, subject to the approval of 
FCC. 

Willis P. Weber is president of 
the company and H. Vernon 


"4|Anderson will be publisher and 


general manager of the newspaper. 


Three Join Hugo Wagenseil 
Jim Bridges, formerly writer- 
producer and director of station 
sales at Frederic W. Ziv Co, Cin- 
has joined the radio-tele- 
vision division of Hugo Wagenseil 
& Associates, Dayton. Edgar Phil- 
lips Jr., formerly public relations 
representative of the Ohio State 


83 


Employment Service, Dayton, and 
David Thomas have joined the 
agency's research and public rela- 
tions staffs, respectively. 


CUT RISING COSTS IN 


ADVERTISING PRODUCTION 


tae CRAFIINT 


DOUBLETONE 


Drawing Papers 
with the hidden shading screens . . . Tints 
that are instontly “brought up” with the 
application of developers. Finished art can 
have two tones of gray plus black and white 
and still reproduce os straight line work. 
WRITE TODAY for pattern chart and infor- 
mation. Available at your dealer or direct. 


THE CRAFTINT MFG. COMPANY 
. 1615 Collamer Ave., Cleveland 10, Ohio J 


WMT takes the gamble 
out of Bettendorf (IOWA) 


... just as it does throughout wealthy WMTland. 
Bettendorf, the home of the new $30 million Alcoa 
plant, typifies the industrial part of WMT’s audience. 
Equally important are lowa’s well-informed, pros- 
of whom own radios, 
They helped Iowa’s retail 
sales in 1948 climb to the all-time high estimated at 


perous farmers, 90‘ 
whom have telephones. 


$2,374,712,000. 


When you’ve a product or service to sell the high- 
free-spending Eastern Iowa market, 
odds are in your favor when you use WMT—Eastern 
Ask the Katz man for full 


income, 


Iowa’s only CBS outlet. 
details. 


CEDAR RAPIDS 


5000 Watts 


600 K.C. 
BASIC COLUMBIA NETWORK 


85° of 


the 


Day & Night 
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Maurice Chevalier, Mr. Paris himself, who has been signed to star in This 
Is Paris, gives a typical Chevalier tip of the hat to his American listeners. 


WELL KNOWN CONDUCTOR 
WRITES SPECIAL MUSIC 


Paul Baron, who will be remem- 
bered by radio listeners as the 
musical director of the Chesterfield, 


Coca Cola and Campbell Soup pro- 
grams, found himself rehearsing | 
his 33-piece orchestra for THIS IS 
PARIS ten minutes after his arri- | 
val in the French capital. 

Paul nodded to his musicians, 
thumbed through his music, tapped 
his baton twice and started his first 
rehearsal while his sea legs still 
kept time to the rhythm of the 
Atlantic. 

Since that first wavering re- 
hearsal, Pau) has introduced his 


boys to the current American hits | 
and, at the same time, written spe- 


cial music for the show. 


Some day Paul hopes to get time | 


off to tour the city. He’d like to see | 


the Eiffel Tower close up. He hears 
it’s a wonderful place for musicians 
and lovers. 


b 


Producer Bill Robson (left) Orches- | 
tra Leader Paul Baron and Direc- the merchandise all ready on sale 


tor Sam Pierce. 


LOCAL ADVERTISERS HAIL 
UNUSUAL OPPORTUNITY TO 
BUILD SALES IN OWN CITY 


Exclusive Identification 
Prestige, Low Cost cited 


THIS IS PARIS is available now 
on an individual city basis in each 
of the 500 markets where there are 
Mutual stations. 


This means that one advertiser 
...a department or specialty store, 
a bank, a public utility, a dairy, 
etc....can sponsor THIS IS PARIS 
exclusively in his own city, at a 
small fraction of the overall cost 
...a price pro-rated to the size of 
his own market. 


How does this plan work? Very 
simply. THIS IS PARIS is fed over 
the regular Mutual lines, just like 
any other network program. But, 
at cue points throughout each half- 
hour broadcast, the local adver- 
tiser’s message is broadcast by the 
local announcer. 


Special for Department Stores 


Featured on THIS IS PARIS is 
a complete plan of fashion promo- 
tion for Department and Specialty 
stores. Sponsors will receive a 
weekly comprehensive booklet, four 
weeks in advance of broadcast, 
giving material and suggestions 
for newspaper ads, displays, mail- 
ings, publicity and product promo- 
tion, as well as suggestions for 
local commercials. These local com- 
mercials can be tied in with the 
recommendations of the guest 
Parisian couturiere of the week on 
THIS IS PARIS. This will add to 


'the stamp of fashion authenticity. 


(Advertisement) 


PARIS INVADED 
| BY AMERICAN RADIO 


Dear Boss: 

Just got a letter from Ray 
Morgan. You will remember that 
along about last Summer, Ray got 
the idea that a half hour night- 
time program produced in Paris, 
in English, and released on a net- 
work in America could be sensa- 
tional. Now he’s in Paris. Paris, 
France, that is. He says he’s work- 
ing night and day. Who works in 
Paris? He says there’s very little 
electricity and they are rehearsing 
the show by candlelight. Dear boss, 
I would like to be in Paris by 
candlelight. 


Ray has brought to Europe the 
finest tape recording equipment. 
He has built a control booth in the 
| Cafe de Ja Paix that looks just like 

America and is perhaps the only 
| one in Europe. He tapes the show, 
hands the reel to an Air France 
captain who delivers it to America 
the following morning. Dear boss, 
do you think I could travel that 
quickly? 

Ray reminds me of my Uncle 
John, my pioneering uncle. He’s 
never satisfied with what we have. 
Always wants to do something new. 
He had to be first on the air with 
a mystery show, Chandu, the Magi- 
cian; and first with a breakfast 
program, Breakfast in Hollywood; 
and first with a give-away, Queen 
for a Day. Now he is first with a 
weekly radio show prepared right 
in the heart of Paris itself. Will 
he never settle down? 

But Ray’s not doing This is Paris 
all by himself. Naturally not. He’s 
brought with him Bill Robson, the 
producer who’s won the Peabody 
| three times, and who did Big Town 
and Radio Reader’s Digest. And 
Sam Pierce, the director, who did 
the Bob Burns show and Mayor of 
the Town. And Paul Baron who 
has conducted radio orchestras for 
Camels and Chesterfields and.... 

And they all brought their wives 
and families and have settled in 
Paris for a long stay. 

Dear boss, come to think of it, 
you can reach me care of the 
American Express Company, 
Paris, France. I figured I might 
just as well go to Paris too. 

Your loving ex-secretary, 
Angela Meridian 


P.S. Oscar Wilde said the good go 
to Paris when they die; the bad 
while they are still alive. You can 
| draw your own conclusions. 


A. M. 


Ray Morgan, creator and producer 
of This Is Paris—and of many 
famous American Radio Firsts. 


Jacqueline Francois, Grand Prix 

winner for recordings, and Yves 

Montand, called the ‘‘Bing Crosby 
of France’’ 


A “NATURAL” FOR SPOT 
AND LOCAL ADVERTISERS 


The network cooperative idea, 
started by the Mutual Broadcast- 
ing System some dozen years ago, 
now goes outside the United States 
for its inspiration. 

In THIS IS PARIS, Mutual will 
bring to American listeners the top 
talent of Europe. Many of these 
French artists have had successful 
engagements in top American 


and look upon THIS IS PARIS as 
a showcase for future American 
appearances. 


They join one of the most exclu- 
sive clubs in America~—a club whose 
only requirement for membership 
is talent and whose members in- 
clude Kate Smith, Fulton Lewis, 
John Nesbitt, Gabriel Heatter, 
Cecil Brown, Cedric Foster, Bill 
Cunningham, Bill Slater, Bert 
Pear! and others. 


1900 Spot and Local Sponsors 


Spot advertisers and local busi- 
nessmen have discovered that their 
alliance with top talent at pro- 
rated cost can pay off in prestige, 
good will and increased sales. 
Throughout the nation, 1900 spot 
advertisers, department stores, 
banks, dairies, auto dealers, furni- 
ture stores and other local adver- 
tisers sponsor Mutual co-ops. In 
some cases, there is a waiting list, 
and one sponsor, recently renewed 
a co-op program for the 11th 
straight year. 

Now with inventories mounting, 
with the return of the buyer’s mar- 
ket and with increased competition, 
the local businessman insists, more 
than ever, on proven returns for 
every promotional dollar spent. He 
finds just that, and more...in a 
Mutual Co-op, which makes net- 
work radio available to him at 
local cost. 


ETWORK ANNOUNCES| 
ICE CHEVALIER SHOW | 


PARIS-PRODUCED VARIETY}, 
SERIES STARTS MARCH 3lst 


LEADING FRENCH TALENT 
FEATURED ON PROGRAM 


Paris, France, Mar. 4 (MBS) — 
Transporting American engi- 
neers, producers, and directors to 
the very heart of Paris itself, 
famed radio producer, Ray Mor- 
gan, and the Mutual Broadcastinz 
System have come up with a brand 
new idea in radio entertainment, 
a weekly. half-hour variety show 
starring Maurice Chevalier and 
called, appropriately enough, 
“This Is Paris”. 

Produced in the Mirror Room 
of the Cafe de la Paix, favorite 
meeting place for the doughboy, the 
G. I. and the American tourist, 
This Is Paris manages to capture 
all the beauty, gaiety and excite- 
ment of the French Capital. The 
show itself is in English, prepared 
before a weekly audience of 400 
Americans and such native Pari- 
sians as can jam their way into 
the packed house. 

A fashion highlight will be fea- 
tured during the show by a lead- 
ing French couturiere — such as 
Schiaparelli, Maggie Rouff, etc. 


Chevalier and Buttons and Bows 


Head man on This Is Paris is 
Maurice Chevalier, Mr. Paris him- 


nightclubs, have mastered English, | 


self, the last of the great trouba- 
dors. He sings the songs that have 
made him famous and songs like 
| Louise and Valentina and Place 
Pigalle. He also sings, in his own 
Chevalier manner, top American 
tunes. On the first broadcast, he 
is adding his own brand of Gallic 
charm to—of all things— Buttons 
and Bows. 


Top Stars from Stage and Screen 


This Is Paris has recruited the 
top stars of Europe for appear- 
ances on the program. From the 
movies comes Claude Dauphin, 
France’s Number One Motion Pic- 
ture Star. He speaks perfect Eng- 
lish and has been signed for a regu- 
lar weekly appearance. Guest stars 
will change from week to week and 
will include Edith Piaff and Luci- 
enne Boyer. Both of these leading 
song stylists have already built an 
American following for both made 
successful appearances here only 
last year. 

Nita Raya, leading lady of the 
Folies Bergere ; Yves Montand, tiie 
“Bing Crosby of France’”’; Jacque- 
line Francois, winner of the Grand 
Prix for the best phonograph re- 
cording of 1948; Henri Salvador, 
comic from the West Indies. 


these and many other internationa! 
| stars will entertain American auc- 
iences each week on This Is Paris. 


Ben Smith at the French mike fr 


the first broadcast. 
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